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GOSS  HEADLINERS. YOU  CAN  SELECT 
THE  BEST 

COLOR  ARRANGEMENT... 


FULL  COLOR  DECKS 

Consist  of  two  printing  couples 
...provides  numerous  web  lead 
arrangements  for  printing  spot  co* 
lor  or  process  color. 


No  other  press  matches  the  Goss  Headliner  for  ROP 
color  flexibility.  With  color  half  decks,  full  color  decks, 
single  color  cylinders,  or  super-imposed  color  units,  you 
can  select  the  arrangement,  or  any  combination  of  units, 
to  fit  your  requirements  for  the  most  efficient,  most 
profitable  operation. 


COLOR  HALF  DECKS 

Half  of  a  full  deck  .  . .  consists  of 
one  printing  couple  and  permits 
a  group  of  units  to  print  color  in 
any  position  on  either  side  of  web. 


All  color  units  have  such  important  Goss  features  as; 
continuous  ink  feed  for  the  right  amount  of  ink  at  any 
speed;  tension  plate  lock-up  for  quality  in  color;  exact 
ink  control  across  the  page  with  Goss  floor  level  finger¬ 
tip  Colortrol,  and  single  and  double  reversibility  to 
provide  even  more  flexibility.  And,  Goss  also  offers 
compartmented  fountains  for  printing  spot  color  in  vari¬ 
ous  page  positions. 

Increase  ad  revenue  by  making  color  available  to  adver¬ 
tisers — make  plans  now  to  add  ROP  Gosscolor  to  your 
operation.  Our  experienced  staff  will  be  happy  to  help 


you  select  the  best  arrangement. 


SINGLE  COLOR  CYLINDERS 

Shares  impression  cyiinder  with 
unit's  plate  cylinder .  .  .  can  be 
mounted  right  or  left  for  various 
color  positioning. 


The  GD55  Company 

A  Division  of  MIshle-Goss-Dexter,  Inc 
5601  WEST  31  ST  STREET,  CHICAGO  SO,  ILLINOIS 


SUPER-IMPOSED  COLOR  UNITS 

Similar  to  Headliner  unit .  . .  mounts 
right  above  press  and  is  available  in 
halves  which  can  be  joined  to  another 
at  any  time. 
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Hitting  New  Highs  in  Hilarious  Humor! 

These  laughable  little  loonies  with  the  built-in 
rotor-motors  are  tamed  cartoonist  Al  Capp's 
latest  contribution  to  the  gaiety  ot  this  too, 
too  mortal  world. 

They  live  and  love  and  levitate  on  a  slightly  mythical  planet  exactly  3,000,000,005  miles 
out  in  space.  The  planet  is  named  Pincus  No.  7,  so  they're  called  Pincushions.  (Natcherly!) 

How  and  why  the  Pincushions  effect  a  major  upset  in  the  happy,  peaceful  existence  of 
folks  in  such  dissimilar  centers  of  our  human  culture  as  New  York  City  and  Dogpatch, 
U.S.A.,  forms  the  mirthful  substance  of  the  new  sequence  just  starting  in  America's 
best-known  and  best-loved  comic  strip — 


LI'L  ABNER -by  Al  Capp 

And — coming  up  early  in  November — the  comic  strip 
sequence  that  became  a  national  institution: 

SADIE  HAWKINS  DAY 

This  year,  in  countless  colleges,  high  schools,  parish  halls  and  community  centers 
across  the  country,  the  Sadie  Hawkins  Day  parties  and  dances  will  be  two-generation 
shindigs,  with  Mammies  and  Pappies  who  frolicked  in  early  galas  now  joining  their  teen¬ 
age  offspring  in  all  the  fun  except  the  actual  running  of  the  22nd  annual  Sadie  Hawk- 
Ins  Day  Race.  (On  account  of  the  parents  are  already  married,  of  course!) 

SEND  FOR  SAMPLE  PROOFS  TODAY 


lU N ITED  FEATURES 
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When  You  Use  R.O.P.  Color 
THERE  IS  ONLY  ONE  WAY  TO  REACH  THE 


AKRON 

BEACON  JOURNAL 


AREA  OF  INFLUENCE 

W  One  Billion  350  Million  Dollar  Market 


Akron,  the  biggest  ONE  Newspaper  Market  in  the 
nation,  is  also  Ohio’s  most  concentrated  area 
of  great  industrial  names.  For  only  40c  per  line, 
daily  or  Sunday,  you  can  do  a  complete  job  of 
selling  the  area.  There  is  no  substitute. 

ROP  Spot  or  full  color  available 
in  all  issues. 


EDITOR  &  PUBLISHER  CALENDAR 


Population  . 719,435  NEWSPAPER  COVERAGE 

Families  . 213,048  DAILY  Cire.  %  Cev. 

Total  Baying  Akron  Beacon 

Power  . $1,349,384,000.  Journal  159,532  74.9% 

Total  Retail  (Ueveland 

Sales  . $  958,138,000.  Plain  Dealer  .  21,596  10.0% 

Food  Sales . $  238,114,000.  Cleveland  Press  7,525  3.5% 

Gen.  Mdse.  Cleveland  News  2,081  0.9% 

Sales  . $  132,837,000.  SUNDAY 

Fr-H-R  Sales  ....$  44,996,000.  Akron  Beacon 

Automotive  Journal  160,139  75.0% 

Sales  . $  205,680,000.  Cleveland 

Drug  Sales . $  29,035,000.  Plain  Dealer  .  21,179  9.0% 

Source  1958  Selei  Menefemenl  Source  March  31,  1958 

Surrey  of  Butidk  Power  A.  B.  C.  Audit  Sutementi 

AKRON 

BEACON  JOURNAL 

"Ohio's  Most  Complete  Newspaper" 


Sept.  14-16— New  York  State  Publishers  Association,  annual  mssti^ 
Whitetace  Inn,  Whiteface.  N.  Y. 

Sept.  14-16— Central  States  Circulation  Managers  Association,  Fall 
ing,  Congress  Hotel,  Chicago. 

Sept.  14-17— New  England  Associated  Press  News  Executives  Assicat 
annual  meeting,  Hotel  Samoset,  Rockland,  Maine. 

Sept.  14-17 — Western  Classified  Advertising  Association,  annual  co» 
tion,  Villa  Hotel,  San  Mateo,  Calif. 

Sept.  14-17 — Southern  Circulation  Managers'  Association,  29th 
convention,  San  Carlos  Hotel.  Pensacola,  Fla. 

Sept.  15-17 — Newspaper  ROP  COLOR  Conference,  third  annual.  Walt 
Astoria  Hotel,  Now  York. 

Sept.  17-19 — Newspaper  Advertising  Managers  Association  (Eas^ei 
Canada),  Mount  Royal  Hotel,  Montreal. 

Sept.  17-19— Advertising  Media  Credit  Executives  Association,  fifth  anm 
meeting,  Roosevelt  Hotel,  New  Orleans,  La. 

Sept.  20-21 — Minnesota  AP  newspapers.  Fall  meeting,  Hibbing,  Mirni 
Sept.  20-21 — Society  of  American  Travel  Writers,  third  annual  convanti« 
Basin  Harbor  Club,  Vergennes,  Vt. 

Sept.  21-26— Newspaper  Food  Editors  Conference,  16th  annual,  Wsldc’j 
Astoria,  New  York. 

Sept.  22— U.  S.  Commemorative  Stamp  Ceremony,  honoring  Journalirl 
and  Freedom  of  the  Press,  On  50th  Anniversary  of  School  of  JourfMlin| 
University  of  Missouri,  Columbia,  Mo. 

Sept.  25 — Newspaper  Comics  Council  meeting.  Hotel  Commodore,  Nel 
York  City. 

Sept.  26-27 — Newspaper  Week,  University  of  Colorado,  Boulder,  Cok  I 
Sept.  27 — United  Press  International-University  of  Iowa  School  of  Joumt  l 
ism  Symposium  on  "Good  Government",  University  of  Iowa,  Iowa  Dtl 
Sept.  28-29— Ohio  Select  List  annual  meeting.  Fort  Hayes  Hotel,  Coiiej 
bus,  Ohio. 

Oct.  I — Inauguration  of  National  Newspaper  Week,  University  of  Misioi.-| 
Columbia,  Missouri. 

Oct.  2-4— West  Virginia  Press  Association,  annual  meeting,  Chanc*oi| 
Hotel,  Parkersburg,  W.  Va. 

Oct.  3-4— Associated  Press  newspaper  members  of  Nebraska, 
meeting,  Lincoln  Country  Club,  Lincoln,  Nebr. 

Oct.  5-7 — Ohio  Circulation  Managers'  Association  Annual  Convanti:' 
Lincoln  Lodge,  Columbus. 

Oct.  6-7 — New  England  Newspaper  Advertising  Executives  A$sociatici| 
annual  meeting.  Hotel  Statler,  Boston,  Mass. 

Oct.  6-11— Houston  Journalism  Assembly,  fourth  annual,  journalism  i*! 

graphic  arts  dept.,  University  of  Houston,  Houston,  Texas. 

Oct.  6-17 — American  Press  Institute,  City  Editors  seminar,  Columbia  l]s| 
versity.  New  York. 

Oct.  8-12 — Inter-American  Press  Association,  ganeral  assembly,  Hrt| 
Plaza,  Buenos  Aires,  Argentina. 

Oct.  9-10 — American  Association  of  Advertising  Agencies  Central  R*?'; 

annual  meeting,  Drake  Hotel,  Chicago. 

Oct.  9-11 — Pennsylvania  Newspaper  Publishers'  Association,  annual  cc''| 
vention.  Hotel  Roosevelt,  Pittsburgh,  Pa. 

Oct.  10-11 — Illinois  Press  Association.  93rd  annual  convention,  f:’!| 
Orlando,  Decatur,  III. 

Oct.  10-11 — University  Press  Club  of  Michigan.  41st  annual  meeting, ‘"I 
Arbor,  Mich.  " 

Oct.  12-14 — Northern  States  Circulation  Managers  meeting.  Hotel  U‘!< 
ette,  Clinton,  Iowa. 

Oct.  12-14 — Mid-Atlantic  Circulation  Managers'  Association,  39th  anwij 
convention,  Roanoke  Hotel,  Roanoke.  Va.  ,[ 

Oct.  12-14 — Advertising  Managers  Bureau,  Naw  York  State  Dallies,  f*| 
meeting.  Hotel  Syracuse,  Syracuse,  N.  Y. 

Oct.  12-15— American  Association  of  Advertising  Agencies  Western  Reg'^ 
annual  meeting,  El  Mirador,  Palm  Springs,  Calif. 

Oct.  13-15 — National  Newspaper  Promotion  Association's  Western  regif*! 

Workshop.  Pioneer  Hotel,  Tucson.  Ariz. 

Oct.  13-14 — New  York  State  Associated  Press  Association,  annual  meefri] 
The  Ten-Eyck,  Albany. 

Oct.  15-18— National  Conferenca  of  Editorial  Writers,  annual  meettigl 
Philadelphia. 

Oct.  14-15 — Iowa  Associated  Press  managing  editors.  Fall  meeting. 

Des  Moines  Hotel,  Des  Moines,  la. 

Oct.  16-18 — National  Editorial  Association  Fall  meeting,  Sheraton  HobJ 
Chicago. 
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Members:  The  Gannett  Group  of  Newspapers 


•  Utica  Daily  Press 

^  (MORNINGS  EXCEPT  SUNDAY) 


(EVENINGS  AND  SUNDAY) 


Represented  by  J.  P,  McKinney  £  Sons,  Inc. 

NEW  YORK  •  SYRACUSE  •  DETROIT  •  CHICAGO  •  SAN  FRANCISCO 
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DEPTH  OF  PENETRATION 

The  readers  of  THE  CHRISTIAN  SCIENCE 
MONITOR  make  up  an  unusually  profitable 
market.  You  will  find  them  an  especially 
responsive  market  when  sales  appeals  are 
channeled  to  them  in  the  most  effective 
way.  And  their  buying  power  is  much 
better  than  average  —  for  the  worthwhile 
things  of  life. 

These  men  and  women  look  to  the 
MONITOR  for  dependable  news  both  on 
world  events  and  on  products  and  services. 

Many  advertisers  have  found  that  it  is 
possible  to  increase  sales  at  modest  cost 
through  MONITOR  advertising.  May  we 
prepare  a  custom-built  program  of  adver¬ 
tising  for  you? -THE  CHRISTIAN  SCIENCE 
MONITOR,  One,  Norway  Street,  Boston  15, 
Massachusetts. 


COLOR,  theme  of  thb  issue,  offers  newspapers  their  most 
exciting  challenge  today  and  their  most  promising  oppor 
tunity  tomorrow  for  effective  and  attractive  news  photo  and 
advertising  presentation.  .  .  .  R.  L.  Duffus,  New  York  Tima 
editorial  writer  who  recently  was  named  a  Chevalier  in  the 
French  Legion  of  Honor,  is  author  of  a  new  book,  “Williams- 
town  Branch:  Impersonal  Memories  of  a  Vermont  Boyhood’' 
(W.  W.  Norton  &  Co.).  .  .  .  Horizon,  a  new  magazine  of  the 
arts  in  book  form,  is  out  and  it’s  just  as  fine  as  its  sister  publi¬ 
cation,  American  Heritage.  .  .  .  The  Lakewood  (Ohio)  PoA 
editorial  masthead  proclaimed  it  the  Lakewood  Pot  for  the 
third  week  in  a  row  before  it  was  caught  by  the  publishers. 
I  John  L.  Shissler  and  David  R.  Hawley. 


Christian 

Science 

Monitor 

An  tnfmrn»fionot  Ooiiy 


News,  Advertising,  Readership 
Devoted  to  Building  a 
Better  Civilization 

Branch  Offices 

NEW  YORK:  588  Fifth  Avenu^^ 
CHICAGO:  3  33  N.  Michigan  Avenue 
LOS  ANGELES:  650  S.  Grand  Avenue 
LONDON,  W.C.  163/4  Strand 


—Carr  Liggett,  who  heads  the  Cleveland  advertising  ageno 
bearing  his  name,  wrote  ^‘Centennial  Hymn,**  which  had  its  world 
premiere  at  the  100th  convention  in  Pittsburgh  of  Delta  Tau  Oelli 
,  fraternity.  ...  Ward  Morehouse,  Newhouse  Newspapers  Broadwat 
'  columnist,  returned  from  his  12th  cross>country  motor  tour.  . . . 
j  Pfc.  Philip  T.  Huber  Jr.,  ex-Buffalo  Courier-Express  newspaper 
boy,  digging  a  foxhole  near  Mannheim,  Germany,  unearthed  at  i 
depth  of  two  feet  a  not>tooK>ld  copy  of  the  Courier^Express.  “Il 
I  was  fun  reading  my  favorite  newspaper  again,**  he  reported. 

A  Fan  of  OOM  Remembers 

Howard  R.  Smith,  who  heads  a  public  relations  firm  under  his  on 
name  in  Chicago,  writes: 

“During  the  fanfare  for  the  late  O.  0.  McIntyre  some  months  ago  I 
bethought  me  of  correspondence  I  had  had  with  OOM  and  wondered 
whether  it  might  be  preserved  in  my  ‘Memory’s  Hell  Box’  which  is  u 
ancient  packing  case  filled  with  crumbling  9x12  envelopes  into  whicli  I 
had  placed  letters,  clippings  and  interesting  tidbits  during  my  early  yetn 
in  the  business.  This  is  my  private  museum,  occupying  an  inacce^k 
attic  corner  and  inspected  about  every  five  years, 
i  “Often  what  I  looked  for  was  not  there.  The  last  visit  to  the  hell  boi 
was  occasioned  by  my  search  at  the  request  of  Sam  Anson  of  Qevelnd 
for  the  dramatic  final  edition  of  the  ill-fated  and  sensational  Columbu 
Monitor,  mistakenly  proclaiming  in  %  pt.:  ‘No,  The  Monitor  Isn’t  Licked.' 
At  that  time  and  previously  I  discarded  the  contents  of  disintegrated 
envelopes  so  my  collection  now  has  more  gaps  than  contents. 

I  “But  of  the  0.  0.  McIntyre  letters,  I  was  luckier.  I  found  one.  The 
,  date,  as  determined  by  my  wife’s  better  memory,  was  the  late  Spring  oi 
1920.  What  I  must  have  written  to  OOM  is  obvious  from  the  ansvtt- 
The  stationery  is  very  pale  blue  with  a  red  hairline  set  in  slightly  fno 
the  edges.  One  interesting  angle  is  that  OOM  used  no  street  number. 

-  merely  West  Seventy-Secomd  Street,  New  York  Gty,  on  envelope  as  well 
as  letterhead. 

“Here  is  what  OOM  wrote  (and  upon  rereading  it  I  respect  him  mort 
than  ever) : 

Dear  Mr.  Smith: 

I  wish  I  could  give  you  the  right  hunch— but 
I  I  can’t.  I  can  only  tell  you  a  little  of  my  own 

I  experience.  My  advice  seems  to  go  by  the  contrary. 

'  I  advised  one  young  man  not  to  come  to  New 

York  until  he  had  a  job.  He  came  anyway  and  is 
the  editor  of  a  magazine.  Another  I  advised  to 
come  and  I  think  he  is  still  my  enemy.  He  is 
Jobless. 

W'hy  don’t  you  get  a  leave  of  absence  and  look 
for  the  job  here  before  you  cut  loose?  Copy- 
readers  if  they  are  good  make  from  $50  to  $80  a 
week — the  morning  jobs  paying  the  higher. 

Of  course,  the  opportunities  are  greater  here 
for  a  writing  man  and  if  you  have  a  sizable  bank¬ 
roll  a  gamble  with  the  gods  is  a  good  sporting 
proposition. 

I  left  the  city  editorship  of  the  Gncinnati  Po^t 
to  come  here  on  Hampton’s  Magazine  and  in 
three  months  it  failed.  I  read  copy  and  made  up 
on  the  Evening  Mail  and  then  branched  out  for 
myself  and  I’m  glad  I  came. 

Sincerely,  OOM.  j. 

“So  that  is  what  a  very  busy  and  important  nationally-famous  columnw 
wrote  to  a  very  young  and  unimportant  newspaper  man  with  two  sm*** 
babies.  I  think  I’m  beginning  to  be  proud  of  that  letter.” 

EDITOR  at  PUBLISHER  for  September  13,  195* 


J 


Watch  the  women  go  buy!  Portland  grocers  do . . . 
that’s  why  they  place  the  major  part  of  their 
advertising  budgets  in  the  newspaper  that’s 
big  as  all  Oregon . . .  The  Oregonian! 

HOW  BIG  IS  THE  OREGON  FOOD  MARKET?  A  HAlF-BIlllON  DOLLARS  ANNUALLY! 

/ 

THAT'S  DOUBLE  THE  BOSTON  MARKET  . . .  AND  TRIPLES  CINCINNATI. 


WATCH  THE  WOMEN  GO  BUY. . .  WATCH  THE  WOMEN  GO  BUT. . .  WATCH  THE  WOMEN  GO  BUY. 


The  0re9onian  Portland,  Oregon 

leads  in  retail  advertising 

Larf^est  Circulation  in  the  Northwest 
231,829  Daily;  295,740  Sunday 

Source*;  Sales  Management  Survey  of  Buy¬ 
ing  Power,  Moy  10,  1958;  ABC  Publishers’ 

Stotemenf,  6  months  ending  Mor.  31,  1958. 
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ROP  Color  Conference 

Two  annual  ROP  Color  Conferences  made  great  contributions  to 
the  quantity  and  the  quality  of  newspaper  color  advertising.  They 
not  only  showed  many  newspaper  production  men  the  way  to  im¬ 
prove  their  color  printing  but  they  were  constructive  for  advertising 
agency  executives  who  learned  a  few  things  about  improving  color 
layouts  to  assist  in  better  printing.  The  result  has  been  a  consistent 
growth  in  the  volume  of  ROP  color  linage  and  an  expansion  in  the 
number  of  newspapers  offering  good  color. 

The  third  annual  Conference  which  opens  at  the  Waldorf-Astoria 
in  New  York  next  week  will  have  a  similarly  constructive  impact  on 
the  development  of  newspaper  color. 

.\fter  two  sessions  in  Chicago,  the  change  of  locale  to  New  York 
City  is  of  vital  importance.  Just  as  the  first  two  were  responsible  for 
making  advertising  people,  and  particularly  agency  exeaitives,  in  that 
area  newspaper  color  conscious,  so  will  this  meeting  (and  the  one 
that  is  being  planned  for  a  year  hence)  go  a  long  way  towards  making 
many  agency  executives  in  this  advertising  capital  of  the  world  aware 
for  the  first  time  of  the  wide  availability,  the  improved  quality  and 
the  great  impact  of  newspaper  color. 

Although  there  is  some  color  app>earing  in  newspapers  in  and 
around  New  York  City  and  one  local  paper  won  an  E&P  aAvard,  the 
volume  of  color  (especially  full  color)  that  appears  daily  in  most 
other  large  cities  is  woefully  lacking  here.  Newspaper  readers  in¬ 
cluding  many  advertising  executives  haven’t  been  exposed,  therefore, 
to  the  vast  potentials  of  newspaper  color. 

The  third  ROP  Color  Conference  will  fill  this  educational  gap 
to  a  large  degree.  Agency  people  will  not  only  hear  about  the  ad¬ 
vantages  of  newspaper  color  and  the  improvements  that  have  been 
made  in  recent  years,  they  will  see  in  the  many  exhibits  and  in  the 
Editor  &  Publisher  Color  Awards  the  best  color  work  that  is  being 
done  around  the  country. 

Congratulations  to  the  members  of  the  American  Association  of 
Newspaper  Representatives  who  originally  conceived  the  Color  Con¬ 
ference  idea  and  who  have  organized  this  meeting.  They  have  devel- 
Of>ed  an  excellent  program  which  will  produce  a  highly  successful 
conference. 

Expanded  Color  Awards 

A  YEAR  ago  at  the  second  annual  ROP  Color  Conference  in 
Chicago  an  important  advertising  agency  media  director  sug¬ 
gested  that  newspapers  ought  to  give  some  sort  of  an  “Oscar”  award 
to  advertisers  and  agencies  for  the  best  use  of  ROP  color.  Editor  «: 
Publisher  was  happy  to  undertake  that  assignment  on  behalf  of  all 
newspapiers. 

In  this  issue  E&P  announces  its  first  awards  for  “Color  Creativity.” 
Two  prominent  newspaper  advertisers — National  Dairy  Products  and 
the  Coca  Cola  Company — will  be  presented  with  distinctive  and  sym¬ 
bolic  awards  at  the  Color  Conference  banquet  Tuesday  evening.  Their 
advertising  agencies — N.  W.  Ayer  &  Son  and  McCann-Erickson,  Inc. 
— will  receive  duplicate  awards.  Miniatures  will  go  to  the  agencies’ 
art  directors  and  copy  chiefs. 

The  distinguished  judges  panel  had  a  difficult  time  selecting  these 
winners  because  of  the  general  excellence  of  the  hundreds  of  entries. 
The  winners  have  every  right  to  be  proud  of  their  success. 

The  same  was  true  of  the  12  newspapers  that  won  awards  in  the 
second  annual  E&P  contest  for  quality  of  reproduction.  More  than 
2,000  entries  were  examined  and  the  winners  had  to  be  good  to  be 
selected.  All  the  newspapers  that  participated  in  this  contest  can  take 
pride  in  the  unanimous  comment  of  the  judges  about  the  excellence 
of  the  entries. 


And  he  $poke  a  parable  unto  them  to 
this  end,  that  men  ought  altcart  to  pnf, 
and  not  to  faint.— Luke,  XVIIli  1, 
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Editor  &  Publisher 


Th«  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 


With  which  has  been  merged:  The  JournsPiit, 
established  March  22,  1884;  Newspapardon, 
established  March,  1892;  The  Fourth  Eststi, 
March  I,  1894;  Editor  &  Publisher,  June  29, 
1901;  Advertising,  January  22,  1925. 

Chairman  of  the  Board 
James  Wright  Brown 
President  and  Editor 
Robert  U.  Brown 
General  Manager 
James  W.  Brown,  Jr. 

Eiecutiva  Editor,  Jerome  H.  Wallier;  Featura, 
dames  L  Collings,  Ray  Erwin.  Philip  N. 
Schuyler,  George  Thune;  Advertising  Naes 
Robert  B.  McIntyre.  Marketing  and  Researsk 
Manager,  Albert  t  Weis;  Marketing  Coe 
sultant,  Ray  B.  Prescott;  Librarian,  Janat 
Haslett. 

Assistant  Treasurer,  Arline  Demar;  Advartb 
ing  Manager,  Leach  Laney;  Advertising  Pre 
duction  Manager,  Bernadette  Borries;  Pro^ 
tion  Manager,  George  Wilt;  Cireulatiaa 
Director,  George  S.  McBride;  Circulatim 
Manager,  George  H.  Strate;  Classified  Ad¬ 
vertising  Manager,  Evelyn  Z.  Kolojay. 
General  Offices — Suite  1700,  Times  Towar. 
1475  Broadway.  Now  York  36,  N.  Y,  “ 
BRyant  9-3052. 
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Washington:  James  J.  Butler,  Manager,  1190 
National  Press  Bldg.,  ME  8-0823. 

Chicago:  George  A.  Brandenburg,  Mid-W^ 
Editor;  Harry  B.  Mullinix,  Western  Adva^ 
ing  Manager;  Grant  Biddle,  Representative: 
360  North  Michigan  Avo.  State  2-4898. 

Boston:  Guy  Livingston.  344  Little  Bldg..  W 
Boylston  St.  HA  6-8386. 

Detroit:  George  W.  Parker,  628  Free  Prau 
Building.  Woodward  I -6085. 

San  Francisco:  Campbell  Watson,  Pacilk 
Coast  Editor;  Duncan  A.  Scott,  Advertisi^ 
Representative;  85  Post  St.  Garfield  1-7950. 

Los  Angeles:  Frederic  C.  Coonradt,  Cor» 
spondent.  School  of  Journalism,  University 
of  Southern  California,  3518  University  Ava.: 
Duncan  A.  Scott.  Advertising  Representa¬ 
tive,  1901  West  8th  St.  Dunkirk  8-4151. 

London,  England:  Alan  Delafons,  Manager,  23 
Ethelbert  Road,  Birchington,  Kent,  England. 
Peter  Bostock,  correspondent,  58-a  EnnisnH)fa 
Gardens,  London,  SW  7. 

Paris,  France:  G.  Langelaan,  Correspondent, 
48  Avenue  de  Paris,  Vincennes  (Seinel 
Cberter  Ifember  Audit  Bureau  of  Cireujatieaa 
Mamker  Associated  Business  Pubiieati^  ' 
Bso.  averatra  net  paid  June  80,  1958— 
Heoewais  to  Oet.  II,  1967,  80.88%. 
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Male  News  adds  waak-and  edition .  84 

Twcliars  hit  prau  for  relying  on  Tass  ....  86 

Umqua  camera  setup  in  Washington .  90 

SaH  ends  Detroit  work  stoppage  .  92 

Diract  loading  without  a  dock .  102 

'Mia  America*  crowned  in  protocol  .  108 

Siora  fails  in  suit  over  unprintad  ad .  110 

WUiwy  visits  at  Herald  Tribune .  112 


-IS.": . . 


Short  ^ah 


eA 


Headlines: 


Homan  Slaughtering:  Measure  Sigfned 
by  Ike. — Tulsa  (Okla.)  Daily  World. 


Young  Lovers  Reach  Altar  60  Years 
After  Proposal.  —  Evansville  (Ind.) 
Preu. 


Walking  John  Rests  In  Hotel. — Hamil- 
1«  (Ohio)  Journal. 


Hostage  Disarms  Kidnaper  After 
Vild  Ride  To  Kill  His  Wife. — Washing- 
^  (D.  C.)  Post  and  Times  Herald. 


Okay  Farm  Auction  of  Murder  Victim. 
-SuMut  City  (Iowa)  Journal-Tribune. 


Couple  Goes  to  Party,  Comes  Home 
With  Baby. — Flint  (Mich.)  Journal. 


C.\RTOON  roEA  OF  THE  WEEK 


■  ■  (S'  O.'Nl  ' 


NOW  THAT'S  EMOTION  FOR  YOU 

BisseH,  Nashville  Tennessean  , 

®I>IT0R  ac  PUBLISHER  for  September 


letters 


BUDDING  SCRIBES 


That  talc  of  misery  and  woe  authored 
by  C.  Michael  Curtis  (Sept.  6,)  really 
handed  me  a  laugh.  And  since  the  elec¬ 
tions  are  coming  up,  I  denoand  equal  time. 

Now,  C.  Michael  claims  that  editors 
ignore  “talented”  college  men  with  a  yen 
for  the  newspaper  business.  Who  says 
they’re  talented?  The  average  J-school 
graduate  bounces  into  a  city  room  sport¬ 
ing  white  bucks,  chino  pants  with  a  buckle 
in  back,  a  seedy  sport  coat  and  badly  in 
need  of  a  haircut.  He  thinks  the  sheepskin 
in  his  hand  is  a  master  key  to  the  inner 
confines  of  the  newspaper  business,  or,  the 
torch  which  will  illuminate  vast,  new 
journalistic  horizons. 

Example:  One  of  these  chubby-cheeked 
bogus  intellectuals  once  asked  me,  a  fellow 
copy  boy,  what  was  needed  to  get  ahead  at 
this  newspaper.  I  advised  him  to  go  slowly 
and  be  patient.  I  said  it  was  important  to 
learn  the  scheme  of  things  and  how  the 
paper  operated.  I  also  told  him  that  duties 
would  arise  which  were  distasteful,  but 
that,  too,  was  part  of  the  game.  “But  I’m 
a  college  man,”  he  protested.  I  said  that 
in  my  mind  a  J-school  diploma  and  toilet 
tissue  were  synonymous.  It’s  simply  a  case 
where  these  dudes  don’t  want  to  start  at 
the  bottom — they’re  too  good  for  that. 

At  one  point  in  the  item  he  says  that 
one  New  York  paper  prides  itself  that  a 
large  percentage  of  the  boys  who  scurry 
around  with  coffee  and  pencils  have  gradu¬ 
ate  degrees  from  Harvard,  Yale  and 
Princeton.  He  goes  on  to  say  that  the  copy 
boy  system  is  basically  a  pathetic  exploita¬ 
tion  of  ignorance. 

Granted,  the  day  of  the  bash-in-his- 
skull,  then- jump-out- the-window  type  re¬ 
porter  is  gone;  but  he’ll  never  be  replaced 
by  these  cream  puff  deep  thinkers  in  white 
sneakers. 

Here’s  my  advice  to  these  budding 
scribes:  If  you’re  not  willing  to  start  at 
the  bottom,  then  stay  the  hell  out.  And 
remember,  five  pats  on  the  back  from  a 
college  professor  isn’t  worth  one  kick  in 
the  seat  from  a  city  editor. 

Curtis’  item  is  one  big  sour  grape; 
squeeze  it,  and  he’ll  need  a  change  of 
diapers. 

Dan  O’Malley 

New  York  News. 


Mr.  Curtis  leads  with  his  chin  when 
he  says  our  Mr.  Bingham  was  being  paid 
$50  a  week.  .  .  .  The  statement  is  just  a 
wee  bit  false.  In  the  period  he  described, 
Mr.  Bingham  was  of  course  making  the 
starting  salary  for  reporters  (Guild  scale), 
$58.50  a  week.  (Reportorial  pay  increases 
quite  rapidly  during  the  first  several 
years).  .  .  .  The  Star’s  program  is  de¬ 
signed  to  correct  some  of  the  manifest 
inequities  of  the  “copy  boy  system.” 

Newbold  Noyes  Jr. 

Executive  Editor 
Washington  (D.  C.)  Star 
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ONE  ORDER,  ONE  BILL 

While  there  has  been  much  comment  in 
the  advertising  press  on  the  practicability 
and  convenience  of  one-order,  one-bill 
newspaper  advertising.  Shannon  &  Asso¬ 
ciates,  Inc.,  would  like  to  say  that  such  a 
procedure  has  been  a  part  of  the  practice 
of  this  newspaper  representatives  organi¬ 
zation,  on  a  sectional  basis,  for  some  time. 

Shannon  &  Associates,  Inc.,  is  now  en¬ 
larging  this  operation  on  a  national  basis 
and  is  in  the  process  of  negotiating  a  sub¬ 
stantial  advertising  release  through  one  of 
Chicago’s  well-known  advertising  agencies 
on  a  one-order,  one-bill  basis. 

W.  E.  Ledbettek 

Shannon  &  Associates, 

Chicago,  Ill. 

•  •  • 

FRISKY  ZEBRA 

May  I  offer  a  rebuttal  to  Dick  Crandell’s 
piece  (Aug.  16)  on  “Zebraic  Editing”? 

Dick  claims  that  baby  Zebra  pictures 
are  photo  cliches,  and  that  editors  might 
just  as  well  get  out  an  old  cut  and  run  it 
in  the  paper.  I  doubt  if  many  papers  are 
going  to  have  an  old  cut  with  as  much 
liveliness  as  the  picture  of  our  baby  Zebra 
that  Jack  Layer  took  for  the  J ournal- Ameri¬ 
can.  It  showed  the  baby,  all  four  feet  in 
the  air,  jumping  stiff-legged  out  of  the  door 
of  the  Zebra  House  toward  its  mother.  Jack 
waited  around  quite  a  while  to  get  that 
shot.  The  moral  is  that  if  picture  editors 
will  give  their  photographers  time  to  do  a 
good  job,  they’ll  get  pictures  (even  baby 
Zebras)  that  aren’t  cliches. 

William  Bridges 

Zoological  Park, 

New  York,  N.  Y. 

«  *  » 

‘COMBINATION  MAN’ 

Today’s  small  town  newspaper,  in  facing 
up  to  the  challenge  of  pictorial  joumabsm, 
is  attempting  to  do  so  by  giving  every  re¬ 
porter  a  camera  and  the  tag  “combination 
man”. 

And  a  good  idea  and  necessary  step  this 
is,  except  that  the  majority  of  newspaper 
editors  fail  to  realize  that  camera  work  is 
complicated  and  demanding,  even  more  so 
than  reporting. 

Being  a  “combination  man”  on  a  small 
newspaper  requires  more  versatility  than 
most  newspaper  executives  care  to  admit. 

And  solving  the  problem  of  finding  com¬ 
petent  men  to  fill  this  role  is,  at  present. 
Being  faced  from  only  one  angle,  and  most 
of  the  competent  reporters  who  can  as¬ 
sume  the  responsibility  of  getting  the  big 
picture  when  called  on  to  do  so  are  getting 
fewer  and  farther  between. 

So  rather  than  find  a  reporter  and  make 
him  a  photographer,  why  not  try  the  proc¬ 
ess  the  other  way? 

Get  experienced  photographers,  train 
them  as  leg  men,  fact  finders.  They  al¬ 
ready  possess  the  ability  to  pick  out  the 
highspot  for  photo  purposes,  the  jump  be¬ 
tween  picking  out  the  picture  against  the 
story  isn’t  too  great. 

Bob  De  Piante 

Oneonta  (N.  Y.)  Star. 
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THERE’S  A  C  UTLE  R  -  H  AM  M  E  R 
NEWSPAPER  PRESS  DRIVE  BUILT 

TO  MEET  YOUR  SPECIFIC  REQUIREMENTS 


Experiencsd  n6wspaper  men  know  there  are  many  factors  to  be  considered  in 
the  selection  of  the  proper  press  drive  for  each  press  installkion.  Recognizing 
this  fact  that  there  isn  t  any  one  type  of  drive  which  can  perfectly  serve  the 
entire  newspaper  industry,  Cutler-Hammer  has  developed  the  first  and  only 
complete  line  of  newspaper  press  drives  and  control.  Now  Cutler-Hammer 
offers  the  A-c  Webmaster  '’  and  D-c  Webmaster  *'  Drives  for  Unit  Type  Presses 
and  both  A-c  and  D-c  Group  Drives  for  single  and  two  motor  presses. 


1 


If  you  are  planning  a  new  press  plant  or  modernizing 
existing  facilities,  no  longer  is  it  necessary  to  QoM/JfOMiSe  in  the 
selection  of  the  press  drives  to  be  installed.  Cutler-Hammer 
will  provide  the  right  type  and  size  drive  selected  on  the  basis  of  a 
thorough  analysis  of  your  particular  operational  requirements, 


plant  power  characteristics,  future  plans,  etc. 
Get  all  the  facts  today,  write  .  .  . 


Dept.  S  214 

Cutler-Hammer  Inc* 

Milwaukee  1,  Wis. 


Look  to  CUTLER-HAMMER 
for  the  first  and  only 
complete  line  of  Newspaper 
Press  Drives  and  Control 


THE  CLEVELAND 
PRESS,  Cleveland, 
Ohio  uses  the  new  A-c 
Webmaster  unit  press 
drive  and  on  their  new 
8  unit,  1  folder  press. 


THE  EASTON 
EXPRESS, 

Easton,  Pa.  will  equip 
their  new  press  plant 
with  a  Cutler-Hammer 
D-c  Webmaster  Unit  ' 
Press  Drive  and  Control 
system. 


THE  BELOIT  DAILY 
NEWS,  Beloit,  Wis. 
selected  2  single  motor 
D-c  Group  Drives  for 
their  new  6  unit,  1  folder 
press  installation. 


THE  LUDINGTON 
DAILY  NEWS, 

Ludington,  Mich,  uses  a 
Cutler-Hammer  A-c  2- 
motor  Group  Drive  and 
Control  on  their  press. 


Catler-Hommer  Inc.,  Milwaukee,  Wis.  Dimion.  Airborne  Instroments  Loborotery.  hrtign:  Cntler-Hammer  International,  C  A. 

Aaociaits:  Canadian  Cutler- Hammer,  Ltd.;  Cutler-Hammer  Mexicana.  S.  A.;  Intercontinental  Electronics  Corporation,  Inc 


.■Is 

. '  s  a  s 

■  '** 

-«  . 

1 

1  til 

--"t 

r ' 

m.  »  t 

r 

1  1 

How  many  times  have  you  faced  this  promotion 

probiem  . . .  and  SOived  it  quickiy?  You  hold  a  special  selling 
advantage  in  your  market.  Or  you  have  new  facts  that  can  strongly  influence 
advertisers.  How  do  you  tell  that  story,  quickly  and  effectively,  to  the  people 
responsible  for  advertising  decisions?  Tell  it  in  your  promotion  advertising  in  The 
New  York  Ti  mes.  Tel  I  it  in  the  newspaper  that  is  read  by  fou  r  out  of  ten  top  officers 
of  agencies  billing  more  than  $1,000,000  annually.  Find  out  how  economical  a 
schedule  in  The  New  York  Times  can  be.  It’s  one  more  reason  why  The  New  York 
Times  carries  more  media  advertising  than  any  other  U.S.  newspaper. 


The  New  York  Times 

"All  th*  News  That’s  Fit  to  Print” 
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Editor  St  Publisher 


Every  Saturday  Since  1884 


THE  SPOT  NEWS  PAPER  OF  THE  NEWSPAPER  AND  ADVERTISING  FIELDS 


1  ^  I — v  •  1  •  IV  T  1  %  Y  7  •  (Utah)  Tribune;  Adver- 

Iz  Uaihes  INamed  Winners 

Inc.  ' 

Of  E&P  ROP  Color  Awards  OR  AND  BLACK:  Newspapers 


2,031  Entries  by  153  Papers; 
Judges  Note  ‘Vast  Improvement’ 


vertiser:  The  Borden  Co., 
Pioneer  Ice  Cream  Div. ; 
Agency:  Tracy-Locke  Co., 
Dallas,  Texas. 


GENERAL  SUBJECT  IN 

The  names  of  12  newspapers,  papers  with  circulation  over  THREE  COLORS  AND 
winners  of  the  Second  Annual  250,000:  BLACK:  Newspapers  with  cir- 

competition  for  outstanding  Newspaper:  Cleveland  culation  of  100,000  to  250,000: 
ROP  newspaper  color  reproduc-  (Ohio)  Plain-Dealer;  Ad-  Newspaper:  Sacramento 

tion  of  national  ads  during  1957-  vertiser:  Standard  Oil  Co.  (Calif.)  Bee;  Advertiser: 

58,  were  announced  this  week  of  Ohio;  Agency:  McCann-  Olympia  Brewing  Ck)., 

by  Robert  U.  Brown,  president  Erickson,  Inc.,  Cleveland.  Olympia,  "lyash.;  Agency: 

and  editor.  Editor  &  PuBLiSHiat. 

Mr.  Brown  will  present  spe- 


BLACK:  Newspapers  with  cir¬ 
culation  of  100,000  to  250,000: 
Newspaper:  Sacramento 
(Calif.)  Bee;  Advertiser: 
Olympia  Brewing  (k)., 
Olympia,  Wash.;  Agency: 
Botsford,  Constantine  & 
Gardner,  Seattle,  Wash. 


Mr.  Brown  will  present  spe-  Gardner,  Seattle,  Wash, 

cial  Editor  a  Publisher  awards  COLORS  AND  BLACK:  News- 

to  the  12  newspapers  together  Papers  with  circulation  of  100,-  GENERAL  SUBJECT  IN  ONE 

with  certificates  of  merit  to  the  ^  250,000:  COLOR  AND  BLAiTK:  News- 

advertisers  and  their  advertis-  Newspaper:  Columbus  papers  with  circulation  of  100,- 

ing  agencies,  at  the  3rd  Annual  (Ohio)  Dispatch;  Adver-  000  to  250,000: 

Newspaper  ROP  Color  Confer-  The  Larsen  Co.,  Newspaper:  Milwaukee 

ence  to  be  held  in  the  Waldorf-  Green  Bay,  Wis.  (Freshlike  (Wis.)  Sentinel;  Adver- 

Astoria  Hotel,  New  York,  Sept.  '  Agency:  tiser:  Ford  Motor  Co., 

16,  16  and  17.  Campbell-Mithun,  Inc.,  Chi-  Dearborn,  Mich.;  Agency: 

The  winning  newspapers,  cago.  J.  Walter  Thompson  Co., 

food  subject  m  ONE  COL- 


COLOR  AND  BLACK:  News¬ 
papers  with  circulation  of  100,- 
000  to  250,000: 

Newspaper:  Milwaukee 

(Wis.)  Sentinel;  Adver¬ 
tiser:  Ford  Motor  Co., 
Dearborn,  Mich.;  Agency: 

J.  Walter  Thompson  Co., 
Detroit. 


S^c'laSSiras-^fo^dr^^^^  BLACK:  Newspapers  FOOD  SUBJECT  IN  THREE 

Sal -  are:  with  circulation  of  100,000  to  COLORS  AND  BLACK:  News- 


The  Winners 

FOOD  SUBJECT  IN  THREE 
COLORS  AND  BLACK:  News¬ 
papers  with  circulation  over 
250,000: 

Newspaper :  Chicago  Trib¬ 
une;  Advertiser:  The  Bor¬ 
den  Co.;  Agency:  Young  & 
Rubicam,  Inc.,  Chicago. 

POOD  SUBJECT  IN  ONE 
COLOR  AND  BLACK:  News¬ 
papers  with  circulation  over 
250,000: 

Newspaper:  New  York 
Post;  Advertiser:  Fairmont 
Foods  Co.,  Omaha,  Neb.; 
Agency:  Doyle  Dane  Bem- 
bach,  Inc.,  New  York. 

general  SUBJECT  I N 
three  COLORS  AND 
BLACK:  Newspapers  with  cir¬ 
culation  over  250,000: 

Nmspaper :  Chicago  Sun- 
Times;  Advertiser;  Theo. 
Hamm  Brewing  Co.,  St. 
Paul,  Minn.;  Agency; 
Campbell-Mithun,  Inc.,  Min¬ 
neapolis,  Minn. 


250,000: 

Newspaper:  Shreveport 
(La.)  Journal-Times;  Ad- 


papers  with  circulation  under 

100,000: 

Newspaper:  Salt  Lake  City 


with  circulation  under  100,000: 
Newspaper:  Holyoke 

(Mass.)  Transcript  -  Tele¬ 
gram;  Advertiser:  Arnold 
Bakers,  Inc.,  Port  Chester, 

N.  Y.;  Agency:  Charles  W. 
Hoyt  Co.,  New  York. 

GENERAL  SUBJECT  IN 
THREE  COLORS  AND 
BLACK;  Newspapers  with  cir¬ 
culation  under  100,000: 

Newspaper:  Olympia 

(Wash.)  Daily  Olympian; 
Advertiser :  Sicks’  Rainier 
Brewing  Co.,  Seattle, 
Wash.;  Agency:  Miller, 
Mackay,  Hoeck  &  Hartung, 
Inc.,  Seattle,  Wash. 

GENERAL  SUBJECT  IN  ONE 
COLOR  AND  BLACK:  News¬ 
papers  under  100,000: 
Newspaper:  Rock  Island 
(Ill.)  Argus;  Advertiser: 
Standard  Oil  Co.  of  Indi¬ 
ana,  Chicago;  Agency: 
D’Arcy  Advertising  Co., 
Chicago. 

{Continued  on  page  12) 


NATIONWIDE  AVAILABIUTY  OF  NEWSPAPER  ROP  COLOR 


Black  dot — reprcBents  eitiea  with  ona 

general  subject  in  one 

COLOR  AND  BLACK:  News- 
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White  dot — repreeent*  cities  with  one 
or  more  newspapers  with  black  plus 
three  colors  facilities  available. 


i 


E&P  Winners 

(Continued  from  page  11) 


entries  in  full  color  were  sub¬ 
mitted  by  dailies  with  circula¬ 
tions  of  260,000  and  over;  76 
food  ads  in  spot  color;  93  gen¬ 
eral  ads  in  spot  color  and  145 
in  full  color. 

From  papers  with  100,000  to 
250,000  circulation  there  were 
262  food  ads  in  spot  color;  131 
in  full  color;  119  general  ads  in 
spot  color  and  202  in  full  color. 

From  papers  under  100,000 
circulation  there  were  247  food 
ads  in  spot  color,  206  in  full 
color;  123  general  ads  in  full 
color;  284,  spot  color. 

Basis  of  Awards 

Judges  of  this  record-high 
total  of  2,031  entries  from  153 
newspapers  based  their  deci¬ 
sions  on  reproductions  of  color  jg^g, 

advertisements  as  they  ap-  land  (Ore.)  Oregonian,  Pacific 

peared  in  a  regular  edition.  The  c _ ’. _ .1 

number  entered  compared  with  MUlVr,  Mackey  &  Hoecir;~Cfeve- 
a  total  of  1,800  last  year  from  land  (Ohio)  Press,  Super 
145  newspapers.  Those  serving  Boron,  McCann-Erickson,  Inc.; 
on  the  judging  panel  commented  Grand  Rapids  (Mich.)  Press, 


Initial  Tie 

There  was  an  initial  tie  be¬ 
tween  the  Shreveport  Journal- 
Times  and  the  South  Bend 
(Ind.)  Tribune,  before  the 
Journal-Times  was  declared  the 
winner  in  a  final  vote  of  10  to  2. 

The  South  Bend  Tribune  got 
second  place  for  an  advertise¬ 
ment  for  Hill  Brothers  placed 
by  N.  W.  Ayer  &  Son.  This  was 
in  the  food  classification  for 
spot  color  reproduction. 

In  spot  color  general,  the  Mil¬ 
waukee  Sentinel  was  voted  the 
winner  from  abong  four  final- 
The  others  were  the  Port- 

Judges  were  unanimous  m 
„  .  »»-ii  i'  j  L  declaring  that  newspapers  are 

Coast  Paper  Mills,  placed  by  continuing  to  show  vast  im¬ 
provement  in  reproducing  ROP 
full  and  spot  color. 

Serving  under  Professor  Loos 
were  these  advertising  agency 
art  directors:  Steven  Baker, 
Cunningham  &  Walsh;  Walter 
Gless,  Young  &  Rubicam;  Wal¬ 
ter  (irotz,  Marshalk  &  Pratt; 
Joseph  Wallace,  Ted  Bates  & 
Co.;  Robert  West,  Sullivan, 
Stauffer,  (kilwell  &  Bayles;  and 
Ned  Wheaton,  Fletcher  D.  Rich¬ 
ards,  Inc.;  and  these  agency 
production  managers :  Louis 
Leon,  Lewin,  Williams  &  Say¬ 
lor;  Eli  Gordon,  J.  Walter 
Thompson  Company;  Milton  J. 
Sutter,  Cunningham  &  Walsh; 
Michael  T.  Winow,  Ogilvy,  Ben¬ 
son  &  Mather. 

Thomas  P.  Mahoney,  Reilly 
Electrotype  Company,  was  a 
non-agency  judge. 

Co-sponsors 

Co-sponsors  with  e*p  in  the 
competition  were  the  American 
Association  of  Newspaper  Rep¬ 
resentatives;  the  Advertising 
Agency  Production  Club  and  the 
Art  Directors  Club,  both  of  New 
York;  the  Association  of  Na¬ 
tional  Advertisers;  the  Ameri¬ 
can  Association  of  Advertising 
Agencies,  Brand  Names  Foun¬ 
dation,  Inc.,  Newspaper  Adver¬ 
tising  Executives  Association, 
and  Bureau  of  Advertising, 
ANPA. 


Doig,  Gediman 
Explain  Goals 

The  3rd  Annual  Newspaper 
ROP  Color  Conference  which 
opens  Sept.  15  at  the  Waldorf* 
Astoria  Hotel,  New  York,  has 
been  planned  to  offer  something 
to  everyone  concerned  with 
preparation,  production,  print¬ 
ing,  promotion  and  sale  of  ROP 
color. 

According  to  J.  Rufus  Doig, 
president,  O’Mara  &  Ormshee, 
Inc.,  and  H.  James  Gediman, 
executive  vicepresident,  Hearst 
Advertising  Service,  Conference 
chairman  and  co-chairman  re¬ 
spectively,  all  facets  of  ROP 
color  will  be  covered  by  experts 
in  the  various  phases  of  the  art, 
providing  an  opportunity  for  all 
to  review  critically  and  ana¬ 
lytically  the  latest  developments 
in  ROP  color  reproduction. 

“The  advertiser’s  and  agency’s 
stake  in  newspaper  color  de¬ 
velopment  is  obvious  and  its  use 


H.  James  Gediman 


is  steadily  on  the  rise,  but  also 
to  be  considered  is  its  great 
reach  and  effect  on  newsprint, 
press  and  equipment,  engraving, 
ink  and  other  areas  of  the 
graphic  arts,”  Messers  Doig  and 
Gediman  said  in  a  joint  state¬ 
ment. 

Emphasizing  that  the  Confer¬ 
ence  will  compress  years  of 
know-how  into  two  and  a  half 
days  of  what  will  be  virtually 
a  graduate  seminar  of  practical 
instruction  and  stimulation,  the 
statement  said: 

“For  those  who  are  actually 
engaged  in  the  mechanical  pro¬ 


duction  of  ROP  color,  there  will 
be  ample  opportunity  for  dis¬ 


cussion  of  any  problems  in  the 
mechanical  production  sessions 


that  will  be  held  for  a  full 
afternoon  and  a  full  morning 
period  on  Tuesday  afternoon 
(Sept.  16)  and  Wednesday  morn¬ 
ing  (Sept.  17).  Advertisers  and 
agency  executives  will  find  th^ 
discussions  highly  interesting 
and  instructive.” 
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CONFERENCE  PROGRAM 
on  Page  18 

REGISTRATION  LIST 
on  Pages  19,  70,  72,  74, 

76  and  106 


.  ^  vote  in  the  spot  color  category. 

.nClS  Entries  cut  to  21  by  the  first 

vote,  were  then  reduced  to  eight. 

IA  •  Of  the  eight  there  were  two 

Agencies  finalists.  Between  them  the  vote 

was  4  to  3,  with  two  judges 
per  color.  Of  the  total,  193  abstaining.  Second  to  Coca- 
in  full  and  120  in  spot  Cola  was  the  Quaker  Oats  Com¬ 
pany,  of  which  Harvey  M.  An- 
instituted  derson  is  advertising  manager. 

The  campaigrn  was  for  Ken-L- 
Ration,  and  was  prepared  by 
Needham,  Louis  &  Brorby,  Inc., 
Chicago,  with  Jack  Tolzien,  art 
director,  and  John  Calnan,  copy 
chief. 

The  winner  was  described  as 
a  “simple,  graphic  lay-out, 
which  stands  out  from  the  page. 
The  agency  has  made  good  use 
of  color  to  back  up  a  good  draw¬ 
ing.  The  resultant  advertise¬ 
ment  has  fine  poster  quality 
Sept.  16,  dunni^the  3rd^nnual  bound  to  attract  attention  and 

_  _  __  _  sell.** 

ence  at  the  Waldorf-Astoria,  Second-place  Ken -L- Ration 

-  —  Miniature  awards  copy  was  likewise  praised  for 

an  appetizing  will  be  presented  in  both  classi-  jta  “poster  quality.”  Those  vot- 
— — t  on  the  same  occasion  jng  for  it  declared  that  “color 
to  the  advertising  managers  of  guye  a  third  dimension  to  the 
the  products  advertised,  the  otherwise  flat  page,  making  the 
agency  art  directors,  and  the  advertisement  brilliant,  yet 
looked  real  enough  to  pick,  copy  chiefs.  simple  and  easy  to  read.” 

filled  in  open  spaces  of  white 

block  letters  of  the  product  Judges  Worked  Judges  Listed 

Judges  spent  long  hours  to  Judges  with  Mr.  Porter  were: 

thf  Stest  Tm  SSm  ^tmde  ’'each  their  final  decisions.  In  Charles  H.  Brower,  president, 
me  bealtest  Ice  Cream  trade  full-color  candi-  Batten,  Barton,  Durstine  &  Os- 

mark  were  reproduced  in  bright  born.  Inc.:  Pau  Harrow,  art  de- 


Two  advertisers  and  two  ad- 
rertising  agencies  were  an-  were 
Donneed  this  week  as  winners  color, 
of  the  first  Editor  &  Publisher  The  awards  were 
ROP  color  creativity  awards,  at  the  suggestion  made  a  year 
for  the  “use  and  implementation  ago  by  Mr.  Porter  “to  encourage 
of  color”  in  newspaper  general  the  highest  levels  of  creative 
advertising.  They  are:  effort  in  newspaper  color  adver- 

For  full  color:  National  Dairy  tising.”  Specific  basis  of  the 
Products  Corp.  Sealtest  Divi-  judging  was  on  copy,  design, 
sion,  Glenn  Gundell,  vicepresi-  art,  implementation  and  adapt- 
dent  in  charge  of  marketing;  ability  to  the  medium, 
account  directed  by  N.  W.  Ayer 

ft  Son,  Philadelphia,  with  Rob-  Awards  Dinner 

ert  Rubbers  and  Wing  Fong,  jhe  major  awards  will  be 
art  director,  and  Thomas  Haiv  presented  at  the  Awards  Dinner 
ns,  copy  chief.  ^ .  .  .  . .  _  . 

The  full-page  copy  promoting  Newspaper  ROP  Color  Confer- 

a  special  half-gallon  89-cent  _  __  ‘  ‘ 

sale  of  black  raspberry  ice  New  York, 
cream,  featured  i  . .  ‘  _  .. ...  ^ 

dish  of  the  product  against  a  fications 
black  raspberry  purple  back¬ 
ground. 


n  ^  t  iirat  vuLC.  iuia 

For  spot  color:  Coca-Cola  ^„eed  to  16,  to  nine,  and 

Jmpany,  Atlanta,  Ga.,  Delony  Two  of  the 

Sledge  advertising  rnanager;  three  were  tied  in  the  next  vote, 
account  directed  by  McCarin-  They  were  the  National  Dairy 
Enckson,  Inc.,  New  York,  with  j^r  black  raspberry  ice 

director,  and  ^nd  the  Thomas  J.  Webb 

f  Alberta  Hays,  copy  chief.  Coffee  Company,  whose  agency 
The  campaign  was  prepared  jg  Lilenfeld  &  Co.  National 
by  the  agency  for  local  place-  Dairy  won  by  a  vote  of  five  to 
ment  by  the  Coca-Cola  Bottlers,  four. 

The  brilliant  red  so  long  a  sym-  «The  design  is  simple  and 

W  for  wke  18  u^  M  a  back-  makes  the  most  of 

^und  to  give  depth  and  en-  ^gat  it  has  to  sell— the  black 
eye-appeal  to  a  wash  raspberry  ice  cream,”  one  of  the 
L  ^  pretty  young ^rl  judges  favoring  the  winner  de- 

holding  a  glass  into  which  a  clared 
man’s  hand  is  shown  pouring  the  o  #  ii. 

beverage.  The  same  red  is  used  ' 

for  package  identification  and 

for  the  famed  Coca-Cola  circle  Dorne,  Famous  Artists 

mgn  of  good  taste.”  School,  Westport,  Conn.,  said: 

“This  agency  has  made  a 
313  Ads  Screened  judicious  and  restrained  use  of 

.  ,  ,  ,  ,  ,  color.  The  layout  creates  a 

Arfi,,  *  t>  by  memorable  symbol,  with  all  the 

W«if  ^  J.  color  contained  in  one  place 

where  it  means  the  most.  This 
tisam"  ♦  ^b®l  of  adver-  advertisement  communicates  it- 
^ents  to  make  the  final  s^  self  ^  readers.” 
leciions.  They  were  entered  in 

®«^tition  by  61  advertising  Another  Qose  Vote 

•^cies,  and  represented  96 

afferent  users  of  ROP  newspa-  There  was  also  a  close  final 
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A  WINNER? — Jud9et  narrow  down  tolacfiont  to  tingle  entry.  Shown 
(left  to  right)  are:  agency  production  ntanagert:  Louit  Leon,  Lewis, 
Williams  &  Saylor,  Inc.:  Hi  Gordon,  J.  Walter  Thompson  Co.;  and 
Milton  J.  Sutter,  Cunningham  ft  Walsh,  Inc.  (More  judges,  pgs.  14-15) 


AD  a(;k\(^y  a\i:s  \\\k  for  copy... 


Judges 
of  Creativity 
Awards 


NARROWING  SELECTIONS— Chari**  H.  Brower  (left),  prMi<f*n(, 
BaHen,  Barfon,  Dursfine  &  Osborn,  Inc.,  and  Paul  Oarrow,  ai^  depart¬ 
ment,  N.  W.  Ayer  &  Son,  narrow  selections  in  EiP's  creativity  in  ROP 
color  awards. 


CASTING  THEIR  BALLOTS— Four 
of  judges  cast  their  ballots.  Shown 
(left  to  right)  are:  Albert  Dome, 
Fansous  Artist*  School,  Westport, 
Conn.;  Rollin  C.  Smith,  senior 
vicepresident  and  head  of  the  art 
department,  Ogiivy,  Benson  B 
Mather,  Inc.;  Lester  Beal,  consult¬ 
ing  art  director;  and  John  H. 
Tinker  Jr.,  senior  vicepresident, 
creative  division,  McCann-Eriek- 
son,  Inc. 
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CREATIVE  MEN  AT  WORK — ^Arthur  Porter,  vicepresident,  J.  Waite 
Thompson  Co.  (center),  chairman  of  judges  In  first  E&P  annual  awar< 
to  advertisers  and  agencies  for  "use  and  implementation  of  ROI 
color"  in  newspaper  general  advertising,  shown  flanked  by  fellow-judge 
Elwood  Whitney  (left),  senior  vicepresident  and  director,  Foote,  Com 
.&  Belding,  Inc.,  and  George  Gribbin,  senior  vicepresident  in  charge  o 
the  creative  department.  Young  &  Rubicam,  Inc. 


9- 3- 3: 


.  AND  FOR  QUALITY  IN  NEVVSPAPKRS 


Judges 
of  Newspaper 
ROP  Color 
Reproduction 


ON  THE  CARPET — Entries  in  the 
2nd  annual  newspaper  ROP  color 
reproduction  competition  are 
placed  on  the  carpet  by  judges 
(left  to  right):  Walter  Glenn,  art 
director,  Young  &  Rubicam,  Inc.: 
Arthur  Brashears,  secretary  of  3rd 
Annual  Newspaper  Color  Confer* 
ence;  and  secretary  of  the  New 
York  Chapter,  American  Associa¬ 
tion  of  Newspaper  Representa¬ 
tives;  Michael  T.  Winow,  produc¬ 
tion  manager,  Ogiivy,  Benson  & 
Mather,  Inc.;  and  Thomas  P.  Ma¬ 
honey,  Reilly  Electrotype  Co. 


COMPARING  FINE  POINTS — Comparing  fine  points  of  two  ROP 
color  entries  are  (left  to  right):  Walter  Grotx,  art  director,  Marshalk 
&  Pratt,  Inc.;  Stephen  Baker,  art  director,  Cunningham  &  Walsh,  Inc.; 
and  Robert  West,  art  director,  Sullivan,  Stauffer,  Colwell  ft  Bayles,  Inc. 


SITTING  DOWN  ON  JOB — Melvin  Loot  (center),  adjunct  professor  of 
B^aphic  arts,  Columbia  University,  and  chairman  of  judges  for  2nd 
•nnual  competition  for  newspaper  ROP  color  reproduction,  sits  down 
on  job  to  discuss  entries  with  fellow  judges  (left  to  right);  Joseph 
0.  Wallace,  art  director,  Ted  Bates  ft  Co.,  and  Ned  Wheaton,  art 
director,  Retcher  D.  Richards,  Inc. 
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An  Art  Director  Looks 
At  ROP  Color  Contest 


ADVERTISING  DIARY 


3y  Stephen  Baker 

Art  Director,  Cunningham  &  Walsh,  Inc. 

One  of  the  interesting  phe-  1.  Photogi 
nomena  of  this  contest  —  and  freely.  Eve 
most  meaningrful  from  an  art  di-  graphs  are 


Sigurd  Larmon,  president  of  tot's  22  and  Studio  44.  Latter  ii 
Young  &  Rubicam,  approved  a  billed  as  “the  portable  for  peo- 
:  Walsh,  Inc.  program  of  electronic  equipment  pie  who  don’t  like  portables.' 

addition  and  replacement  that  Account  directed  by  Geyer  Ad- 
1.  Photography  is  used  more  runs  to  substantial  cost.  Com-  vertising  Inc. 
freely.  Even  high-key  photo-  pletion  within  a  year  will  more  *  *  * 

graphs  are  used  successfully  in  than  double  present  capacity  and 


rector’s  standpoint  —  is  that  so  some  cases.  Bringing  out  the  give  Y&R  the  largest  operation 
many  of  the  advertisements  subtle  nuances  of  such  pictures  of  its  kind  among  agencies.  In- 


Walter  Scott,  new  market  di¬ 
rector,  J.  H.  Filbert  Inc.,  w« 


judged  outstanding  for  their  ex-  is  not  an  easy  task  and  it  takes  volved  is  move  from  punch-cards  deua  ex  machina  behind 


cellence  in  mechanical  produc-  courage  to  attempt  it.  But  in  to  magnetic  tape.  Some  5,000- 


tion  also  excelled  artistically,  many  cases  it  has  paid  off. 


Filbert’s  Margarine 


plus  dailies  and  weeklies  are  on  from  Sullivan,  Stauffer,  Colwell 


Most  of  the  winners,  chosen  by  2.  Pictures  getting  larger.  The  master  cards  for  four-way  in-  &  Bayles  to  Young  &  Rubicam. 

hardened  production  men,  were  universal  trend  in  advertising  tegration  of  documents  neces-  SSC&B  had  built  up  terrific 

veil  designed.  At  least  three  of  —  more  picture,  less  copy  —  is  sary  to  handle  Chrysler  ads  in  sales  as  budget  grew  from 

them  could  be  likely  candidates  evident  in  the  handling  of  ROP,  about  3,000  papers.  New  York  $200,000  to  about  $900,000  i 


for  an  art  director’s  show. 


Full-page  advertisements  prepares  estimates  based  on  Be¬ 


lt  seems  that  even  those  mem-  with  the  illustrations  taking  up  troit  media  department  selec- 


year.  Agency  thought  it  was 
on  right  track,  but,  when  Ur 


hers  of  the  jury  who  spend  their  two-thirds  or  more  of  the  page  tions.  From  the  same  punch  Scott  didn’t  see  eye-to-eye,  r^ 
days  in  the  production  end  of  are  not  infrequent.  The  plan-  cards  insertion  orders  go  to  signed  the  account, 
making  ads  were  —  consciously  ning  of  such  vast  pictures  is  a  newspapers,  bills  are  paid  to 


or  perhaps  unconsciously 


risky  undertaking  in  this  me-  publishers,  and  money  collected 


pressed  by  good  design.  The  dium,  but  it  seems  that  it  is  from  clients.  Equipment  is  also  Ad  agencies  reach  new  high 
most  handsome  ads  attracted  the  far  from  impossible.  Several  of  used  in  handling  big  co-op  deals,  Jn  fees  paid  to  models  for  pit 
production  men  as  if  by  magnet,  the  winning  ads  feature  page-  such  as  for  International  Har-  tures  in  print  media  ads.  “Take 
rtf  I  ...j  r  pictures.  vester,  with  5,000  dealers.  from  all  sources  in  New  York 

Uften-lgnored  racl  talent.  Because  *  *  * 

This  experience  points  out  ot  production  limitations  —  im-  At  least  three  girls  make  about 

diarply  the  often  ignored  fact  aginary  or  real  —  leading  art  Full-Color  (Hi-Fi)  In-  ^'^5,000  a  year,  according  to  re- 

that  it  takes  good  reproduction  directors,  photographers  and  Y&R  in  mid-  search  completed  by  Stephen 


Often-Ignored  Fact 


This  experience  points  out  ot  production  limitations  —  im-  At  least  three  girls  make  about 

diarply  the  often  ignored  fact  aginary  or  real  —  leading  art  Full-Color  (Hi-Fi)  In-  ^'^5,000  a  year,  according  to  re- 

that  it  takes  good  reproduction  directors,  photographers  and  Y&R  in  mid-  search  completed  by  Stephen 

and  good  design  to  make  a  hand-  artists  have  preferred  to  see  October  in  seven  West  Coast  director  of  Cunning 

some  advertisement.  It  is  almost  their  work  in  magazines  or  products  will  be  *  Walsh.  Model  fees  repifr 

impossible  to  please  the  viewer  posters.  It  appears  that  this  is  promoted  on  back-to-back  page  about  20%  of  photographic 

by  good  reproduction  alone.  By  no  longer  true.  Top  art  direc-  printing  will  be  bv  Leic-hton  As-  ^^^ts.  Spending  about  $200,000 
same  token,  even  the  best  de-  tors  are  laying  out  ROP  adver- 

signed  advertisement  falls  short  tisements;  the  personal  touch  of  Colortype  Corp  with  which  Thompson,  McCann  -  Enckaon, 
if  not  well  reproduced.  many  name  artists  and  photog-  pioneered  this  new  de-  Young  &  Rubicam. 

Few  are  as  pr»duction-ori-  mphers  is  apparent.  ^  velopment.  Pacific  job  is  in  addi-  ♦  ♦  • 

ented  as  production  men.  They  4.  Reproduction  “limitations’’  tion  to  previously  reported 

spend  most  of  their  professional  are  turned  to  advantage.  Art  di-  schedule  in  Canadian  papers  Schenley  Distillers  will  have 

lives  hunting  for  mechanical  rectors  and  production  men  are  f^m  Y&R,  Toronto.  ^“11  ROP  color  in  newspa- 

flaws  with  tireless  abandon.  Be-  learning  how  to  make  the  most  pers  in  December  on  its  Holi 

ing  specialists,  they  tend  to  con-  of  the  medium.  Skillful  use  of  •  »  *  packaging.  Size  of  list  not 

centrate  on  the  quality  of  re-  ovenirinting  and  duotones  is  es-  Cunningham  &  Walsh  will  hit  Yet  determined.  Art  Becker,  K- 
production  of  an  ad  and  nothing  pecially  evident.  between  $58,000,000  and  $60,-  executive. 

It  is  significant,  therefore,  5.  Bolder  layouts,  poster  de-  000,000  annual  billings  in  1959,  «  «  « 

that  even  these  practical-minded  signs.  As  a  rule,  ROP  advertise-  without,  it  is  hoped,  further  mis- 

members  of  the  jury  gravitated  ments  are  becoming  simpler,  hap  to  President  Jack  Cunning-  Barry  McCarthy,  young  'nee- 


between  $58,000,000  and  $60,- 


Barry  McCarthy,  young  vic^ 


toward  the  artistically  best-  more  direct.  This  does  not  mean  ham.  Couple  of  years  ago  when  president  of  Batten, 


looking  ads  in  the  lot.  that  cluttered  ads,  so  typical  of  (C&W  lost  Liggett  &  Myers,  bill-  Durstine  &  Osborn,  ill  since 

ROP  advertising  is  going  newspaper  advertising,  are  i^gs  were  flopped  back  to  $20,-  April,  returned  this  week  to  the 
through  an  artistic  evolution,  things  of  the  past.  Layout  000,000.  Within  two  months  loss  office  part  time.  Kneeland  Moore 
Some  people  call  it  a  revolution,  cliches,  such  as  headlines  going  was  recovered  but  Jack  was  put  has  taken  over  the  New  York 
but  I  would  not  go  as  far  as  that,  uphill  or  combinations  of  dozens  back  in  hospital  with  ulcers.  Times  account,  formerly  h«>' 
The  medium  is  relatively  new  of  typefaces  all  in  one  ad,  are  died  by  Mr.  McCarthy,  and  Cw- 

—  and,  as  in  television,  innova-  still  in  evidence.  But  not  as  •  *  *  Newton  is  account  super 

tions,  of  course,  come  frequent-  much  as  in  the  past.  Saturation  small  space  news-  ^sor  and  Dick  White,  accouul 

ly.  Some  years  back  when  only  6.  Abstractions  are  used.  Sym-  paper  copy  is  being  placed  for  executive,  for  ABC-TV. 
a  few  dailies  carried  color  ad-  bols,  stylized  drawings  are  more  Smith  Brothers  Smokers  Drops 
vertisements,  advertisers  were  frequent,  especially  in  industrial  in  key  markets  by  Kastor,  Hil-  ♦  •  * 

cautious.  Both  art  dirMtors  and  advertising  (including  gaso-  ton,  Chesley  &  Clifford,  Inc.  In-  From  under  the  rug  come 
production  men  felt  inhibited  by  line).  This  is  even  more  sur-  vestment  set  at  $1,500,000  also  gome  facts  about  advertising 
the  maze  of  mechanical  do  s  and  prising,  since  much  of  ROP  is  includes  TV  spots  and  color  needs  of  rug  and  carpet  clean- 
donts.  In  some  respects,  this  prepared  by  agencies  in  the  mid-  spread  in  Lt’/e.  ers  Chicago  Tribune  conducted 

holds  true  somewhat  even  today,  west  and  on  the  west  coast  for  „  that  feelings 

But  the  standardized  results  in  local  audiences,  a  market  that  is  *  *  *  of 

thrmaiv'^imnrovXTs^S  the  T'?  ^  ‘  n'f Olivetti  Corporation  of  Amer-  the  whole  subject  of  carpet  cam 

Drocess  ^w  enahip  art  Hirpotnra  ^  t  CO  d  to  any  art  tre^-  jg  increasing  its  ad  budget  — homemaker  doesn’t  like  ba« 

JJSTcoo^tp"  tSt  oTrop  r"inno  for  balance  of  1958.  PromoLl  floors,  doesn’t  know  enough 

and  copywriters  to  think  of  ROP  the  2000  or  more  advertisements  T,rp«tiK 


Durstine  &  Osborn,  ill  since 
April,  returned  this  week  to  the 


back  in  hospital  with  ulcers.  Times  account,  formerly  han¬ 
dled  by  Mr.  McCarthy,  and  Car 
rol  Newton  is  account  super 
Saturation  small  space  news-  ^sor  and  Dick  V^ite,  account 
paper  copy  is  being  placed  for  executive,  for  ABC-TV. 


From  under  the  rug  wme 
some  facts  about  advertising 


in  more  daring  terms.  represented  in  the  contest,  not 

Here  is  how  this  change  in  all  advertisers  go  along  with 


realistic.  J^ging  by  balance  of  1958.  Promoted  floors,  doesn’t  know  enot^ 
the  2000  or  more  advertisements  heavily  are  business  machines  about  rug  cleaners;  prestige 
represented  in  the  contest,  not  portable  typewriters.  Let-  copy  is  recommended. 


attitude  shows  up  in  the  results:  this  concept  of  their  markets. 
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Agency-NewspaperT  earn  W  ork 
Assures  Quality  Color  Ads 

Good  Materials,  Careful  Checking 
And  Preparation  Show  in  Printing 


The  how-we-did-it  part  of  the 
story  of  the  newspapers’  award¬ 
winning  ROP  Color  advertising 
most  be  left,  naturally,  to  the 
production  people  who  handled 
the  materials  and  generally 
supervised  the  superb  printing 
achievement. 

So  here  are  the  inside-the- 
riiop  reports  from  the  winning 
papers: 

*  *  * 

CHICAGO  TRIBUNE 
Borden  Companj 
Young  &  Rubicam 

The  award-winning  color  ad¬ 
vertisement  the  Chicago  Tribune 
published  for  Borden  Company 
on  June  7,  1957,  was  one  of 
four  ROP  color  advertisements 
the  dairy  ran  in  this  newspaper 
last  year,  latest  in  a  series  of 
more  than  110  full  color  Borden 
ads  published  in  the  Tribune 
during  the  past  ten  years. 

To  reproduce  the  prize¬ 
winning  advertisement,  art  and 
production  personnel  of  the  Chi¬ 
cago  Tribune  worked  closely 
with  Borden  and  its  agency. 
Young  and  Rubicam. 

The  four  major  illustrations 
came  from  a  set  of  8  x  10  color 
transparencies  furnished  by  the 
agency,  along  with  a  color  lay¬ 
out,  copy,  and  supplemental  art¬ 
work.  The  original  copper  plates 
were  then  etched  in  the  Trib- 
ane’s  color  engraving  depart¬ 
ment. 

Red,  Yellow  Eliminated 

To  accentuate  the  delicate 
tradings  of  the  ice  cream  prod- 
acts  illustrated,  all  red  and 
yellow  tones  were  eliminated 
from  the  backgrounds. 

After  the  color  engraving  de¬ 
partment  pulled  proofs  for  sub¬ 
mission  to  the  agency  the  en- 
^vings  were  sent  to  the 
Tribune’s  stereotype  department 
where  a  set  of  four-color  mats 
*ere  molded ;  two  sets  of  stereo¬ 
types  were  then  cast  and  a  trial 
was  made  on  the  Tribune’s 
*^lar  Goss  Headliner  news 
Pres^  to  check  on  reproduction 
1®slity  and  to  determine  and 
wprect  any  imperfections  which 
^erwise  might  remain  unde- 
t^^ted  until  the  actual  press 
^dline.  The  Tribune  uses  one 
°f  its  regular  news  presses  to 
a  trial  press  run  on  all 

Editor  &  publisher 


multi-color  jobs  before  they  ap¬ 
pear  in  the  paper.  This  is  a 
standard  color  quality  control 
practice  on  the  paper. 

Checking  these  trial  run 
proofs  gave  Borden  Company 
and  its  agency  a  chance  to  make 
several  alterations  before  mold¬ 
ing  the  mats  that  were  used  in 
casting  stereotypes  for  the  final 
press  run. 

Experimental  Mat 

At  the  time  the  Borden  ad 
was  published  in  the  Tribune, 
this  newspaper  was  field  testing 
a  new  type  of  mat  made  from  a 
combination  of  wood  cellulose 
and  glass  fibers.  Because  the 
new  mat  improves  tone  values 
and  eliminates  the  variation  in 
mat  shrinkage  after  the  first 
stereotypes  are  cast,  the  Trib¬ 
une’s  experiments  on  this 
award-winning  Borden  adver¬ 
tisement  and  hundreds  of  other 
color  reproductions  during  the 
past  five  years  were  deemed  to 
be  highly  successful.  The  ex¬ 
perimental  mat  has  since  been 
placed  on  the  market  and  is 
available  to  11  newspapers  who 
make  mats  for  color  work. 

Like  all  Tribune  full-color 
reproductions,  the  mats  for  the 
Borden  ad  were  molded  on  a 
direct  pressure  molding  ma¬ 
chine.  The  mats  were  backed 
with  a  .040  inch  sheet  of  Ten- 
nanon  —  a  resin-impregnated 
tissue  lamination. 

Uniform  Stereos 

Use  of  the  glass  fiber  mats 
on  the  Borden  ad  meant  that  all 
22  sets  of  curved  stereos  which 
were  cast  were  uniform.  (Since 
all  but  the  first  cast  from  glass 
fiber  plates  are  uniform,  the 
first  cast  is  always  discarded 
to  maintain  stereot^e  quality.) 
All  subsequent  casts  are  shaved, 
water-cooled,  then  placed  on  the 
cylinder  of  a  pre-regpstering 
machine  for  final  registering 
and  beveling. 

All  color  plates  for  regular 
press  runs  are  nickel-plated  to 
assure  longer  plate  life.  Each 
set  of  plates  is  immersed  in  an 
electrolytic  bath  where  a  .010 
inch  layer  of  nickel  is  deposited 
for  extra  hardness, 
for  September  13,  1953 


NEW  YORK  POST 
Fairmont  Strawberries 
Doyle,  Dane,  Bembach 

The  New  York  Post,  which 
won  the  award  for  fine  repro¬ 
duction  of  an  ROP  color  ad  in 
the  Food  Classification  for  one 
color  and  black  among  news¬ 
papers  of  more  than  250,000 
circulation  ran  the  equivalent 
of  151  full  pages  of  color  adver¬ 
tising  in  1957. 

New  York  Post  ROP  color  ads 
are  printed  on  Scott  rotary 
presses  equipped  with  one  color 
cylinder  and  ink  fountains. 

Doyle,  Dane,  Bembach,  Inc., 
the  agency  which  prepared  the 
winning  ad,  supplied  electros  to 
the  Post.  The  Post’s  stereotype 
department  mounted  the  plates 
on  solid  bases  and  incorporated 
registration  marks. 

The  newspaper’s  composing 
room  goes  through  the  regular 
routine  as  followed  for  black 
and  white  advertisements  in 
make-up  and  lock-up. 

The  stereotype  department 
lifts  off  the  black  plate,  places 
the  color  plate  in  register  posi¬ 
tion  and  does  any  routing  that 
may  be  necessary  on  the 
finished,  curved  plates. 

A  sample  of  the  color  desired 
is  given  to  I.P.I.  (International 
Printing  Ink,  Inc.).  This  com¬ 
pany  matches  color  desired  and 
supplies  the  ink. 

*  *  « 

CHICAGO  SUN-TIMES 

Theo.  Hamm  Brewing  Co. 
Campbell-Mithun,  Inc. 

What  makes  a  winner  in 
newspaper  color  reproduction? 

In  the  case  of  the  color  award 
won  by  the  Chicago  Sun-Times 
for  fine  reproduction  of  a  Theo. 
Hamm  Brewing  Co.  advertise¬ 
ment,  three  factors  are  credited 
by  the  Sun-Times’  color  coor¬ 
dinator,  Anthony  J.  Raciti,  for 
the  standout  reproduction  of  the 
ad: 

1.  The  availability  of  finest 
press  equipment  and  high- 
calibre  production  personnel  in 
the  new  Sun-Times  Building. 

2.  Excellence  of  material  sup¬ 
plied  by  the  agency,  Campbell- 
Mithun. 

3.  A  carefully  cultivated  sys¬ 
tem  of  communications  between 
the  advertising  department  and 
all  mechanical  departments  at 
the  Sun-Times — and  between 
agency  production  personnel  and 
Sun-Times  production  person¬ 
nel. 


Excellent  Material 

Four  electrotype  plates  with 
progressive  proofs  and  final 
proofs  were  supplied  for  the 
full  page,  full  color  ad  ran  on 
May  29,  1958.  The  plates  were 
supplied  by  Hamm’s  Brewing 
Co.  Advertising  Director  Charles 
T.  Adams  through  their  agoicy, 
Campbell-Mithun.  Raciti  re¬ 
ported  that  the  material  was 
excellently  prepared  and  the 
original  'artwork  —  a  colored 
drawing  —  was  exceptionally 
well  done. 

The  black  plate  had  been 
patched  to  include  a  regional 
message,  and  the  agency  re¬ 
quested  that  a  minimum  of 
yellow  be  used  in  the  foam  on 
the  beer.  Otherwise,  there  was 
little  special  handling  required. 

The  original  plates  were 
turned  over  to  the  Sun-Times 
Stereotype  department  and,  with 
all  plates  in  perfect  register, 
direct  pressure  mats  were 
molded.  Direct  pressure  main¬ 
tains  almost  the  exact  size  of 
the  original  plates,  but  the  Sun- 
Times’  Stereotpye  superintend¬ 
ent,  Abner  Kirby,  keeps  con¬ 
stantly  on  guard  against  mis¬ 
alignment  of  register  marks 
through  shrinkage.  Kirby  re¬ 
ported  that  shrinkage  was 
negligible  in  the  case  of  the 
Hamm’s  advertisement. 

Press  plates  were  cast  in  the 
Stereo  Foundry  from  these 
mats.  Excess  metal  was  routed 
out  and  the  plates  nickelled  to 
enhance  their  printing  quality. 
Through  each  of  these  processes, 
register  marks  must  be  retained 
in  correct  relation  to  the  register 
marks  of  the  other  color  plates. 

Thirty  Goss  Headliner  units 
including  reversible  color  decks 
and  reversible  color  cylinders 
are  used  in  printing  the  Sun- 
Times. 

Ink  circulates  from  a  storag:e 
tank  to  each  press  unit.  Each 
press  is  suppli^  by  a  black  ink 
tank  holding  5,000  gallons,  and 
by  three  650-gallon  tanks  'nold- 
ing  red,  yellow  and  blue  ink. 

Ink  Matching  Syatem 

In  describing  ink  facilities 
and  the  system  used  for  match¬ 
ing  ink  colors,  Sun-Times  Me¬ 
chanical  Superintendent  Hy 
Shannon  said:  “Our  ink  sup¬ 
plier  receives  a  copy  of  pro¬ 
gressive  proofs  and  a  final 
proof,  and  we  rely  on  the  fa¬ 
cilities  of  the  supplier  to  match 
the  colors  necessary  both  for 
fidelity  and  for  printing  quality. 
The  Sun-Times’  ink  supplier, 
the  Newspaper  Printing  Ink 
Division  of  the  Interchemioal 
Ckjrp.,  maintains  a  plant  in  Chi¬ 
cago,  so  their  facilities  are  at 
our  service.” 

(Continued  on  page  66) 
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PROGRAM  j 

for  I 

3rd  ANNUAL  NEWSPAPER  | 

ROP  COLOR  CONFERENCE  1 

WALDORF-ASTORIA  HOTEL,  NEW  YORK  | 


Synday,  Sept.  14,  6:00  P.M. 

Reception  for  Conference  Delegates 
Cocktails  and  bufFet  in  Grand  Ballroom,  including  "Color  Capers,"  a  20-minute 
Broadway-type  musical  starring  Shelley  Berman,  TV  and  night  club  comedian, 
and  Dorothy  Claire,  TV  and  night  club  singer.  Courtesy  of  R.  Hoe  &  Company. 

Monday,  Sept.  15 
Morning  Session  9:00  A.M. 

Early  Bird  Prizes 

James  J.  Todd,  Passaic-Clifton  (NJ.)  Herald  News. 

Call  To  Order  by  Chairman  of  Monday  Morning  Session 

Peter  Benziger,  President,  Ridder-Johns,  Inc.,  New  York 

Greeting 

Charles  D.  Buddie,  J.  P.  McKinney  &  Co.,  Chicago  and  National  President 
of  the  American  Association  of  Newspaper  Representatives 
Demonstration  of  Production  of  an  Actual  Newspaper  Ad  in  Color 
To  be  sent  afterward  to  New  York  Journal-American,  printed  in  next  day's 
paper  and  distributed  on  Tuesday,  Sept,  16,  to  Conference  audience.  Taking 
part  in  demonstration  are: 

Wallace  Elton,  VIcepresIdent  and  Director,  J.  Walter  Thompson  Co. 

Frank  Stolz,  Production  Manager,  Batten,  Barton,  Durstine  &  Osborn. 
Oscar  Bondy,  Assistant  to  General  Manager,  General  Management,  Hearst 
Newspapers. 

Harry  Eybers,  Production  Manager,  Washington  (D.C.)  Post  and  Times 
Herald. 

"ROP  Color  U.S.A." 

Jack  Sacks,  Advertising  Manager,  Washington  (D.C.)  Post  and  Times  Herald. 

"Color:  Symbolic  Definition  of  Your  Product" 

William  Schlackman,  Director  of  Package  Research,  Institute  of  Motivational 
Research,  Inc. 

"Color  in  Action" 

Carl  Nelson,  Managing  Director,  Publication  Research  Service,  Chicago. 
M.  J.  Butler,  Business  Manager,  Houston  (Texas)  Chronicle,  and  Chairman 
of  Color  Committee  of  Newspaper  Advertising  Executives  Association. 
Robert  K.  Drew,  Advertising  Director,  Milwaukee  (Wis.)  Journal. 

"Purpose  and  Power  in  Advertising  Planning" 

Emerson  Foote,  Senior  Vicepresident,  McCann-ErIckson,  Inc. 

Authors'  Luncheon 

J.  Rufus  Dolg,  President,  O'Mara  &  Ormsbee,  Inc.,  Chairman  of  Luncheon. 

"Understanding  Today's  Woman" 

Janet  Wolff,  Copy  Group  Head,  J.  Walter  Thompson  Co.,  and  author  of 
"What  Makes  Women  Buy." 

"The  Unused  Potentialities  of  Advertising" 

Pierre  D.  Martineau,  Director  of  Research,  Chicago  Tribune,  and  author  of 
"Motivations  In  Advertising." 

Monday  Afternoon  Session 

Chairman,  Jack  F.  Kent,  Sales  Manager,  Ward  Griffith  Company,  and 
President,  New  York  Chapter  of  American  Association  of  Newspaper  Rep¬ 
resentatives. 

"Where  There's  A  Will  To  Color,  There's  A  Way" 

Louis  Spilman,  Editor,  Waynesboro  (Va.)  News-Yirginian. 

"ROP  Color  Does  Double  Duty — Establishes  Name  and 
Builds  Quick  Volume." 

John  Godfrey,  E.  R.  Godfrey  &  Sons,  Milwaukee,  Wis.  (Sentry  Food  Stores). 

"How  to  Merchandise  ROP  Color  Advertising" 

Robert  D.  Nelson,  Assistant  General  Sales  Manager,  Oscar  Mayer  &  Co., 
Chicago. 

"Newspaper  ROP  Color  at  Work" 

Edward  A.  Falasca,  Creative  VIcepresIdent,  Bureau  of  Advertising,  ANPA. 
Introduced  by  Charles  T.  Lipscomb  Jr.,  President  of  the  Bureau. 

"Effective  Use  of  ROP  Color  Editorially" 

Editorial  Color  Panel  Comprised  of: 

Howard  C.  Cleavinger,  Managing  Editor,  Spokane  (Wash.)  Chronicle. 
William  P.  Steven,  VIcepresIdent  and  Executive  Editor,  Minneapolis  (Minn.) 
Star  &  Tribune. 

Coleman  A.  Harwell,  Editor,  Nashville  (Tenn.)  Tennessean. 

"What  the  ANPA  Can  Do  to  Help  ROP  Color" 

Cranston  Williams,  General  Manager,  American  Newspaper  Publishers 
Association. 
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Tuesday,  Sept.  16 
Morning  Session  9:00  A.M. 

Early  Bird  Prises 

Jarrtes  J.  Todd,  Passaic-Clifton  (NJ.)  Herald  News. 

Coll  To  Order  by  Chairman  of  Tuesday  Morning  Session 
J.  H.  Sawyer  Jr.,  Executive  Vicepresident,  Sawyer-Ferguson-Walker  Cs,| 
Chicago. 

"Where  Does  ROP  Color  Pit  the  Plan?" 

Vincent  Bliss,  President,  Earle  LudgIn  &  Co.,  Chicago. 

"Color  in  Merchandise  and  Merchandising" 

Mrs.  Frances  Corey,  Senior  Vicepresident  in  Charge  of  Sales  PromofiM| 
and  Publicity,  Macy's  New  York. 

Report  of  ANA  Survey  on  ROP  Color 

Anton  W.  Bondy,  Media  Manager — Print,  Lever  Brothers  Co.,  and  Cluir- 
man.  Newspaper  Advertising  Service  Committee,  Association  of  Natmul  | 
Advertisers. 

Status  of  Standardized  ROP  Acceptability 
and  Rate  Information 

A.  G.  Ensrud,  Media  Department,  J.  Walter  Thompson  Co.,  Chicago. 


"Attraction  and  Distraction  in  Advertising" 

Alfred  Polltz,  President,  Alfred  Polltz  Research,  Inc, 

"Are  We  Getting  the  Most  Out  of  Our  ROP  Reproduction?" 

Eli  Gordon,  VIcepresIdent  in  Charge  of  Traffic  and  Production,  J.  Wiltv 
Thompson  Co. 

Artists'  Luncheon 

Henry  Sparks,  Associate  Media  Director,  Young  &  RubIcam,  Inc.,  ind 
Chairman,  4-A  Committee  on  Newspapers,  Chairman  of  Luncheon. 

"Color  and  Curves" 

Eight  fantous  cartoonists  headed  by  Milton  Caniff  and  a  bevy  of  beautiful 
Copacabana  girls  In  a  dramatic  presentation  full  of  curves  and  color. 

Tuesday  Afternoon  Session 

Chairman,  Harry  Eybers,  Production  Manager,  Washington  (D.C.)  Post  and 
Times  Herald. 


Mechanical  Production  Panel  Discussion 
On  How  To  Get  Best  ROP  Reproduction 

Serving  with  Mr.  Eybers  on  the  Panel  will  be  twelve  experts,  representing 
all  phases  of  ROP  color  production,  who  will  endeavor  to  answer  any  prob¬ 
lems  which  users  of  ROP  color  may  have  encountered. 


Panel  Personnel: 

Philip  Barblerl,  Art  Director,  Batten,  Barton,  Durstine  &  Osborn,  Inc. 

Gerry  Burke,  Production  Manager,  Son  Diego  Union  &  Tribune 

Ted  be  Peugh,  Supt.  Stereotype  Dept.,  Miami  Herald 

Louis  Leon,  Operations  and  Promotion  Manager,  Lewin,  Williams  &  Saylor 

Don  Lytle,  Lake  Shore  Electrotype  Division 

Joseph  McMullen,  Production  Manager,  Milwaukee  Journal 

C.  L.  (Doc.)  Parsons,  Production  Manager,  Young  &  Rubicam,  Inc. 

Vernon  SpItalerl,  Executive  vice  president,  Sta-Hi  Corp. 

Frank  Stolz,  Production  Manager,  Batten,  Barton,  Durstine  6  Osborn,  Inc. 
Milton  Sutter,  Production  Manager,  Cunningham  &  Walsh 
Michael  WInow,  Production  Manager,  Ogiivy,  Benson  &  Mather 
William  Wistermann,  Art  Director  and  Color  Coordinator,  Milwasktt 
Journal 

ROP  Color  Awards  Dinner 

Presentation  of  Editor  &  Publisher  Awards:  Robert  U.  Brown,  Editor  i 
Publisher. 

Prizes  will  be  distributed  to  newspaper  advertisers  and  agencies  which  wort 
declared  the  winners  in  each  of  twelve  classifications  of  the  Editor  &  PubllsW 
Competition  for  outstanding  color  reproduction.  This  contest  closed  July  ISHi. 
Participating  were  153  newspapers  which  submitted  more  than  2,000  tearshid 
entries.  There  will  also  be  two  additional  E  &  P  awards  made  to  advertisers  *M 
their  agencies  for  the  "creative  use  and  Implementation  of  color  in  news¬ 
paper  general  advertising." 


"Clarifying  the  Middle  East  Muddle" 

Address  by  J.  Kingsbury  Smith,  VIcepresIdent  and  Associate 
Manager,  United  Press  International.  Mr.  Smith  will  be  introduced  by 
H.  James  GedIman,  Executive  VIcepresIdent,  Hearst  Advertising  Service. 


Wednesday,  Sept.  17 
Morning  Session  9:00  A.M. 

Continuation  of  Tuesday  Afternoon  Mechanical  Production 
Noon,  End  of  Color  Conference 
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Disploy  of  National  and  Retail  Newspaper  Color  Ads 

A  display  representing  14  different  national  ad  campaigns  involving 
400  newspaper  ads  in  both  spot  and  full  color  will  be  exhibited  in  the 
Ballroom.  Assembled  by  M.  J.  Butler,  Business  Manager,  Houston  (Tes**) 
Chronicle,  chairman  NAEA's  ROP  Color  Committee,  the  exhibit  will  »h** 
tear  sheets  of  the  same  ad  as  published  by  newspapers  in  various  cities. 

Also  In  the  West  Ballroom  will  be  a  display  of  366  retail  ROP  color  ^ 
assembled  by  Jack  Lake,  Advertising  Director,  Elisabeth  (NJ.)  Daily  Journd- 
All  categories  of  retail  advertising  linage  will  be  represented. 
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Registration  List  for  Third  Annual  Newspaper  ROP  Color  Conference 
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Bobeit  Alexander 
Promotion  advertiains  director 
(N*  C.)  Gaxette 


Promcfiai 


;glm  F.  Aldintrer 
Yoons  and  Rubicam 
New  York 

Wilter  T.  Amoa 
Nitional  advertising  mgr. 
Tbronto  (Ont.)  Star 
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gul  H.  Anderson 
Bofiness  manager 
NEA  Service 
Qevelsnd 

Chsrles  H.  Andrews 
Sales  promotion  director 
Newspaper  Printing  Coip. 
NadivUle,  Tenn. 


B.  G.  Burke 
Production  manager 
Union-Tribune  Pub.  Co. 

San  Diego,  Caiif. 

Peter  B.  Bush 

Norfolk-Portsmouth  Kewspapers,  Inc. 
Norfolk,  Va. 

M.  J.  Butler 
Promotion  manager 
Houston  (Tex.)  Chronicle 

C.  L.  Buttermore 
Mechanical  superintendent 
Cleveland  (Ohio)  Plain  Dealer-News 

S.  E.  Buttrill 
Mechanical  superintendent 
Houston  (Tex.)  Post 

Sylvan  M.  Barnet,  Jr. 

Ajsaistant  to  the  president 
New  York  Herald  Tribune 


B?" 

J.  Walht 


Stewart  Atkina 
Advertising  director 
Gastonia  (N.C.)  Gaizette 

W.  F.  Aycock  Jr. 

Bminess  manager 
Memphis  Publishing  Co. 
Memphis,  Tenn. 


Mark  F.  Beck,  Jr. 
Rapid  Electrotype  Co. 
New  York 

Mark  F.  Beck.  Sr. 
Rapid  Electrotype  Co. 
New  York 
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Wilbur  L.  Arthur 
Chicago  Daily  News 


B 

Leonard  E.  Bach 
Promotion  manager 
Philadelphia  (Pa.)  Inquirer 

1.  Bannan 

Montreal  Star  Co.,  Ltd. 

Montreal,  Canada 

E.  Barber 

Lake  Shore  Electrotype  Division 
Oectrographic  Corp. 

Chicago,  Ill. 

Bohert  R.  Beck 

General  advertising  manager 
Philadelphia  (Pa.)  Inquirer 

Stewart  W.  Beckett 
Production  manager 
Baitlord  (Conn.)  Courimt 

Daniel  C.  Beisel 

Betail  advertising  manager 

Green  Bay  Newspaper  Co. 

Green  Bay,  Wis. 

W.  J,  Bishop 

Bectric  Eye  Equipment  Co. 
Duville,  Ill. 

L  Ifc  Bower 
Southam  Newspai>ers 
Toronto,  Ont. 

Michael  J.  Foulon 
Branham  Co. 

New  York 

Advertising  director 

Bfinter  Pub.  Co. 
Nashville,  Tenn. 


Joe  R.  Beemiller 
Manager  general  advertising 
Wichita  (Kaa.)  Eagle 

L.  F.  Biedermann 
Manager  general  advertising 
Chicago  (111.)  Daily  News 

Lester  Bishop 
Rapid  Electrotype  Co. 

New  York 

James  A.  Black 
Advertising  director 
Fargo  (N.D.)  Forum 

Walter  J.  Bodt 
Walker  Engraving  Corp. 

New  York 

Chester  Bovender 
Retail  advertising  manager 
Winston-Salem  (N.C.)  Journal  and 
Sentinel 

Charles  F.  Brooks 
Production  manager 
Benton  &  Bowles,  Inc. 

New  York 

Donald  Brown 

Wood  Newspaper  Machinery  Corp. 
Plainfield,  N.J. 

Charles  D.  Buddie 

J.  F.  McKinney  &  Son,  Inc. 

Chicago 

J.  Burnett 

Telegram  Publishing  Co.,  Ltd. 
Toronto,  Ont. 


C 

J.  A.  Caldwell 

General  advertising  manager 

New  York  World-Telegram  and  Sun 


^  Gordon  Brightman 
’■^resident 

Ollier  Engraving  Co. 


yillism  G.  Brittain 
c  I  advertising  director 
Columbia  (S.C.)  Sute-Columbia 

J-  W.  Brown 

mutant  production  manager 
Montreal  (Que.)  SUr 

McHenry  Browne 

B.  H<^  &  Co..  Inc. 

Ntw  York 

Jack  Brugg 

'**'*«o  (Ill.)  Sun-Times 


John  Caldwell 
Cincinnati  (Ohio)  Enquirer 

Sam  P.  Calloway 

General  advertising  manager 

Jacksonville  (Fla.)  Times-Union 

Frances  Charters 
The  Right  House 
Hamilton,  Ont. 

Gordon.  F.  Chelf 
Advertising  director 
Philadelphia  (Pa.)  Inquirer 

George  R.  Clark 
Advertising  director 
Birmingham  (Ala.)  News 


JAn  M.  Buekwelter 


Girt  S.  Oxfhrane 
Mechanical  superintendent 
Charleston  (W.Va.)  Gazette-Mail 


i?)'®  Bnrgoyne 


Irvin  Cook 
Production  manager 


“‘•^rne  A'roduction  manager 

*'*®**^  *  Drug  Index,  lac.  Express  Ftoblishing  Co. 
““•Cl  Sen  Antonio,  Tex. 
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Fred  Costello 
Boston  (Mass.)  Globe 

James  H.  Couey 
Assistant  genera]  manager 
Birmingham  (Ala.)  News 

Herbert  Cox 
Production  manager 
Call-Chronicle  Newspapers,  Inc. 
Allentown,  Pa. 

Ralph  R.  Cranmer 
Grit  Publishing  Co. 

Williamsport,  Pa. 

T.  B.  Campion 

Assistant  mechanical  superintendent 
New  York  Times 

R.  H.  Carmichael 
Cresset  Co, 

New  York 


Harold  Casey 

New  Haven  (Conn.)  Register 

W.  J.  Cassidy 
Interchemical  Corp. 

New  York 


Howard  C.  Cleavinger 
Managing  editor 

Spokane  (Wash.)  Daily  Chronicle 
Richard  Cooney 

Assistant  pressroom  superintendent 
Minneapolis  (Minn.)  Star  &  Tribune 

John  L.  Coughlin 
Advertising  director 
Hartford  (Conn.)  Courant 

William  H.  Cowles,  IH 
President 

Spokane  (Wash.)  Daily  Chronicle 

Thomas  W.  Chilhane 
Walker  Engraving  Corp. 

New  York 


Chicago  Sun-Times 
New  York 


D 


R.  W.  Dando 
George  H.  Morrill  Co. 

New  York 

Herbert  M.  Davidson  Jr. 

Executive  editor 
News-Journal  Corp. 

Daytona  Beach,  Fla. 

Charles  J.  Davis  Jr. 

Director  sales  development 
Providence  (R.l.)  Journal-Bulletin 

Seward  Davis 

General  advertising  manager 
New  York  News 


Gilbert  R.  Dayton 
Electric  Eye  Equipment  Co. 
Danville,  Ill. 

Roman  P.  Demski 
Vicepresident 

Collins,  Miller  A  Hutchings,  Inc. 
Chicago 

Charles  W.  Detweiler 
Advertising  director 
Philadelphia  (Pa.)  Bulletin 

Warren  Detwiler 
Mechanical  suiierintendent 
Lancaster  Newspapers,  Inc. 
Lancaster,  Pa. 

Robert  T.  Devlin 
Philadelphia  (Pa.)  Inquirer 
New  York 

George  A.  De  Witt  Jr. 

Electric  Eye  Equipment  Co. 
Danville,  III. 

Angelo  Di  Bernardo 
Advertising  director 
Post-Gazette  Publishing  Co. 
Pittsburgh,  Pa. 

Harry  T.  Dickinson 
Publisher 

Dickinson  Publishing  Corp. 

New  York 


E.  Z.  Dimitman 
Philadelphia  (Pa.)  Inquirer 

Frank  A.  Donnelly  Jr. 

Certified  Dry  Mat  Corp. 

New  York 

Frances  A.  Downey 

Mechanical  superintendent 

Holyoke  (Mass.)  Transcript-Telegram 

Alvin  W.  Dreier 

General  advertising  manager 

Chicago  (1(1.)  Tribune 

Eleanore  A.  Dunne 

Color  Production  Service  Ine. 

New  York 

John  A.  Daley 
Bomac  Engravers  Ltd. 

Toronto.  Ont. 

Douglas  Day 

Manager  general  advertising 
St.  Louis  (Mo.)  Post-Dispatch 

Kenneth  Dennett 
0*Mara  A  Ormsbee,  Ine. 

Chicago 

Theo.  R.  De  Peugh 
MUami  (Fla.)  Herald 

Everest  P.  Derthiek 

Managing  editor 

Cleveland  (Ohio)  Plain  Dealer 

William  G.  Dorriss 

Mechanical  superintendent 

Des  Moines  (Iowa)  Register  A  Tribune 

Thomas  A.  Duffy 
Walker  Engraving  Corp. 

New  York 

A.  Durling 

Telegram  Pub.  Co.,  Ltd. 

Toronto,  Ont. 

Neil  Dykstra 
J.  M.  Huber  Corp. 

Hillside,  N.J. 


B 


Wilmer  F.  Eagens 
Production  manager 
Norristown  (Pa.)  Times  Herald 

M.  E.  Elder 

National  advertising  manager 
Newspaper  Printing  Corp. 
Tulsa.  Okla. 

George  Elliott 

Guy  Gannett  Pub.  Co. 

Portland,  Me. 

Joseph  Elliott 
Philadelphia  (Pa.)  Bulletin 

Gene  Ellis 

Chicago  (Ill.)  Sun-Times 


.1.  CjnKiien 

Merchants  Matrix  Cut  Synd.,  Ine. 
Chicago 

Thomas  J.  English 
Certified  Dry  Mat  Corp. 

New  York 

Harry  ESrbers 
Production  manager 
Washington  (D.C.)  Post  A  Times 
Herald 

Lloyd  G.  Eder 
Advertising  director 
Savannah  News-Press,  Inc. 
Savannah,  Ga. 

Wallace  Elton 
J.  Walter  Thompson  Co. 

New  York 

John  F.  Evans 

Manager  general  advertising 

Montreal  (Que.)  Gazette 


F 


Edward  A.  Falasca 
Creative  vicepresident 
Bureau  of  Advertising 
New  York 

{Continued  on  page  70) 
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Committee's  Plan 


Color’s  Growing 
Values  Stressed 


By  Campbell  Watson 


San  Francisco 


Fresh  reports  of  the  growing 
values  offered  by  ROP  news¬ 
paper  color  marked  the  22nd 
Pacific  Newspaper  Mechanical 
Conference  here  last  weekend. 


These  were  given  against  a 
backdrop  of  moves  for  improved 
color  use  in  newspapers  as  re¬ 
ported  by  N.  B.  Cole,  chairman 
of  the  association’s  Standing 
ROP  Color  Committee. 


Mingled  with  the  reports  were 
warnings  to  prepare  for  the 
moimting  demand  for  newspaper 
color,  described  as  a  develop¬ 
ment  first  pioneered  on  an 
area  basis  in  the  Far  West. 

The  necessity  for  prepared¬ 
ness  is  shown  by  indications  that 
newspapers  can  expect  a  $1,- 
300,000,000  share  in  the  general 
advertising  dollar  flow  expected 
for  1965,  declared  Ingraham 
Read,  vicepresident  and  West 
Coast  manager  of  Moloney, 
Regan  &  Schmitt,  Inc. 


“With  this  clear  trend  (to 
color)  in  sight  we  must  be  pre¬ 
pared,”  Mr.  Read  said.  The 
need  is  for  national  color 
availability  “for  we  must  make 
it  easier  for  the  customer  who 
wants  to  buy.” 

This  availability  is  a  must  in 
the  face  of  new  magazine  spec¬ 
taculars,  he  said  displaying 
“gatefolds,”  booklet  inserts, 
“Dutch  doors”  and  other  maga¬ 
zine  moves. 


Tailored  Techniques 


A  Half  Billion  Cain 


Even  the  outdoor  poster 
people  have  adopted  tailored 
techniques,  Mr.  Read  pointed 
out  in  displaying  a  reproduc¬ 
tion  of  an  outdoor  board  bearing 
a  handpainted  drawing  .300 
times  the  size  of  the  photo 
from  which  it  was  produced. 

“Other  media  are  becoming 
increasingly  ingenuous  and  flexi¬ 
ble  in  seeking  their  share  of 
the  fifteen  billion  dollar  adver¬ 
tising  plans  of  the  future,”  he 
stressed. 


The  Standing  ROP  Color 
Committee’s  program  calls  for 
the  establishment  of  a  middle 
aisle  of  understanding  between 
the  advertising  creative  and  the 
newspaper  production  forces,  ex¬ 
plained  Mr.  Cole,  production 
manager  of  BBDO  at  San 
Francisco. 

Toward  that  goal  a  reference 
manual  is  projected.  Prelimi¬ 
nary  copy  has  been  drafted  for 
nine  chapters.  This  is  now  sub¬ 
ject  to  revision.  The  complete 
“Agency-Newspaper  Production 
Manual”  will  not  be  ready  for 
at  least  a  year,  he  reported. 

In  a  review  of  more  than  200 
suggestions  which  were  ex¬ 
changed  between  the  agency 
and  newspaper  production  mem¬ 
bers  of  the  committee  of  six 
one  basic  idea  emerged,  Mr. 
Cole  told  the  convention. 


This  compares  with  $800,000,- 
000  spent  in  newspapers  for  na¬ 
tional  advertising  in  1957,  ob¬ 
served  the  former  publisher  of 
the  Oakland  (Calif.)  Post-En¬ 
quirer. 

The  newspaper  share  of  gen¬ 
eral  advertising  seven  years 
hence  is  based  on  the  estimate 
that  general  advertisers  will 
spend  $15,000,000,000  by  1965. 

Sixty  per  cent  of  the  decisions 
on  national  advertising  are  made 
in  New  York,  where  none  of 
the  newspapers  have  full  color, 
Mr.  Read  observed. 

This  has  made  the  sale  of 
newspaper  color  difficult,  for  if 
advertising  agency  chiefs  in 
New  York  were  not  aware  of 
color  they  could  not  be  ex¬ 
pected  to  carry  an  awareness 
into  the  conference  rooms,  he 
submitted. 


But  all  major  newspapers  in 
the  West  carry  color,  and  most 
of  these  provide  full  color,  he 
reported. 


New  Interest  Stirred 


Meanwhile  the  “spectaculars” 
using  special  inserts  in  color 
have  aroused  New  York  and 
other  points  to  the  possibilities 
of  newspaper  color.  These  ac¬ 
tivities  have  bestirred  new  in¬ 
terest  in  a  medium  which  “had 
been  taken  too  much  for  grant¬ 
ed  in  recent  years,”  he  declared. 
20 


and  one  and  two  color  ads. 

One  section  will  be  devotei 
to  “material  required  from  agen¬ 
cies” — “This  is  you  telling  m 
what  you  want,”  Mr.  Cole  ex¬ 
plained. 

The  section  on  four-color  ai 
will  include  preferred  types  of 
material.  “Must”  colors  and 
other  ink  problems  will  be  the 
topic  of  another  chapter. 

4-Color  Goal 


Manual  Prepared 


“This  idea  was  that  both  sides 
have  a  tremendous  need  for  self- 
education,”  he  said.  “The  man¬ 
ual  is  planned  to  provide  a 
common  ground  of  understand¬ 
ing.” 

The  manual  topics  include  a 
typical  printing  operation  of  a 
newspaper,  a  chapter  on  sizes 
which  will  include  page  shrink¬ 
age  conditions,  and  another  on 
preparation  of  black  and  white 


The  four-color  material  wffl 
have  to  be  tailored  to  many 
papers,  Mr.  Cole  said.  The  goal 
is  to  provide  “the  big  average,’ 

A  section  on  liaison  between 
agency  and  newspaper  produc¬ 
tion  channels  also  is  being  pre¬ 
pared.  No  liaison  now  exists  be¬ 
tween  agency  and  newspaper  | 
production  managers,  Mr.  (iole 
said. 

Quality  control  coverage  wi 
include  “an  honest  evaluation  of 
what  quality  can  be  expected 
from  newspaper  printing.”  Reg¬ 
ister,  color  match,  tone  control 
of  halftones  are  among  matters 
to  be  covered. 

“This  is  the  most  difficult 
problem  for  an  agency  client  to 
understand,”  Mr.  Cole  said  of 
the  quality  control  section. 


Av 
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Need  One  Language 
Another  section  will  be  a 
terminology  reference  index  "so 
{Continued  on  page  78) 
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ORCHIDS  TO  ROP  COLOR  .  .  .  Robert  U.  Brown,  left,  president  and  editor  of  E&P,  and  J.  Rufus  9^' 
ROP  color  conference  chairman,  are  greeted  Hawaiian-style  by  two  of  the  lovelies  (Eleanor  Yamato,  i*"' 
and  Irene  Maurer)  at  the  offices  of  Orchids  of  Hawaii,  Inc.  The  girls  will  help  dispense  Island  atmosph*c*< 
orchids  and  all,  and  distribute  E&P  color  awards  at  the  banquet  Tuesday  night. 
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■oMd  Oa  lofgatl  OoHy  Mtwiyayar 
la  loch  Matroyalltea  Cawaty  Araa 
PravWlay  ROP  Calar 


Availability  of  a  newspaper 
ROP  color  “Lighting  Cost  Indi¬ 
cator,”  which  quickly  tells  cost 
and  coverage  of  ROP  color  in 
newspapers,  was  announced  this 
week  by  Herbert  W.  Moloney, 
president,  Moloney,  Regan  and 
Schmitt,  Inc. 

The  pocket-size  indicator  pro¬ 
vides  color  data  for  newspapers 
in  156  of  the  168  Standard 
Metropolitan  Areas  in  the  U.S. 

It  gives  figpires  for  the  entire 
U.  S.  and  for  each  of  the  nine 
n.  S.  Census  Divisions  indi¬ 
vidually.  Printed  on  one  side  is 
the  data  for  a  fvill-page  one 
color  and  black,  and  on  the  other 
side  the  same  information  for 
1000  lines. 

Increasing  Availability 

“It  has  been  difficult  for  busy 
media  executives  to  keep  up  with 
the  rapidly  changing  newspaper 
ROP  color  picture,”  Mr.  Moloney 
said.  “Availability  has  been 
steadily  increasing,  and  today 
an  advertiser  can  deliver  his 
message  with  the  powerful  im¬ 
pact  of  ROP  color  in  newspapers 
in  156  out  of  the  168  Standard 
Metropolitan  Areas.” 

Mr.  Moloney  noted  that  the 
indicator  is  based  on  results  of 
an  extensive  study  of  newspaper 
ROP  COLOR  cost  and  coverage. 

“We  have  summarized  the 
rcRults  of  our  research  in  a 
handy  pocket-sized  ‘Newspaper 
WP  Color  Lightning  Cost  In- 
fcator*  designed  to  give  speedy 
information  on  the  current  avail¬ 
ability,  cost  and  coverage  of 
HOP  color  in  newspapers  based 
«  the  168  Standard  Metro¬ 
politan  Areas  in  the  U.  S.,  he 
continued. 

“Coverage  information  is  pro- 
'dded  for  both  Metropolitan 
Coimty  Areas  and  non-Metro- 
politan  counties,  and  as  the 
fipires  are  studied,  it  becomes 
very  clear  that  newspaper  ROP 
color — the  most  modem  of  all 
advertising  media — presents  op¬ 
portunities  for  the  use  of  color 
®  a  wider  scale  than  has  ever 
hrfore  been  available  to  adver- 
lioers  in  any  medium. 

A  dollar  goes  a  long  way 
^en  an  advertiser  buys  ROP 
*lor,”  Mr.  Moloney  said.  “For 
^mple,  our  Lighting  Cost  In- 
®oator  shows  an  advertising 
®^*®age  can  be  put  into  39% 
cf  New  England’s  three  million 
homes  with  the  powerful  impact 
af  a  full  page  in  color  for  less 
wan  $8,000.  Or,  the  same  cover¬ 
age  with  a  1000  line  color  ad 
be  bought  for  only  |4,200. 

editor  ac  PUBLISHER 


“Many  advertisers  are  spend¬ 
ing  large  sums  in  media  which 
give  comparatively  low  cover¬ 
age.  There  are  a  good  number 
who  are  now  spending  $100,000 
and  more  per  week.  Not  every¬ 
one  realizes  that  for  this  same 
$100,000  an  advertiser  can  put 
a  1000  line  selling  message  in 
twenty-five  million  homes  from 
coast  to  coast  with  the  prestige 
and  power  of  newspaper  ROP 
color.  And  this  coverage  is 
audited  and  gpiaranteed,  summer 
and  winter. 

“If  an  advertiser  wishes  to  be 
spectacular,  he  can  be  spec¬ 
tacular  indeed  with  ROP  color 
in  newspapers.  Our  Lighting 
Cost  Indicator  shows  that  a  full 
page  color  advertisement  can  be 
placed  into  one  out  of  every  two 
U.  S.  homes  for  $200,000.  And 
the  beauty  of  this  kind  of  cover¬ 
age  is  that  it  concentrates  in  the 
urban  areas  where  most  of  the 
money  is  made,  and  most  of  the 
money  is  spent. 


U.S.  Census 

Division 

)«5t  total 
Heutoholdt 
1000) 

% 

Hauieheids 

toached 

NEW 

ENGLAND 

10  Metre  Areas  With  ROP  COLOR  .  . . 
AMiliseel  Cmrsf*  ly  TktN  It  Nmxeeetrt  ia 

49  Nen-Melropolilan  Counties  .  . . 
3  Metre  Areas  Without  ROP  Color 
<Hartrare  mio  nttsfiaMI 

3,031 

A45 
/  331 

4S% 

33% 

7% 

6  N.  E.  STATES.  .TOTAL 

3,911 

39% 

MIDDLE 

ATLANTIC 

19  M*tro  ArMot  With  ROP  COLOR _  tjlt  53% 

4U«lnf  all  N.  V.  area  wawt»aptra  accastlnc  ROM  e*l«r  —  A#. 

fN.R.K  Jaraav  Jaipwat  fJ.C.l,  Jawmat 
ianmai-Miwrlcaw  IN.V.K  iN.v.i.  rrna.  <L.W.)V*Ur> 

ioiirMl  (L.l.)a  ttar-LaOsar  (Nk.l,  Tinea*  fRaya^*) 

AMitiaMi  CT8ff8  ly  Tfcasa  M  Naarapayars  ia 

95  Non-Motropeliton  Countios  ...  1,660  33% 

2  Motro  Aroot  Without  ROP  Color  142  2% 

(OAfithamton.  RaaOleifi 

3  M.  A.  STAnS.  .TOTAL 

9,930 

4R% 

QUICK  FIGURING — Moloney,  Regan  &  Schmitt's  10  offices  around 
the  country  are  making  this  color  cost  indicator  available  to  interested 
advertisers. 


Color  in  N. 

“I  have  heard  it 
Moloney  went  on, 
cover  New  York 
color.”  Our  studies 
there  are  10  papers 
York  Metropolitan 
provide  ROP  color, 
these  10  newspapers 


said,”  Mr. 
“You  can’t 
with  ROP 
show  that 
in  the  New 
Area  that 
,  and  that 
give  an  ad¬ 


vertiser  well  over  40%  coverage 
of  the  New  York  Metropolitan 
Area!  Even  in  New  York  City 
itself — the  five  boroughs  of  New 
York  City — four  out  of  10 
families  can  be  reached  with 
ROP  color.  Even  the  most  suc¬ 
cessful  television  programs  do 
not  give  this  kind  of  coverage. 


SNEAK  PREVIEW — Jim  Todd  (right),  entertainment  chairman  of  the  third  annual  ROP  Color  Conference, 
gets  an  advance  look  at  one  of  the  12  plaques  to  be  awarded  by  Editor  &  Publisher  to  newspapers  for 
the  best  advertising  color  reproduction.  Cartoonist  Milton  Caniff  of  "Steve  Canyon"  fame  holds  the  award 
while  flanked  by  beauties  from  the  Copacabana  nightclub  who  will  be  part  of  the  show  which  he  will  m.c. 
at  the  Tuesday  luncheon.  Clockwise,  they  are  Jonnie  Lynn,  the  Croft  twins,  Leila  and  Valerie  from  London, 

and  Terry  McDermott. 

for  September  13,  1958 


^  •  1—,  I  ^  I  “We  feel  there  is  preat  in-  Mr.  Blumenf eld.  “First  of  all, 

H  ‘V’T^QTiri  I  terest  m  editorial  color  and  that  the  separation  prints  were  ready 

V  most  papers  look  forward  to  to  be  transmitted,  or  given  to 

^  costs  being  cut  materially  until  the  engraving  department,  in 

TVT  ^  1  ^  f~\££ ^ ^  they  are  on  a  reasonable  basis,”  two  hours  and  45  minutes  after 

1  10WS  1  IIOLO  UllCnnSLS  said  Mr.  Desfor.  “Papers  even-  the  exposed  film  yras  received. 

tually  will  use  color  more  often  This  method  eliminates  the 
,  ,  j  -,.1.  •  1  and  the  entire  process  will  be  a  necessity  of  making  separation 

News  seiyices  are  increasing  holidays  are  marked  with  special  papers  now  are  negatives  and  in  this  instance 

and  improving  their  color  pho-  color  offerings.  hesitant  about  production  costs,  masking  for  color  correction  was 

tography  service  in  keeping  with  **  We  try  to  get  something  unnecessary, 

a  growing  demand  by  news-  that  is  a  happy  medium  so  as  to  Teamwork  Needed  “Quality  of  color  reproduc- 


papers  for  news  and  feature  pic 
tures  in  color. 


best  serve  the  most  papers,”  ob¬ 
served  Mr.  Desfor.  “If  it  is  orig- 


Teamwork  Needed 


unnecessary. 

“Quality  of  color  reproduc- 


1.  j  *  tions  should  be  improved  by  the 

“Most  editors  handling  coloi 


- ...  - - - -  _ _  4.1^^  use  oi  tiic  well  ivii«jwji 

F.  A.  Resch,  general  news-  inal  art  work,  we  put  it  out  in  a^ee  that  one  of  mam  technique  which  is  so 

photo  editor  of  the  Associated  mat  form  for  black  and  one  things  to  make  color  work  is  to  ^  black-and-white  photo- 

Press,  when  asked  about  the  color  or  black  and  three  colors,  have  complete  teamwork  from  »  y^g  continued,  “rather 

handling  of  color  news  pictures  whichever  the  picture  seems  to  the  editorial  side  right  than  the  more  indirect  means  re- 


by  Wi  rephoto,  made  this  state-  demand.” 
ment:  Wide  lAi 


“The  Associated  Press  for  luusxranons  m  cuiur  .. 
many  years  has  transmitted  transparency  fom.  m 


demand  ”  through  the  mechanical  side,”  he 

°  u  T>i.  1.  L  i*  j  .1.1  .1*  xj  1-v..  MU  quired  with  conventional  rever- 

Wide  World  Photos  has  offered  add^.  He  pointed  to  the  MU-  transparencies.  Color 

16  illustrations  in  color  in  waukee  (Wis.)  Journal  and  ^ 

transparency  form.  These  in-  Spokane  (Wash.)  Chronicle  as  ^^y^gg  ^hey  can  be  used  in 


T  w-  w  eluded  offerings  for  Christmas,  good  examples  of  newspapers  u. 

good  c^or  content.  Wirephoto’s  ®  ^Lte^'^M^Lrial  Th^  AP  firms  out  the  making  ^ew  cameras,  Rolleis 

color  history  dates  back  to  1939  ill  r  t  /  n  ^  ...  er  Biff  Berthas  can  all  be  color 

u  /-It  -  /n  -i  Dav.  Fourth  of  Julv.  One  was  of  color  mats.  It  is  an  expensive  ''  ...  ..  , 

when  a  Chicago  Tribune  color  ,  ruuim  ut  ouiji  j  tu  +1./.  cameras  with  negative  color 

olirtf  nf  PT-oni/iin  n  u  for  a  science  story  on  the  death  process  and  the  papere  share  the  -,  ,, 

and  King  Georie  VI  was  moved  of  the  Sputnik,  an  artist’s  draw-  Mr.  Blumenfeld  said  about 

. _  ...  .  .  _r  .  ...  me  of  his  conception  of  the  set  of  color  mats  is  delivered  ut  .  ,  j  ti.  i 

from  Washington  to  AP  papers  ®  ..  m/  t.v.iiv.cpi.iv/1,  ^  , _ eight  newspapers  used  the  In- 

*•  -../..if  'Th/xT-.  .i..,-<x  hv  nn  av<xx-ncr<x  onar  n  TlPWSnaTW^r  " 


from  coast  to  coast. 

Dozen  Annually 


event.  There  were  futuristics  by  an  average  cost  to  a  newspaper  *  „u, 

ChMtey  Bonestell,  Winston  o£  about  $30.  The  rast,  of  con^  photo  of  the  GiLe' Kell,  «d. 
S'”!?.'  *  Jmn  .l™  was  olfe,ed.  Etln 


.,T  X  ...  Margaret,  illustration  for  a  the  painting,  the  proofs,  caption 

“In  recent  years  AP  has  aver-  storrabout  Minou  Drouet,  9-  material.  nWnfhv  tTpt  Mr 

aged  upwards  of  a  dozen  color  vear-old  French  poetess  photos  by  UPI.  Mr.  Blumenfeld 

tran^ission  projects  per  year.  ^  Separate  featJS  in  color  in-  Negative  Cx»lor  Liked  ^i^J^^San^rJiiirfor  cok 

CtJl  cam^  a  number  on  eluded  Paris  fashions,  Italian  Harold  Blumenfeld,  associate  nhotographv  and  that  two  men 
fnetodin^r  fashions,  passing  of  New  York’s  editor.  United  Press  Interna-  2e  sh^  ir^r. 

mduding  toe  memorable  Van-  pushcaifs.  AP  Newsfeatures  tional  Newspictures,  said  he  cSt  f^r  and^t  diffSnl 

bonus  offerings— sets  liked  to  stay  clear  of  transmit-  equipment  is  required 

of  four-color  mats  of  a  Howard  ting  color  pictures  from  trans-  required. 

oofLiPf” *  ^  ^  Brody  drawing  for  the  panel  parencies  because  about  8  hours  News-in-CoIor 

^  satellite.  “Power  of  Faith”  and  a  map  in  are  required  to  make  separa- 

Numerous  AP  papers  have  mats,  one  color  and  black,  as  tions.  The  time  factor  involves  NEA  Service,  Inc.  has  an  ex- 

cooperated  in  the  handling,  pro-  part  of  the  backgrround  map  making  masked  negatives,  then  tensive  news-in-color  progfram. 

cessing  and  preparation  of  sep-  service.  prints.  “Our  output  ranges  from  new? 

aration  prints  for  Wirephoto,  “For  .saving  time  and  getting  personalities,  news  maps  and 

including  the  Denver  (Colo.)  Varied  Denumds  quality  we  use  the  new  preparedness  through  sports, 

Mr.  Desfor  admitted  it  some-  negative  color  developed  by  home  furnishings  fashions 
Neuis  Wash-  ^  service  at  Eastman  and  make  separations,”  terteinment  world  personahtie* 

ington_  (D.C.)  Post  and  Times  .o,x,/x  t;,«.x  r,o.,.=,xorx/xv=  .x-i,!/.!,  .said  Mr.  Blumenfeld.  *<>  holiday  and  other  material, 


Negative  Cx>lor  Liked 


charges  are  made  for  color 
photos  by  UPI.  Mr.  Blumenfeld 
said  photogrraphers  need  a  dif¬ 
ferent  mental  approach  for  color 


aration  prints  for  Wirephoto, 
including  the  Denver  (Colo.) 
Post,  Minneapolis  (Minn.)  Trib¬ 
une,  Miami  (Fla.)  News,  Wash- 


times  is  difficult  to  service  at  Eastman  and  make  separations,’ 


hIIZi  the  same  time  newspapers  which  -said  Mr.  Blumenfeld.  ^  holiday  and  other  material 

are  going  all  out  for  color  and  .  Because  of  production  prob- 


Daf/a.s  (Tex.)  want  lour  colors  ana  tnose  wnicn  icma  tmu  niKu  wi».o,  nv/u  n.cm,  ,1  f  i/i  i?  e  p  won  hid 

Moving  News.  ^  papers  are  prepared  to  use  spot  land,  to  d  E  &  P.  “We  even  had 

‘  For  several  years  the  AP  color  and  at  the  same  time  to  pictures  in  color  for  spot  news  a  rurpie  r^ie-i!/ateri 

Managing  Editors  Association  satisfy  the  different  means  of  stories  on  a  ROP  basis,  Mr.  ^  u, 

has  siwnsored  a  continuing  study  reproduction.  Some  newspapers  Blumenfeld  said.  Sunday  sup-  “r- ^arKes.  wepioneerroro 

committee  on  the  subject  of  want  transparencies  and  some  plements  use  color  pictures  with  *”ats  as  part  of  our  ira 

ROP  color.  want  mats  and  some  newspapers  feature  stories,  he  pointed  out.  hnndrtd 

“In  addition  to  Wirephoto  can  use  color  only  on  certain  The  UPI  Newspictures  editor  vi.-V -na  one, 

transmission  projects,  AP  peri-  days.  Offers  are  varied  for  these  pointed  to  an  enlarged  copy  on  tbr<xi^lAr«  in  line  woA 

«iicall,  di/tritote,  wlor  ta  the  hie  office  woll  of  a  color  photo  » 


want  four  colors  and  those  which  lems  and  high  costs,  not  many 


form  of  duplicate  transparencies 
on  semi-sp^  material.  As  a  pre- 
Derby  project  this  year,  for  ex¬ 
ample,  AP  distributed  dupe 


asons.  his  office  wall  of  a  color  photo  thr^  rolore  in  line 

“We  do  best  with  mats,  which  service  of  President  ^ 

h^e  more  takcre,"  reported  Mr.  NEAjnee  to  jnticipatt 

The  AP  a«2'>ti»e  aaM  ,  37  Ekt<S!"r  S 


TO  oiiKy  ouiii-  newspapers  used  one  offering.  _  j  ..  <i’t>/1  l^;f/x  mnning  story,  such  as  maps  oi 

van,  with  ^e  two  d^n  news-  He  said  that  in  cooperation  with  ^1*®  Middle  East  or  portraits  of 

papers  participating.”  the  Associated  Pi^  Managing  P®P«  XII  and  Sir  Winston 

Feature  Photos  panchromatir  papS!  Churchill.  These  are  fiW  » 

mittee  of  the  Contmumg  Study  ^  enlarc-ed  dirw^v  "®w8paper  bbranea  for  use  « 

Max  Desfor,  supervising  edi-  Committee,  questionnaires  were  44,.^  /wxi/x..  xxI^Lx:....  .,»•«].  desired.  The  woman’s  page  •* 

tor  of  Wide  World  Photos,  a  sent  200  newspapers  about  their  r-ocniior-  /xni<>,-cKxi^<>  /f’o«  *  ^  offered  Paris  fashions  in  color 
subsidiary  of  the  Associated  color  needs.  Of  84  replies  re-  ^  ”  ppro-  each  of  the  seastmal  op«®' 


Max  Desfor,  supervising  edi-  Committee,  questionnaires  were 
tor  of  Wide  World  Photos,  a  sent  200  newspapers  about  their 


Press,  described  the  handling  of  ceived,  about  25  wanted  mats  ** 


color  photos  on  the  AP  News-  but  there  was  a  wide  range  of 
features  side.  Many  of  these  needs.  The  replies  were  broken 
photos  are  used  aa  illustrations  down  into  one,  two  and  three 
for  Sunday  fefteures.  Various  color  groups. 


**  *  ings  along  with  home  furniA- 

Direct  Method  The  program  i» 

geared  to  the  use  of  color  ob«* 
“The  value  of  such  a  direct  a  week,  but  some  use  color 
method  is  fairly  obvious,”  said  twice  a  week. 
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The 


land 


^^***^*n  Dealer 


What  single 
compact  market 
buys  MORE  than 
each  of  , 
36  entire  states  / 


/ 


_ / 


You  can  sell  it  everyday  in 
The  Cleveland  PLAIN  DEALER 

The  only  Cleveland  Newspaper  that  sells  the  city  and  the  26  adjacent  counties 


Here’s  how  the 
Cleveland  Market 


dollars 

*AAroii,  Canton  and  Young»iown't  Countitt  are  not  Inetudod  tn  oboot  Salta. 
SivrtseMttdhTCremer&Wt»Jiewri,lii(;.,NtwTork.Chieasf,Dttrott,AlUnto,S«nFronnse0,Lot4"e*t^'t^*">f>ff*l^tttr0$anigrC*mt<$tn4MtsazinaN*tmtai, 

Editor  &  publisher  for  S^Mcmber  n,  1958 


RETAII.  SALES  IN  CLEVELAND  AND  ADJACENT  COUNTIES* 


COMMODITY 

CLEVEIANO 
CUYAHOGA  COUNTY 
(000) 

26  ADJACENT 
COUNTIES 
(000) 

TOTAL 

(000) 

Total  Retail  Sales 

$2,336,394 

$2,030,071 

$4,366,465 

Retail  Food  Soles 

589,775 

510,796 

1,100,571 

Retail  Drug  Soles 

88,498 

55,405 

143,903 

Automotive 

435,242 

430,796 

866,038 

Gas  Stations 

146,580 

176,027 

322,607 

1  Furniture,  Household  Appliances  125,120 

104,022 

229,142 

iSource,  Sain  Managetnenl  Survty  of  Buying  Power,  May  10,  t9SS) 
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Papers  With  ROP  Color 
Prestige-Impact  Media 

By  Joseph  Maguire 
Executive  Vicepresident 
Botsford,  Constantine  &  Gardner,  Inc. 


A  broad  cross-section  of  daily 
newspapers  have  come  “of  age” 
in  the  past  few  years  in  their 
understanding  and  use  of  ROP 
color.  And,  in  so  doing,  they 
have  creat^  for  the  regional 
and  local  advertiser  a  new  and 
important  prestige-impact  me¬ 
dium  where  he  can  be  as  big, 
as  dominant  and  as  spectacular 
as  his  national  competitors  who 
may  also  achieve  this  end 
through  national  magazines, 
Sunday  supplements  and  TV 
spectaculars.  For  the  national 
advertiser  there  are  special  ad¬ 
vantages  for  concentration  in 
key  markets,  problem  markets, 
new  markets. 

The  development  of  ROP  color 
has  also  provided  a  tremendous 
merchandising  tool  for  advertis¬ 
ers.  What  can  create  greater  im¬ 
pact  on  the  retailer  than  big 
colorful  pages  in  his  own  news¬ 
paper?  This  is  where  he  adver¬ 
tises  himself. 

What  is  the  value  of  color? 


E&P  AWARD  WINNER: 

Newspapers  100,000-250,000  cir¬ 
culation. 

General  subject,  3  colors  & 
black. 

Sacramento  (Calif.)  Bee 

Olympia  Brewing  Co. 

Botsford,  Constantine  &  Gard¬ 
ner,  Inc. 


It’s  easy  to  look  up  some  case 
histories  —  and,  particularly, 
the  Milwaukee  journal  study. 
But  how  do  you  measure  the 
plus  of  sales  and  distributor 
enthusiasm?  How  much  more 
value  is  created  by  integration 
with  other  media  ...  by  in-store 
merchandising? 

Wherever  there  is  a  gain  the 
advertising  department  and  the 
agency  naturally  would  like  to 
take  a  lion’s  share  of  the  credit. 
But,  a  realist  must  recognize 
that  a  superior  product  is  a  lot 
of  the  battle,  that  a  tremendous 


selling  team  is  another  big  part, 
that  good  distributors  are  an¬ 
other  important  part  —  and  so 
must  settle  for  just  being  an¬ 
other  good  cog  in  the  whole  mar¬ 
keting  machine. 

As  agency  for  the  Olympia 
Brewing  Company,  we  start 
with  a  superior  product  and  a 
client  who  is  dedicated  to  the 
very  finest  quality  and  perform¬ 
ance  in  advertising  as  well  as  in 
brewing  Olympia  Beer. 

Olympia  has  used  newspapers 
as  a  basic  medium  for  telling 
its  story  to  consumers  in  the 
Pacific  Northwest  ever  since  the 
repeal  of  prohibition  and  in 
other  western  markets  since  the 
day  they  entered  a  new  market. 
Today  Olympia  Beer  is  distrib¬ 
uted  throughout  Washington, 
Oregon,  California,  Arizona, 
Nevada,  Idaho,  Alaska,  Hawaii 
and  part  of  Montana. 

Three  years  ago  both  the 
agency  and  client  were  con¬ 
vinced  that  a  sufficient  number 
of  newspapers  in  the  West  had 
developed  their  proficiency  in 
handling  full  color  to  a  point 
where  we  could  use  it  effectively 
—  without  endangering  the 
“Quality  Image”  that  Olympia 
Beer  had  so  carefully  built 
through  the  years. 

Following  this  basic  decision, 
the  campaign  was  developed 
around  art  adaptable  to  both 


newspapers  and  in-store  m«- 
chandising  pieces. 

The  1966  program  was  31l^  | 

cessful  from  both  an  advertising 
and  merchandising  viewpoint  - 
most  important  of  which  was 
the  enthusiasm  and  follow- 
through  by  the  sales  and  dis¬ 
tributor  organizations  which 
made  the  program  truly  effw- 
tive. 

Calculated  Risk 

The  performance  of  the  news¬ 
papers  in  1956  and  their  obvious 
and  constant  improvement  ii 
handling  led  Olympia  in  1951 
to  take  a  calculated  risk  that 
newspapers  could  also  reproduce 
color  photography  with  a  high 
degree  of  quality.  It  was  a  for  i 
ward-looking  decision  that  took  | 
courage  considering  the  fact 
that  we  were  talking  about  near¬ 
ly  50  newspapers  in  this  con¬ 
fined  western  region  and  a  few 
with  presses  that  required  spe-  i 

cial  “babying”  to  get  thm  A 

through  any  kind  of  color  run.  K 

This  program  called  for  even  " 

tighter  integration  with  the 
same  picture  on  outdoor  posters, 
animated  in-store  and  tavern 
displays,  soft  sheets,  case  wrap¬ 
pers,  etc.  —  all  working  against 
each  other  for  maximum  impact.  < 

At  the  agency  level,  no  stone  I 

was  left  unturned  to  provide  ’ 

{Continued  on  page  26) 


BIG  REASONS 


FOR  ADVERTISING  IN 

Remarkable 


131,123  CITY  ZONE 
441,222  A.B.C.  RETAIL  TRADING  ZONE 


AT  THE  TOP 


IN  ILLINOIS 


Rocklwtd.  mnwia  to  wtoYMirii  la  tka  UaNad  StatM  In  Itto 
poifol  Mving*. 

Il  to  Stwl  la  Mmi  aaNon  In  *|»andaM«  lacoma  por  hMiMtoM 
. .  i»«  moAal  with  manay. 

Farm  Mcama  far  tha  twrraww«Bwg  oraa  tarvad  by  Reeirfwf 
WM  $418,15«,000.00  hm  ya«w. 

Raahfard  to  tha  aacand  iorgaat  macMna  taal  aianafa<toHe| 
caal^  In  tha  warM. 

Bacauta  af  tha  mocMna  taol  indawtry,  lackford  hai'a  Inf 
populaiian  af  Myhly  •IdHad  lobar  .  .  .  racaivias  ab*** 
ovaroga  solortaa.  •  - 

Yaa  can  complataty  cavar  tha  13  caaidy  Narthara  Ulltwii 
and  Saatham  Wiscantln  Morfcal  arith  ana  ipadia.  ' 

Fall  calar  prat*  ffNilMaa  ora  ovatloMa  ta  odd  panch  W 
yaar  tala*  mattoga. 


ROCKFORD  MORNING  STAB 

Rorkfarii  RrgiiSr'itYpuIilif 
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OIS 


•  In  Mil 


iMWMiliU 


D  ■  Ml* 

Bfl  Okrri 


IS  Uli'M* 


pwndi  W 


TAB 

iblir 


H,  iw 


J 


Wh 


enevet 


You  have 
anything  to 

SELL 


AUSTIN 
PORT  ARTHUR 
WACO 

down  in  Texas  . . 

SELL  IT  WITH 


WHERE  THE  MERCHANTS 
BUliD  THEIR  TRAEFi: 

WHERE  THE  MERCHAI 
SUII.D  THE!R  T8AF 

WHERE  THE  MERCHAh 
SUiED  THEIR  TRAFE! 

WHERE  THE  MERCHANTS 
8U11D  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUU.D  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
8UILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
SUIIO  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFEIC 

WHERE  THE  MERCHANFS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 


rOp 

COIORJ 


WHERE  THE  MERCHANTS  : 
BUILD  THEIR  TRAFFIC  | 

WHERE  THE  FAERCHANTS  | 
BUILD  THEIR  TRAFFIC  ; 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS  j 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

[HERE  THE  MERCHANTS 
ILD  THEIR  TRAFFIC 


There  are  headaches  and  p 

Prestige-Impact 

{Continued  from  page  24)  for  those  who  do  it  properly- 

-  for  those  who  take  the  troui 

newspapers  with  the  finest  re-  understand  the  problems  c 
production  material  possible.  newspapers  and  to  wo-, 

Art  Dii-ector  Doug  Murray  them, 

toured  the  country  seeking  the  Results? 

photographer  he  felt  best  quali-  .  ... 

fied  to  make  the  layouts  come  about  results.  Som- 

to  life.  Production  Manager  Ed  njathematical  genius  might  V 
Johnston  toured  newspaper  able  to  pinpoint  shares  c: 
plants  with  the  greatest  color  prcrfuct  .  .  .  tb 

experience,  studied  engraving  A  •  '  distnbutor 

plants  and  lithography  plants  •  •  •  the  KOP  color  .  .  .  the  post 
from  coast  to  coast  —  and  final-  radio  and  TV  . . 

ly  went  into  the  back  rooms  of  the  P.O.P.— ^r  the  weather, 
the  newspapers  we  planned  to  Olynyiia  does  not  give  out  ic- 
use  to  make  sure  the  mechanical  ^erim  figures  but  annual  fig 
departments  got  the  best  ma- 

terials  —  and  the  kind  of  ma-  u  86o,000 ;  1956  were  1,016. 
terials  they  could  use.  000  barrels;  1957  were  1,104,09' 


Results? 

What  about  results?  Som- 


WACO  PORT  ARTHUR 

Tribune-Herald  News 

AUSTIN 

American-Statesman 

Represented  Nationally  by 

B  U  R  K  E  -  K  U  I  P  E  R  S  &  MAHONEY,  INC. 
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partments  got  the  best  ma-  lit 

rials  —  and  the  kind  of  ma-  000;  1056  were  1,016. 

rials  they  could  use.  000  barrels;  1957  were  1,104,09' 

barrels.  Olympia  has  becornr 
‘.Vll-Color’  Sehedule  the  second  largest  brewery  ii 

Fk  ■  loco  4.U  rki  I*’®  West,  21st  largest  in  tk 

During  1958  the  Olympia  nation. 


WHERE  THE  MERCHANTS 
BUILD  THEIR  TRAFFIC 

in  the 

AUSTIN  AMERICAN-STATESMAN 
PORT  ARTHUR  NEWS 
WACO  TRIBUNE-HERALD 

You  will  feel  the  response  immediately, 
just  as  local  retailers  get  more  sales  as 
they  build  traffic  with  their  ads  in  these 
papers.  Shopping  habits  are  shaped  and 
sustained  by  retailers  in  these  rich  and 
responsive  markets  thru  their  consistent 
use  of  newspaper  advertising.  Many  of 
these  retailers  are  regular  users  of  ROP 
COLOR.  Get  your  sales  where  they  get 
theirs  in  the  Rich  Texas  Trio! 

Buy  any  1  at  regular  color  rates 

Buy  any  2  and  get  5%  off 

Buy  all  3  and  get  10%  ofF 


Washington  | 
The  National  Labor  Relation- 


Brewing  Company  went  a  step  ^e  think  newspapers  help« 

further  and  ordered  an  “all-  ^e  think  color  helped. 

color  schedule  in  some  50 

new'spapers,  combining  full  col-  • 

or  ROP  pages  with  1,000-line 

and  632-line  black  and  one-color  No  Protest  Heard 

ads.  Secondary  schedules  used  0,j  NLRB  Extension 

black  and  white  and  in  some 

cases  spot  color.  Washington 

We  keep  a  constant  check  on  „  National  Labor  Relaffor- 
the  tear  sheets.  We  have  a  chart  received  no  pubbsher 

going  back  to  the  first  Olympia  Potest  against  a  propose 
full-color  page.  Every  insertion  broadening  jurisdiction  drop- 
I  is  graded  1,  2,  3  or  4— from  ex-  from  ^$500,000  to  $25O,0(K 

;  cellent  to  unacceptable.  The  ^"®  gross  income  leve. 

number  of  “excellents”  has  been  _^bich  newspapers  becom*- 
'  steadily  increasing.  On  the  last  s'^bject  to  board  regulations  on 
insertion  there  was  only  one  un-  bargaining, 

acceptable,  and  the  make-gpood  Under  rules  issued  in  19W. 
came  through  fine.  Most  en-  ^^®  J^rd  declined  jurisdiction 
couraging  was  the  fact  that  a  **  ^"®  annual  gross  income  o. 
paper  previously  removed  from  I  paper  was  less  than  $500,009 
the  schedule  for  inability  to  Congress  found  a  broad  no 
properly  reproduce  had  been  nian  s  land”  between  federal  and 
given  another  chance  on  the  ®fnf®  labor-management  surveil- 
strength  of  a  new  press — and  l^nce  and  directed  NLRB  to 
it  came  through  beautifully.  narrow  the  gap. 

I  The  Sacramento  Bee,  who.se  ,  bypassed  a  g 

.  j  •  »  j  •  1  effective  date  by  fixing  Sept- 

entry  of  Olympias  ad  won  in  g  as  deadline  for  filing  ^tten 
j  ite  category,  has  been  one  of  conjmeats  by  affected  lines  of 
those  papers  ^n^stently  up  on  j3 

tte  “excellent”  list.  Fortunate-  shortly  on  whether  to  fix  Tnew 

'  date  or  conduct  public 

onthathst.  hearings  on  the  suggest«! 

A  great  share  of  credit  for  changes.  The  Small  Business 
,  ^e  rapid  strides  in  color  repro-  Administration  has  asked  for 
;  duction  by  newspapers  must  go  postponement  and  public  hear- 
I  to  the  men  in  the  back  room — 

I  the  mechanical  superintendents,  ’  a 

the  stereotypers  and  the  press- 

.  men  who  diligently  try  to  do  Wrong  Way  Lessons 
their  best  with  the  materials  *  ^  ^ 

provided — and  the  equipment  at  Safety  Cartoon 
!  hand.  Portland,  Me 

j  Much  progress  can  still  be  The  Portland  Press  Herald 
I  made.  ROP  color  is  just  getting  ran  a  week-long  cartoon  feature 
j  started.  Alert  newspapers  will  called  Gunter  Getzit.  The  char- 
!  invest  in  it — and  work  at  it.  acter  was  created  and  draw 
One  day  we  may  even  find  a  by  staff  Cartoonist  William  C. 
higher  degrree  of  standardization  Clark.  It  illustrated  the  wrong 
throughout  the  country — and  way  to  follow  National  Saf^ 
there  are  some  indications  of  Council  rules  for  pedestriw 
progress  in  this  direction,  too.  travel. 
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narrow  the  gap. 

The  board  bjrpassed  a  Sept. 
1  effective  date  by  fixing  Sept- 


UNIT 


the  ULTIMATE  • 
in  fine  quality 
ROP  Color  Printing 


Newspapers  everywhere  are  equipping  their  plants  to 
print  ROP  color.  The  WOOD  Metropolitan  4-Color  Unit 
has  gained  wide  acceptance  wherever  newspapers 
print  in  color  .  .  .  ROP,  Special  Supplements,  or  Comic 
Strips  .  .  .  because  it  provides  a  practical  means  of 
meeting  today’s  requirements  for  color  in  newsprint. 


THREE  WEB  ARRANGEMENTS  ON  Tl4^E 
WOOD  METROPOLITAN  4-COLOR  UNIT 


Note  the  extreme 
flexibility  of  the 
4-Color  Unit 


Side  elevation;  press  plated  to 
print  3  colors  one  side,  black  on 
other.  Either  side  of  web  can 
take  first  or  second  Impression. 


•  Individual  couples  reversible  as 
desired. 

•  Adaptable  for  use  with  standard 
black  and  white  units. 

•  Also  prints  black;  press  need 
not  stay  idle  when  no  color  is 
running. 

•  Color  and  black  cylinders  con¬ 
trolled  by  single  gear. 

•  Minimizes  back  lash... assur¬ 
es  better  register. 

•  Individual  color  fountains  re¬ 
movable  for  quick  wash-up  and 
color  changes. 


Press  arranged  to  print  two  webs, 
black  only. 


Web  arranged  to  receive  four 
3  colors  consecutively  in  short 
order.  Any  or  all  couples  may  be 
reversed  at  will,  resulting  in  ex¬ 
ceptional  flexibility. 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PWINFIELD,  NEW  JERSEY 


Executive  &  Sales  Office:  501  Fifth  Avenue,  New  York  17,  N.Y. 


MANUFACTURERS  OF  PRESSES,  COLOR  UNITS,  REELROOM  AND  STEREOTYPE  EQUIPMENT  FOR  A  CENTURY 


Color  Ads  Create 
Appetite  Appeal 

By  Donald  Fairbairn 

Advertising  Manager,  Larsen  Company',  Green  Bay,  Wis. 


Freshlike  is  a  line  of  premium 
quality  vegetables.  In  addition  to 
tte  Freshlike  line  of  vegetables, 
we  pack  Veg-All  mixed  vege¬ 
tables. 


E&P  AWARD  WINNER: 

Newspapers  100,000-250,000  cir¬ 
culation. 

Food  subject,  3  colors  &  black. 
Columbus  (Ohio)  Dispatch. 

The  Larsen  Company. 
Campbell-Mithun,  Inc. 


Freshlike  products,  as  the 
name  implies,  are  garden  fresh 
vegetables.  Larsen  was  one  of 
the  leaders  in  developing  a 
vacuum  packed  method  of  can¬ 
ning  to  produce  a  product  that 
does  not  shrink,  and  does  not 
contain  excess  water  in  the  can. 

The  product  is  packed  in  a 
distinctive  chunky  can  to  fur¬ 
ther  emphasize  the  vacuum 
packed  canning  method.  Can 


label  was  created  by  Raymond 
Loewy,  nationally  famous  de¬ 
signer. 

Distribution  of  Freshlike 
vegetables  is  concentrated  in  the 
East  Central  states.  Lacking  a 
large  sales  force,  Larsen  de¬ 
pends  largely  on  brokers  for  a 
great  deal  of  chain  and  retail 
sales  contact. 

Appetizing  appearance  is  one 
of  the  most  important  sales 
points  for  vegetables.  Color 
newspaper  advertising  was  se¬ 
lected  as  the  natural  method  of 
displaying  the  garden  fresh  look 
and  to  sharpen  the  competitive 
advantage  of  “waterless  cook¬ 
ing.”  The  award-winning  ad  dis¬ 
played  a  can  of  Freshlike  peas 
and  a  “can  of  any  good  peas,”  to 
dramatize  the  difference. 

Switch  to  ROP  Color 

Some  years  ago  Freshlike  ad¬ 
vertising  was  concentrated  in 
full-page  Sunday  roto  color. 
Four  years  ago,  a  change  was 


made  to  ROP  color.  Reason  for 
the  change: 

1.  The  ads  can  be  run  on 
“food  days”  in  each  market 
when  houseAvives  are  food  mind¬ 
ed.  The  full-page  4-color  ads 
dominate  the  food  sections  of 
the  newspapers. 

2.  ROP  ads  on  food  days  fa¬ 
cilitate  store  tie-in  advertising. 

3.  The  ads  tend  to  make  Lar¬ 
sen  look  big  and  important  to 
the  trade  and  consumer. 

4.  Because  of  their  size,  the 
ROP  ads  are  more  merchandis- 
able  to  the  grocery  trade.  The 
ads  are  used  as  in-store  displays. 
One  of  the  recent  ads  featured 
a  roadside  vegetable  stand.  A 
complete  set  of  in-store  display 
material  was  produced  to  build 
a  roadside  market  in  the  stores. 

5.  Every  available  study  shows 
that  full-page  ROP  color  ads 
have  tremendous  readership  and 
remembrance. 

34%  Sales  Increase 

Results  of  first  ads  were  ex¬ 
tremely  encouraging.  Larsen  has 
noted  substantial  sales  increases 
and  marked  improvement  in  re¬ 
tailer  tie-in  ads  and  in-store 
merchandising. 

R.  E.  Lambeau,  our  president 
said,  “During  the  past  four 
years,  we  have  made  effective 
use  of  newspaper  ROP  color  ad¬ 


vertising  and  Freshlike  has  re¬ 
corded  a  34%  sales  increase. 

“This  advertising  has  helped 
us  gain  distribution  in  important 
chain  and  independent  storei 
and  also  aided  in  getting  addi¬ 
tional  distribution  for  other 
Freshlike  vegetables.” 

The  Freshlike  award-winning 
ad  was  submitted  by  the  Colum¬ 
bus  (Ohio)  Dispatch.  Here  is 
the  story  of  our  growth  in  one 
market,  Columbus: 

SHARE  OF  MARKET 


WHOLE  KERNEL  CORN 


’58 

’57 

’54 

’51 

Freshlike 

22.4%  20.6% 

16.1%  11.2«t 

Brand  A 

12.9 

13.8 

18.8 

18.4 

Brand  B 

12.3 

16.2 

19.7 

19.1 

CANNED  PEAS 

'58 

’57 

’54 

■51 

Brand  A 

20.5%  23.6%  26.7% 

24.7ti 

Brand  B 

17.6 

17.1 

17.5 

18.( 

Freshlike 

13.7 

13.7 

10.5 

7.5 

GREEN  BEANS 

'58 

’57 

’56 

’55 

Brand  A 

19.0%  20.5%  24.3%  23.2r( 

Freshlike 

15.6 

14.8 

14.5 

Brand  B 

15.4 

16.0 

10.5 

9.4 

This  same  sales  story  is  dup¬ 
licated  in  other  markets,  since 
they  started  using  ROP  ads. 

The  winning  ad  was  created 
by  Campbell-Mithun,  Inc.  Min¬ 
neapolis,  Minn.,  Larsen’s  agency. 
Account  executive  was  Robert 
Pile.  Copywriter  for  the  ad  was 
Cy  Schelly;  art  director  was 
George  Rumsey.  Joe  Guzzetta, 
Frank  H.  Becker  Studio,  Mil¬ 
waukee,  illustrated  the  ad. 


THE  HOUSTON  CHRONICLE 


Is/  in  TEXAS  . . . 


AND  AMONG  THE  TOP  TEN  IN  THE  NATION 

IN  COLOR  ADVERTISING! 


IN  THE  FIRST  SIX  MONTHS  OF  1958  THE  CHRONICLE  WAS  ONE  OF 
THE  FOUR  NEWSPAPERS  AMONG  THE  TOP  TEN  IN  THE  NATION  TO 
SHOW  AN  INCREASE  IN  COLOR  ADVERTISING.  NO  OTHER  TEXAS 
NEWSPAPER  PLACED  IN  THE  "TOP  TEN". 

LEADER  IN  COLOR  RESEARCH 

RESULTS  OF  THE  RECENT  CHRONICLE  COLOR  STUDY 
ARE  NOW  AVAILABLE  FROM  THE  CHRONICLE  OR 
YOUR  BRANHAM  REPRESENTATIVE. 


THE  HOUSTON  CHRONICLE 

THE  BRANHAM  COMPANY  —  National  Representative 


JOHN  T.  JONES,  JR.,  Preiident 
R  W  McCarthy,  Advertising  Director 
M.  J.  GIBBONS,  General  Advertising  Mgr 
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TAKE  A  TIP  FROM  THE  ''HOME  TOWN"  BOYS 


•  •  • 


MEANS 


IN  ROCHESTER,  N.  Y. 


since  color  started  last  December  . 

THESE  BLUE  CHIP  RETAIL 
ADVERTISERS  HAVE  FELT 
THE  SMASHING  IMPACT  OF 


LOR! 


Central  Trust  Company 

Charlotte  Appliance  Company 

Columbia  Banking,  Saving  &  Loan  Assn. 

Community  Savings  Bank 

Crescent-Puritan  Laundry 

Daw  Drug  Stores 

Edward’s  (Department  Store) 

Joe  Entress  (Builder) 

First  Federal  Savings  &  Loan  Assn. 
Forman's  (Women's  Specialty  Shop) 
Genesee  Valley  Union  Trust  Company 
Goodland-Hoffman  Tire  Company 


Goodman  Shopping  Plaza 
Grant's  Variety  Store 
Harmin's  Jewelers 
Hershberg's  (Jewelers) 

Key  Drug  Stores 
KroH's  (Women's  Shop) 

Lauer's  (Furniture  Store) 

Loblaw's  Super  Markets 
Ed  Maloney  Appliance  Company 
Mangurian's  (Furniture  Store) 
McCurdy's  (Department  Store) 
McFarlin’s  (Men's  Clothing) 


Moress,  Inc.  (Women's  Dress  Shop) 
Northgate  Shopping  Plaza 
J.  C.  Penney  Company 
Irving  Ring  Jewelers 
Rochester  Auto  Dealers 
Rochester  Gas  &  Electric  Corp. 
Sears.  Roebuck  &  Company 
Sibley's  (Department  Store) 

South  Town  Shopping  Plaza 
Wegmans  Super  Market 
Wolk  Appliance  Company 


^4nd  National  Color  Linoga  Topped  Retail  by  Over  50% 


Color  will  give  your  products  stand-out  attention  in  the  more  than 
l/j  million  ABC  Rochester  City  Zone  and  the  rich  8-county  area 
served  by  the  Rochester  Times-Union  and  Democrat  &  Chronicle. 
You  will  get  more  intensive  family  coverage  tlian  is  offered  by  many 
famous  newspapers  within  their  local  ABC  city  zones  and  color  at 
MiJline  costs  rarely  matched  by  comparable  newspapers. 


Family  in  Metropolitan  Rochester  Buys 
and  Reads  One  or  Both  of  these  Two  Great  Newspapers 


Rochester  Times-Union  Bcmorral 

EVENING  MORNING  AND  SUNDAY 

Members:  The  Gannett  Group  of  Newspapers 


\alionaUff  hf$  J.  P,  McKINNEY  &  SON^  INC.  •  New  York  •  Syracuse  •  Chicogo  •  Detroit  •  Son  Francisco 
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Red  Strawberries  Win 
For  Fairmont  Foods 


Reproduction  of  strawberries 
in  ROP  spot  color  has  been  a 
major  help  to  Fairmont  Foods 
Company,  Inc.,  Omaha,  Neb.,  in 
boosting  sales  of  whole  straw¬ 
berries  some  300%  over  the  past 
eight  years. 


E&P  AWARD  WINNER: 


Newspapers  over  250,000  cir¬ 
culation. 

Food  subject,  1  color  &  black. 
New  York  Post. 

Fairmont  Foods  Co. 

Doyle  Dane  Bembach,  Inc. 


The  winning  advertisement 
appeared  Thursday,  Dec.  12, 
1957,  one  of  a  continuing  cam¬ 
paign  placed  by  Doyle  Dane 
Bernbach,  Inc.,  New  York  and 
Los  Angeles  a^ertising  agency. 
The  drive  calls  for  an  800-line 
ROP  spot  color  ad  in  the  Post 
once  a  month  of  each  year.  On 
another  date  last  year,  the 
agency  further  enhanced  the 
Fairmont  promotion  by  using 
ink  with  a  strawberry  fia- 


“We  are  strong  believers  in 
ROP  color,”  Joshua  Epstein, 
agency  account  executive,  said. 
“The  ideal  combination  of  its 
attention-getting  value  plus  the 
opportunity  to  add  appetite  ap¬ 
peal  has  played  an  important 
part  in  the  significant  success 
of  Fairmont  Frozen  Whole 
Straw'berries.” 

Mr.  Epstein  pointed  out  that 
New  York  represented  80%  of 
Fainnont’s  market  for  whole 
(as  contrasted  with  sliced) 
straw'berries.  In  addition  to  the 
spot  color  in  the  Post,  black  and 
white  is  used  in  the  New  York 
World-Telegram  and  Sim  and 
other  newspapers. 

ROP  may  be  extended  where 
available  or  as  requirements 
pei-mit  for  the  exclusively  news¬ 
paper  Fainnont  account,  Mr. 
Epstein  said.  At  present,  since 
papers  used  either  do  not  have 
color  or  will  not  accept  color 
in  the  scheduled  size,  he  must 
be  content  with  black  and  white 
outside  the  Post. 


clous  red  berries  behind  a  Fair¬ 
mont  packaged,  (see  cut) ,  while 
the  brief  text  led  off  with  the 
assertion:  “We  reject  a  heap  of 
berries  for  every  box  we  pack.” 
Besides  Mr.  Epstein  as  account 
executive,  Helmut  Krone,  ai-t 
director,  Maurice  Flantzman, 
copywriter,  and  Jay  Wieder, 
production  manager,  work  on 
the  account. 


Mr.  Wieder  said  that  great 
credit  belonged  to  Arthur  Weiss, 
the  Post’s  mechanical  superin¬ 
tendent. 


Untiring  Cooperation 


“Thi-ough  the  years,  Mi- 
Weiss  has  iriven  us  close  and 

untiring  cooperation,”  Mr.  *“*  “”■  •••  » ' 

Wieder  said.  “All  we  have  had  ' 

to  do  is  to  furnish  him  with  a 

paper  .swatch  of  the  strawberry  color  c-opy  in  the  Post.  In  1960 


color  we  have  wanted  him  to  firm  had^  no  large  chain 
match  in  ink  and  progressive  store  distribution  at  all.  Sales 


were  chiefly  through  a  few  local 


“The  important  thing  in  this  independents.  The 

ad,  or  in  any  two-color  or  four-  ?oope.^tives  were  being  soW 


color  ROP  is  that  the  plates  individually,  but  not  through 

thcif  WRTChoUSCS* 


have  inside  register 
They  should  have  in- 


Today  Fairmont  strawberriei 


side  dead  metal  kept  in  the  ar®  carried  by  every  chain  but 
plates  with  the  exception  of  a  on®  in  New  York  and  are  sold 


3/16th  inch  wide  margin  around  through  every  cooperative  ware- 
the  subject  matter  that  is  to  be  house. 


retained.  In  this  ad,  it  was  “This  distribution  has  been 


Faii-mont’s  winning  ad  in 
the  Post  stacked  a  pile  of  lus- 


important  that  the  black  plate  forced  by  newspaper  advertis- 
be  etched  to  a  proper  color  to  ing  and  good  selling,”  Mr.  Ep- 


avoid  getting  heavy  in  the  black  stein  said. 


and  to  insure  a  brilliant  straw - 
beri-y  hue.” 


William  Spear,  general  man¬ 
ager  of  Fairmont’s  New  York 


ROCK  ISLAND 


Mr.  Weiss  has  been  more  than  office  and  Angelo  Logato,  sales 
50  years  with  the  Post.  For  the  manager,  always  carry  proofs 


I  past  10,  he  has  been  mechanical  of  advertising  when  calling  on 


superintendent.  the  trade. 

IPI  Praiaed  effective  promotion 

which  DDB  handled  for  its 
‘We  have  a  good  gang  down  client  was  to  add  strawberry 


EASmOUNE 


DAVENPORT 


IPI  Praiaed 


here  that  work  well  together  as  fragrance  one  time  to  the  Post’s 


a  team,”  he  said,  “and  Inter-  spot  color  ad.  This  was  on  Sept. 


national  Printing  Inks  always  5,  1957. 


does  a^^fine  job  matching  color  “You  can  actually  smell  fix 
for  us.  ’  .strawberries  on  this  page.  Try 

Harry  Rosen,  Post’s  advertis-  it!”  the  ad  declared. 


FULL  ROP  COLOR 
AVAILABLE  DAILY 


ing  director,  said  that  the  entire 
staff  had  been  stimulated  by  the 
fact  the  Post  had  spot  color 


100  Um.  Used 


‘This  one-time  stunt  was  ar- 


available  for  advertisers.  He  j-anged  by  DDB  through  Alfred 
said  it  was  helping  sell  advertis-  Meuwald,  president.  Fragrance 


ing  in  all  classifications. 


Process  Company,  New  York. 


Newspapers  have  been  used  Mr.  Neuwald  provided  special 
almost  exclusively  in  promoting  ink  to  the  newspaper.  The  com- 


Fairmont  Frozen  Whole  Straw-  pound  cost  $6  a  pound.  For  the 
berries.  In  addition  to  the  ROP  Fairmont  ad  100  pounds  were 


THE  ARGUS  &  THE  DISPATCH 


campaign  in  the  Post  and  black  used,  raising  the  charge  $600 
and  white  in  the  WT&S,  adver-  above  the  regular  spot  color 


Two  evening  newspapers  independently 
owned  that  cover  3  of  the  4  Quad-Cities 


tising  is  also  placed  regularly  rate. 


in  Newsday,  the  nine  papers  of  impressive  portfolio  wsJ 


TA*  Qrad-Citlea*  Largest  Combieed  Dally  Clrealaflaa 


the  Westchester  County  Group,  prepared  by  the  agency  for  the 
the  Newark  (N.  J.)  Evening  JneSt  to  Ise  to  merchandiae 
News,  Philadelphia  (Pa.)  Buf/e-  this  particular  promotion.  It 


tin,  Hartford  (Conn.)  Times,  reproduced  aU  the  publicity  i" 
New  Haven  (Conn.)  Register,  ^ther  newspapers  and  trade 


THE  ROCK  ISLAND  ARGUS 
THE  MOLINE  DISPATCH 


and  Pittsburgh  (Pa.)  Press. 


Color  Merchandised 


NATIONAL  REPRESENTATIVES  —  THE  ALLEN-KLAPP  CO. 


I  Fairmont  aggressively  mer¬ 
chandises  its  advertising  and  in 
I  particular  in  New  York  the  spot 


papers  generated  by  the  ex¬ 
ploit,  and  also  carried 
graphs  of  customers  outside 
and  inside  stores  holding  the 


(Continued  on  page  32) 
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Yes,  the  Tulsa  World  and 


MORNING  •  EVENING  •  SUNDAY 

Represented  Nationolly  by  The  Branhom  Co.,  Offices  in  Principol  ^U.S.A.;. Cities 
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Strawberries 

(Continued  from  page  30) 


paper  to  their  noses  to  get  the 
strawberry  aroma. 

“It  did  what  we  wanted  it  to 
do,”  Mr.  Epstein  said.  “It  put 
the  Fairmont  name  on  peoples’ 
tongues.  Stores  that  had  been 
giving  the  strawberries  poor 
display  moved  them  to  better 
spots  in  the  freezers. 

“This,  along  with  our  regular 
newspaper  advertising  and  in 
particular  the  spot  color  cam¬ 
paign  in  the  Post,  has  tended  to 
oi>en  doors  for  Fairmont  sales 
representatives.  Sale  of  Fair¬ 
mont’s  Whole  Strawberries  has 
been  increased  four  times.” 

Post’s  Color  Record 

The  Post  published  its  first 
spot  color  ad  Feb.  26,  1952.  It 
was  for  Chlorodent  toothpaste, 
brand  of  the  Pepsodent  Divi¬ 
sion,  Lever  Brothers.  Since  then 
an  ever-increasing  number  of 
advertisers  have  used  the  tab¬ 
loid  for  HOP  in  all  classifica¬ 
tions. 

In  October  1953  Blue  Cross 
ran  a  split-run  test  of  a  coupon 
ad  half  in  spot  color  and  half 


in  black  and  white.  The  color 
ad  out-pulled  black  and  white 
two  to  one.  Again  in  1956,  the 
Diners’  Club  proved  conclusively 
that  coupon-advertising  in  color 
brought  returns  in  a  proportion 
that  more  than  offset  increased 
costs. 

The  Bowery  Savings  Bank 
was  the  first  bank  to  use  color 
on  Dec.  8,  1954,  while  the  first 
retail  grocery  chain  to  try  color 
in  the  Post  was  the  Daitch 
Dairy  Company,  Feb.  17,  1955. 


80-Year-Old  Editor 
Starts  a  New  Press 

St.  JoHNSBtmv,  Vt. 

At  80,  the  editor-publisher  of 
one  of  New  England’s  oldest 
daily  newspapers  recently  threw 
the  switch  to  roll  a  special  edi¬ 
tion  through  a  new  Goss  Duplex 
tubular  press. 

Herbert  A.  Smith,  onetime 
New  England  manager  of  the 
International  News  Service, 
termed  installation  of  the  new 
press  a  key  step  in  the  $100,000 
expansion  program  of  the  St. 
Johnsbury  Caledonian  -  Record. 
The  Duplex  Tubular  is  housed 
in  a  modem  addition  to  the 
Caledonian  plant  built  in  1949. 


Bank  Collects 
Dividends  on 
Color  Section 

Chicago 

A  four-page  newspaper  sec¬ 
tion  with  two  pages  in  color 
brought  in  new  savings  of  over 
$950,000  for  Lincoln  Federal 
Savings  and  Loan  Association, 
Berwyn,  Ill.,  within  10  days 
after  publication.  The  section 
was  published  June  29  in  the 
Chicago  Tribune  to  announce 
a  grand  opening  celebration  in 
the  association’s  new  building. 

Ten  days  after  the  ad  ran, 
Lincoln  Federal  reported  it  had 
completed  more  than  20,000 
transactions.  According  to 
Frank  J.  Kinst,  president,  these 
included  opening  of  1,284  new 
savings  accounts;  with  savings 
deposits  of  $960,000. 

“Although  most  of  these  de¬ 
posits  were  made  by  persons 
who  came  in  person  to  visit  our 
new  building,  quite  a  few  of 
them  also  came  in  by  mail,  using 
the  coupon  we  included  in  our 
Tribune  ad,”  Mr.  Kinst  told  the 


paper.  “We  had  coupons  cone 
in  from  as  far  away  as  Holly¬ 
wood,  California.” 

The  association  attributed  the 
surge  of  early  July  business  to 
the  Tribune  color  section  and 
to  the  open  house  activities  H 
announced.  To  add  to  the  color, 
employees  were  dressed  in  cos¬ 
tumes  of  the  Lincoln  period. 

In  Four  Colors 

The  Tribune  ad  that  an¬ 
nounced  Lincoln  Federal’s  opai 
house  was  a  four-page  newspa¬ 
per-style  supplement  prepared 
by  Advertising  Division,  Int, 
the  association’s  advertising 
agency.  Four-color  ROP  print¬ 
ing  of  front  and  back  pages  lent 
a  festive  air  to  the  four-page 
section,  which  also  served  as 
a  direct  mail  piece.  I 

The  section  was  circulated  to 
approximately  225,000  house¬ 
holds  as  pari;  of  the  west  nei^- 
borhood  news  section  of  the  Qii- 
cago  Sunday  Tribune  on  June 
29.  An  additional  170,000  im¬ 
prints  of  the  supplement  were 
mailed  to  residents  in  the  neigh¬ 
borhood;  and  wei^  distributed 
to  persons  who  visited  the  asso¬ 
ciation’s  new  building  during 
the  open  house. 


/i',. 

'll  ^ 'i  t 


C-  V 


How.  does  a  newspaper  win  an  R.  0.  P.  Calor  Award? 

Tf  a  modern  plant  is  the  answer,  the  Peoria  Journal  Star  has  it.  If  it's  the 
equipment  that  helps,  such  as  the  Hurletrons,  the  Peoria  Journal  Star  has  it. 
If  it's  pride  in  a  job  well  done,  mechanically,  the  Peoria 
Journal  Star  has  it 


5^  L  V  * 


IP.  S.  Planning  on  an  R.Q.P.  Color  campaign?  Inclidt 
the  Peoria  Journal  Star  ...  for  proof  of  o  job  w** 
done  ond  for  the  most  effective  coverage  of  ff* 
billion  dollar  Peoriarea  market. 
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Ann  Arbor’s  Newest  Role -Research  Center 

The  University  of  Michigan’s  North  Campus,  comprising  about  900  acres  and  in  the 
early  stages  of  its  development,  already  has  achieved  stature  for  industrial  research 
and  engineering  progress.  Here,  in  this  new  area,  are  shown  the  Phoenix  Research 
Laboratory,  Ford  Nuclear  Reactor.  Cooley  Elngineering  Laboratory,  new  auto- 
motive  laboratory  and  aeronautical  engineering  laboratory. 

Such  facilities  already  have  resulted  in  decisions  of  Parke  Davis  &  Co.  and  the  Bendix 
Aviation  Corporation  to  locate  research  centers  adjacent  to  this  campus.  The 
contribution  of  these  companies  in  terms  of  highly-trained  personnel  and  the  buying 
power  of  these  engineers,  scientists  and  supporting  staffs  and  their  families  will 
be  considerable. 

With  this  type  of  industrial  facility  and  educational  projects  steadily  growing  in 
the  Arm  Arbor  area,  this  market  offers  unique  opportunities.  We’d  like  to  tell  you 
more  about  the  advantages  of  product  promotion  in  this  rich,  cultural  and  stimu¬ 
lating  community  through  its  one  dominant  medium.  THE  ANN  ARBOR  NEWS. 
See  our  representative  today  I 


THE  ANN  ARBOR  NEWS 


NATIONAL  REPRESENTATIVES:  A.  H.  Kuch,  260  Madison  Ave.,  New  York  1  6,  MUrroy  Hill  5-2476  •  Sheldon 
B.  Newman,  435  N.  Michigan  Ave.,  Chicago  11,  SUperior  7-4680  •  Brice  McQuillin,  785  Market  St., 
San  Francisco  3,  SUtter  1-3401  •  Williom  Shurtliff,  1612  Ford  Bldg.,  Detroit  26,  WOodward  1-0972. 


A  Booth  Michigan  Nawspapar 
8C  PUBLISHER  for  September  13,  1S>58 


editor 


33 


WESTERN  NEW  YORK’S  GREAT  NEWSPAPER 


E&P  AWARD  WINNER: 

Newspapers  over  250,000  circu¬ 
lation. 

General  subject,  1  color  &  black 
Cleveland  Plain  Dealer 
Standard  Oil  Co.  of  Ohio 
McCann-Erickson,  Inc. 


Advertising  Manager  Standard  Oil  Co.  (Ohio) 

tion  and  later  on  with  the 

The  Standard  Oil  Company  of  became  identified  with  Boron  rocket  development,  the  large 
hio  introduced  the  world’s  and  the  colored  newspaper  ads  masses  of  purple  formed  an  ex- 
:st  Boron  Gasoline  in  Septem-  made  a  substantial  contribution  cellent  backdrop  for  the  atomic 
ir,  1954.  Because  this  was  a  to  the  success  story  of  the  new  and  rocket  ads  that  went  with 
;w  type  of  gasoline,  we  wanted  product.  this  new  product, 

new  color  for  our  ads  to  set  Some  idea  of  the  success  of 

lis  product  apart  from  other  Purple  a  Standout  this  new  product  can  be  gained 

tsolines  and  we  selected  pur-  from  the  fact  that  the  Stand- 

le.  Because  it  was  a  premium  ard  Oil  Company  of  Ohio  issued 

A  distinctive  shade  of  purple  gasoline,  the  class  qualities  of  a  press  release  at  the  time  of 
as  selected  and  special  ink  in-  purple  fitted  Boron  very  one  of  its  stockholders  meetings 

;ructions  were  furnished  to  the  well.  stating  “In  its  first  year,  So- 

apers.  Because  the  purple  Because  Boron  was  automati-  hio’s  Boron  Gasoline  showed  a 
dor  had  been  used  very  little  cally  linked  with  atomic  symbol-  sales  increase  of  62%  over  the 
i  the  Ohio  papers,  it  quickly  ism  at  the  time  of  its  introduc-  Company’s  previous  year’s 

premium  gasoline  sales  vol¬ 
ume.” 


quality.  Some  of  the  best  color  building  job,  and  it  is  quite 
work  was  done  by  some  of  the  obvious  that  without  the  cdor 
smaller  papers. 


_  _  Since  we  have  the  newspaper  ads  would  not 
now  been  running  these  Boron  have  been  able  to  do  this  nearly 
purple  ads  for  four  years  we  as  eflFectively. 
have  reached  the  point  where  Boron  has  continued  over  the 
it  is  a  very  rare  case  when  a  past  four  years  to  have  a  high 
newspaper  does  not  do  a  really  degree  of  news  value  and  its 
good  job  for  us.  sales  success  has  continued. 

All  of  the  Boron  ads  were  Product  improvements  have 


ADVERTISING 

LEADERSHIP 

of  the  Buffalo  Evening  News 


Successful  Promotion 


During  1957  The  NEWS,  a  six-day  newspaper, 
published  66%  of  all  retail  grocery  advertising 
in  all  Buffalo  newspapers  combined. 


SELL  THE  NEWS  READERS  AND  YOU  SELL  THE  WHOLE 
BUFFALO  MARKET  OF  OVER  1,600,000  PEOPLE 


Buffalo  Evening  News 


KELLY-SMITH  CO.— National  Rapraionlativos 
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COLOR  ADDS  A  MAGIC  TOUCH 


• 


IV 


Whether  it’s  Indian  rain-makers  .  .  . 

or  advertising,  color  adds  the  magic  touch  when  it  comes  to 
results.  Advertisers  who  have  used  color  in  The  Washington 
Post  and  Times  Herald  sing  its  praise.  Across  the  nation,  tests 
show  that  in  any  season  of  the  year  newspaper  color  creates 
added  interest,  longer  remembrance,  greater  sales  and  as  high 
as  200%  greater  readership  than  black  and  white  for  only 
small  additional  cost. 

In  The  Washington  Post  and  Times  Herald,  which  has 
nearly  50%  more  circulation  than  any  other  Washington  paper, 
advertisers  can  buy  black  and  one  color  for  a  lower  advertising 
cost  per  1000  circulation  than  the  other  standard  size  news¬ 
paper’s  cost  in  black  and  white. 

Cl)c  tUadiimgton  |)05t 

fiTimes  TPtralil 

430,000  Sunday  circulation  390,000  daily  circulation 

reaJ  by  more  families  than  Washington's  other  two  papers  combined 

Represented  nationally  by:  Sawyer,  Ferguson,  Walker  Company— New  York, 
Chicogo,  Detroit,  Atlanta,  Philadelphia,  San  Franctsco,  Los  Angeles 
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The  ‘Hamm’s  Image 
In  Newspaper  Color 


By  Charles  Adams 

Advertising  Manager 

Theo.  Hamm  Brewing  Co.,  St.  Paul,  Minn. 


E&P  AWARD  WINNER; 

Newspapers  over  250,000  cir. 
culation. 

General  subject,  3  colors  & 
black. 

Chicago  Sun-Times. 

Theo.  Hamm  Brewing  Co. 
Campbell-Mithun,  Inc. 


We  avoid  talking  about  our 
product  in  terms  of  ingredients, 
or  “lightness”  or  “body.”  We 
like  to  express  a  feeling  of  en¬ 
joyment,  of  wonderful  refresh¬ 
ment. 

And  in  color  newspaper  ad¬ 
vertisements  we  achieve  a  “feel” 
different  from  that  expressed  in 


Gateway  to 
the  MOON 


We  Dominate  at  Cape  Canaveral 

[Moo7i  Missile  Base]  in  Brevaid  and  in  four 

other  Florida  counties  where  we 

outsell  Miami,  .lax  and  Tampa  papers  5  to  1. 

Canaveral  spends  $124  million  a  ijear 

to  shoot  the  Moon. 


Down  in  Orlando,  Flo.  we  hove  just  started 
printing  on  our  big  new  $2 Vi  million  (including 
building  and  color  gadgets)  8  unit  Hoe  Color 
Convertible  press,  fully  equipped  with  all  the  lat¬ 
est  devices  to  insure  the  best  color  printing  possible. 

Full  color  isn't  new  to  us. 

We've  been  doing  it  for  over  ten  years. 

We're  the  only  newspaper  in  the  world  to 
print  a  full  color  front  page  cartoon  daily  for  the 
past  decade. 

We've  got  the  facilities  and  the  know-how. 

And  we've  got  a  new  bigger  ABC  City  Zone 
figure  of  171,168. 


Save  Time . .  Labor . .  Space 


Editors’  Contest 

Montpelier,  Vt. 

It’s  editor  against  editor  in 
Vermont  politics  this  Fall.  State 
Republican  campaign  managtf 
is  Gerald  E.  McLaughlin,  edi¬ 
tor  of  the  Springfield  Report^' 
Robert  E,  ~ 


_ _ Cronin,  city  editor 

of  the  Burlington  Daily  Nev$, 
is  publicity  chief  for  the  Demo¬ 
crats.  No  Democrat  has  beeo 
elected  to  the  Vermont  gover 
norship  in  the  state’s  167-yeM 
political  history. 
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Write  for  ^ 

complete 

information 


Orlando  Sentinel-Star 


‘Ask  Branham  about  Sentinel-Star  Color" 
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In  1957  advertisers 
cashed  in  by  running 
1,049,481  lines  of  ROP 
COLOR  in  the  STAR- 
TELEGRAM. 

^  *■  ;/  T-  :  X, :  .  V  . 
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Fort  Worth  Star-Telegram 

AMON  G.  CARTER,  Jr.,  President  and  National  Advertising  Director 


LARGEST  COMBINED  DAILY  CIRCULATION  IN  TEXAS 


without  the  use  of  schemes,  premiums  or  contests 
“Just  a  good  newspaper" 
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I  T  T  1  1  1  color  ads  were  highly 

I  |— O  n /l  O  r»ri  merchandiseable  to  salesmen 

lldUO  kJ  tdllLlCJll  U.  and  station  dealers,  bolstering 

_  ^  their  enthusiasm  for  the  prod- 

TT'  1 1|  *  T")  ^  Reproduction  of  the  color 

-Cjarn  1  ne  oig;  ijoniis  se^me  sta- 

^  tions  added  to  the  advertising 

D  TOr  1  »  W.T  display  of  the  dealer’s  products. 

By  Wesley  I.  Nunn  The  ads  also  dramatized  the 

Advertising  Manager  message  of  the  salesmen  who 

standard  Oil  Co.  of  Indiana  could  use  them  forcefully  in 

making  a  sale. 

Years  of  successful  experi-  every  product  will  respond  to  .  ..  .... 

ence  with  newspaper  color  have  color  treatment,  or  at  least  the  ability 

convinced  Standard  Oil  Com-  product  package.  The  second  advantage  was  the 

pany  (Indiana)  of  its  adver-  When  Standard  Oil  first  used  availability  of  color  in  areas  of 
tising  efficiency.  With  recent  color  more  than  a  quarter  of  a  our  marketing  territory  where 
ROP  expansion  and  technical  century  ago  in  newspaper  sup-  it  was  impractical  in  other  mass 

improvement,  it  is  of  ever-  plements,  it  wasn’t  the  actual  media  outlets, 

increasing  importance  to  us.  product  itself — gasoline — that  .. 


ThffveTrwipiT^'^  itseU-psoline-that  ^e  also  learned  that  color 

M  ^  pnp  will  not  upgrade  and  make  dy- 

Big  Bonus  campaign,  ROP  vertisement.  It  was  the  colorful  _ : _ j  i _ .* 


Wesley  I.  Nunn 


“Big  Bonus”  campaign,  ROP  vertisemen 
color  offered  an  excellent  means  red  pumps, 
of  getting  our  story  across  in  „  , 

our  15-state  Midwest  and  Rocky 
Mountain  marketing  area.  What  w 


namic  a  poorly  conceived  layout 


)ior  presses,  off  colors,  and  bad 
register  still  are  obstacles. 
Again,  the  use  of  ROP  color 


Color  Adds  Impact 


A  layout  for  color  must  be  as  j^g  increasing  availability 

good  as,  if  not  better  than,  that  indicate  it  has  come  of  age, 


What  we  ^ined  by  color  in  u^menC  This 
those  first  four-color  process 


for  a  bla^  and  white  adver-  g^^ijj  jackg  some  of  the  ma- 
tisement.  This  still  holds  true,  turity  that  comes  with  long  ex- 


E&P  AWARD  WINNER; 

Newspapers  under  100,000  cir¬ 
culation. 


ads  was  impact  and  greater  1949,  we  ran  our  first  ROP  perience. 

readership  that  capitalized  on  Our  advertising  department 

color  a<!<!Ociation  of  trnHe  nnmo  ^950  OUr  first  fOUr-COlor  prOC-  , 

color  ^sociation  of  trade  name  nnnenroH  agency  handling  oar 

and  the  pump  “package.”  In  appeared.  products  advertising,  D’Arcy 


General  subject,  1  color  &  black,  those  early  years,  the  novelty  It  was  then,  and  still  is  cost-  Advertising  Company,  work 
Rock  Island  (III.)  Argus.  alone  of  color  assured  the  adver-  ly-  The  use  of  color  by  an  ad-  closelv  with  papers  where  we 

Standard  Oil  Ck>.  of  Indiana.  - — j  -  -t-  -  — — - iv-* - 1-  i—  ■'  - r 

D’Arcy  Advertising  Co. 


In  full  page  ads  color  under-  major  market  areas,  it  was 
scored  our  news  as  well  as  get-  practical  from  a  technical  as 


ting  indentification  for  pumps  as  a  budget  standpoint  to 


tisement  of  high  readership.  vertiser  means  that  much  less  place  our  ROP  color  ads  to  pre- 
For  these  reasons,  and  the  ®P®oe  can  be  purchased  from  a  elude  these  technical  deficiencies 
ct  that  color  was  available  in  Sivon  budget.  as  much  as  possible.  This  has 

ir  major  market  areas,  it  was  Roadmtiin  proved  to  be  of  mutual  benefit 

-actical  from  a  technical  as  In  the  process,  we  also  have 

ell  as  a  budget  standpoint  to  But  the  use  of  just  one  addi-  learned  that  preparation  of 


fact  that  color  was  available  in  Kiven  budget. 

our  ^jor  market  areas,  it  was  increases  Readership 


preparation  of 


and  our  Torch  and  Oval  logo,  utilize  color,  although  it  was  tional  color  increases  reader-  color  ads  takes  much  more  care 


No  driver  in  the  family  was  costly, 
likely  to  miss  these  ads.  This  Our  first  considerations,  and  r^ut  the  added  cost,  as  shown  the  advertiser  and  the  agency, 

year  we  are  scheduling  over  a  ones  which  still  hold  today,  were  ^y  studies  through  the  years. 

million  and  3  quarter  lines  of  the  assurance  that  we  had  a  We  know  that  it  increases  the  Color  linage  Crows 

ROP.  product  name  and  package  that  impact  of  the  message,  that  the 

lent  themselves  to  color,  a  dis-  message  penetrates  deeper,  and  (Jur  success  with  ROP  colo 


ship  of  our  ads  enough  to  war-  and  consideration  on  the  part  of 


Color  linage  Crows 


lent  themselves  to  color,  a  dis-  message  penetrates  deeper,  and  (jm*  success  with  ROP  color 
Must  Be  Used  Wisely  tinctive  trademark  symbol  that  i^  i®  remembered  longer  by  the  and  its  development  can  be  t(^(l 

could  be  associated  forcefully  consumer.  These  continuing  in  figures.  In  1965,  for  instance, 

But  there  still  are  major  con-  jjy  color,  and  the  fact  w’e  could  studies,  along  with  the  techni-  our  color  linage  was  870,337 

siderations  to  be  weighed  before  use  color  in  our  major  market  improvements  in  ROP  pro-  lines;  this  year  we  are  schedul- 


a  color  campaign  is  launched 
if  the  advertiser  wants  his  ad¬ 
vertising  dollar  spent  judici¬ 
ously. 


Merchandising  Tool 
Initially  there  were  two  other 


duction,  have  confirmed 
original  favorable  opinion. 


ing  around  1,762,000  lines. 
Three  years  ago  we  used  74 


It  adds  up  to  this :  Reasonably  papers  in  our  15-state  market- 
priced  color  offers  a  bonus  in  ing  area  and  this  year  we  an 


Not  every  campaign  will  lend  considerations  that  have  less-  papers  where  there  is  consider-  using  176  papers.  Our  four-color 
itself  to  color.  We  feel,  for  in-  ened  somewhat  in  importance  able  competition  to  attract  the  ads  have  jumped  from  one  page 


stance,  that  conservativeness  in  recent  years  because  of  ad- 
and  dignity  result  from  the  use  vances  in  merchandising  tech- 
of  black  and  white  in  our  insti-  niques  and  expansion  of  other 
tutional  advertising.  But  almost  mass  media  outlets. 


Everything  in  Baltimore 
revolves  around 


readers’  attention.  in  11  papers  in  1955  to  6  pages 

That  phrase  “reasonably  in  20  papers  this  year, 
priced,”  is  important.  No  one  Time-tested  techniques  an 
will  argue  against  a  premiiim  I'csults  had  convinced  us  tha 
rate  for  color.  But  there  is  a  ROP  color 
wide  range  in  the  premium  ^  reach  quickly  the^  greatest 
charged  by  different  newspapers  mass  of  motorists  with  grea 
that  often  is  out  of  proportion  impact  and  lasting  effect. 


THE 


SUN 


to  the  circulation  and  the  quality  Larger  Budget 

of  work  produced  by  a  given 

newspaiier.  This  is  cme  of  the  We  had  new,  colorful  product 
considerations  that  must  be  to  illustrate  in  our  layouts,  ROP 
weighed  in  a  general  color  cam-  facilities  were  in  greater  num- 
paign.  ber  in  our  vital  marketing  areas, 

and  we  had  a  campaign  that 
Technical  Improvement  warranted  a  larger  budget. 
T«'h'n  TirrttrrAstn  liflji  hepTi  Added  to  this  was  thc  greater 


uvni.iPf^ 


Morning  * 


Technical  Improvement  warranted  a  larger  budget. 

Technical  progress  has  been  Added  to  this  was  the 
general  and  very  heartening  concern  of  tte  ®cy®P®P®” 
through  the  years  with  much  of  which  we  scheduled  ow  i 
it  attributable  to  research  and  tions  for  doiiig  the  b^  rep 
study  by  the  Milwaukee  (Wis.)  duction  job  they  could. 
Journal,  Chicago  (Ill.)  Tribune,  ROP  color  proved  to  be 
the  ANPA  committees,  and  in-  “Big  Bonus”  for  our  Dig 
dustry  suppliers.  But  dirty  Bonus”  theme. 
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Bread  ‘Easy  To  See’ 
As  Arnold  Uses  ROP 

By  Philip  N.  Schuyler 


Highly  important  in  these 
days  of  stranglehold  super¬ 
market  and  other  self-help  retail 
competition  is  to  have  shoppers 
carry  to  stores  in  their  mind’s 
eye  images  of  the  brands  they’re 
out  to  buy. 

Advertising  agencies,  keyed  to 
the  modem  marketing  concept, 
go  to  grreat  lengths  to  forge  a 
firm  link  between  brain  and 
hand  to  stimulate  that  final 
reach  for  a  package  on  a  shelf. 


E&P  AWARD  WINNER: 

Newspapers  under  100,000  cir¬ 
culation. 

Food  subject,  1  color  &  black. 
Holyoke  (Mass.)  Transcript- 
Telegram. 

Arnold  Bakers,  Inc. 

Charles  W.  Hoyt  Co. 


Paul  Dean  Arnold,  president, 
Arnold  Bakers,  Inc.,  had  this 
fact  of  advertising  life  in  mind 


as  did  executives  of  Charles  W. 
Hoyt,  Co.,  Inc.,  his  advertising 
agency,  when  a  “New  Look” 
wrapper  for  Arnold  bread  was 
introduced  last  March. 

Color  Did  Trick 

An  ROP  newspaper  spot  color 
campaign  did  the  trick. 

“I  think  very  highly  of  ROP 
newspaper  spot  color,”  Pat 
Casey,  Arnold’s  sales  manager, 
said  this  week.  “The  fact  that 
we  could  put  the  exact  blue  of 
our  new  wrapper  into  our  news¬ 
paper  advertisements  proved  a 
tremendous  aid  in  quickening 
consumer  response. 

“It  is  very  important  for 
shoppers  to  come  into  stores 
with  ideas  about  your  product  in 
mind.  Color  offers  one  of  the 
surest  ways  to  shorten  that  last 
gap  between  consumers  and  your 
brand  on  crowded  retail 
shelves.” 

Some  time  after  the  initial 
excitement  of  the  introduction 


Hub  of  a  Tri-State 
Area  taking  in  all  of 
Washington  County, 
Maryland,  5  counties 
of  Pennsylvania  and 
West  Virginia. 


HAGERSTOWN 


Maryland's  second  largest  market 

proves  the  tide  has  turned 


Earning  power  has  stepped  up  .  . . 
industry  is  expanding  .  .  .  the 
community  is  bursting  with  people 
who  want  more  .  .  .  buy  more 
SHOP  MORE  AND  MORE  FROM 
THE  BLACK  AND  WHITE  AND 
R.O.P.  COLOR  PAGES  OF 


No.  of  families 
UP  3% 

Family  income 
UP  15.2% 


I  Retail  sales 
\|  /  UP  13% 


Heralb-Hlail 

*  29,000  circulation 

HAGERSTOWN,  MD. 

Nationally  represented  by  Burke,  Kuipers,  Mahoney,  Inc. 
New  York  •  Chicago  •  Detroit  •  Atlanta  •  Charlotte  •  Dallas 
Kansos  City  *  Oklahomo  City  ■  Son  Francisco 


had  subsided,  Mr.  Arnold  re¬ 
ported  that  the  blue  “New  Look” 
wrapper  was  doing  well  in  its 
assigned  job. 

Bread  Sales  Up 

“Our  bread  sales  are  running 
substantially  ahead  of  last  year 
and  roll  sales  are  holding  up 
well,  too.  These  figures  are  sig¬ 
nificant  because  our  bread  is  the 
highest  priced  in  the  market  and 
these  are  hamburger  rather  than 
sirloin  steak  times.” 

Robert  Dingwall,  vice-presi¬ 
dent  and  account  executive, 
Charles  W.  Hoyt  Co.,  planned 
with  Mr.  Arnold,  Mr.  Casey,  and 
Fred  Wester,  Arnold’s  adver¬ 
tising  and  public  relations  direc¬ 
tor,  a  well-rounded  advertising 
campaign  to  introduce  the  new 
wrapper  where  the  client’s 
bread  is  sold. 

The  kickoff  came  last  March 
31  with  1,000-line  ROP  spot 
color  ads  in  as  many  of  the  67 
newspapers  in  60  cities  that 
could  meet  the  requirements. 
Since  Arnold  sells  a  premium 
bread,  the  newspaper  copy  was 
supplemented  by  full  color  copy 
in  the  New  Yorker  magazine. 
While  no  color  was  available  on 
TV  to  carry  consumers  quickly 
to  the  shelves,  a  smartly  con¬ 
trived  animated  cartoon  served 
the  purpose.  For  radio  spots 
there  was  a  jingle  sxmg  to  a  tune 
to  which  the  agency  bought  the 
rights  for  Arnold. 

Papers  (»ol  ‘Best’ 

Considerable  care  was  taken 
by  the  agency  in  designing  the 
ROP  spot  color  newspaper  ad¬ 
vertisement.  Norman  Lamport, 
the  production  manager  with 
more  than  26  years  experience 
under  his  belt,  made  certain  that 
the  papers  got  the  best  possible 
mats,  and  prog^ressive  proofs  of 
plates  made  by  Keystone  En¬ 
graving  Company. 

John  D.  Lucas,  creative  man 
on  the  account,  was  responsible 
for  the  copy,  desig^ned  by  Joseph 
Sample,  art  director. 

What  was  sought  and  achieved 
was  as  an  exact  reproduction  of 
the  new  wrapper,  designed  by 
Lippincott  and  Marg^ulies,  Inc. 
The  new  “Arnold  Look”  was 
built  around  stripes  of  two 
shades  of  blue,  a  turquoise  and 
dark  hue. 

“New  Spring  Look ...  for  that 
Good  Arnold  Taste”  was  the 


New  Spring 
Look 

lhrTllAT(X)f>l)AflN()l.r>TV 


“Because  Arnold  bread  is  of 
highest  quality,  we  wanted  and 
believe  we  did  keep  our  copy 
in  the  best  possible  good  taste,” 
Mr.  Lucas  said,  speaking  for  the 
creative  side  of  the  agency. 
“Simplicity  is  always  in  ex¬ 
quisite  taste,  and  it  also  helped 
us  achieve  good  newspaper  re¬ 
production.  The  headline  was 
hand-lettered  in  Bodoni  style. 
The  body  text  is  a  news  Gothic." 

Favorable  Comments 

Mr.  Dingwall  added: 

“We  believe  that  ROP  spot 
color  was  used  most  effectively 
for  Arnold.  We  were  pleased  by 
the  impression  made  on  con¬ 
sumers  and  by  the  favorable 
comments  received  when  the  ad 
was  merchandised  to  the  trade 
and  salesmen. 

“Undoubtedly  Arnold  Bakers 
will  use  ROP  color  again  in  cer¬ 
tain  newspaper  markets.  We  as 
an  agency  have  used  it  for  other 
clients  with  complete  satisfac¬ 
tion.” 


Plane  Crash  Picture 
In  Color  in  8  Hours 

Minneapolis 
A  page  one  color  photo  of  the 
pre-dawn  crash  of  a  commercial 
airliner  greeted  readers  of  the 
Minneapolis  Star  the  same  aft¬ 
ernoon. 

A  Northwest  Airlines  DC6B 
had  taken  off  from  the  Minne- 
apolis-St.  Paul  metropolitan  air¬ 
port  at  3:36  a.m.  Aug.  28,  only 
to  crash  seconds  later. 

The  Star’s  picture  editor, 
Herb  Germar,  who  had  received 
xoatc  Wiuj  me  ^^^d  of  the  crash  at  his  home, 
headline  in  black  with  the  blues  ^  photographer,  Wayne  Beu, 
of  the  stripes  brightening  the  ^  a-va.  to  cover 

feathers  of  a  jaimty  bluebird, 
drawn  for  the  agency  by  Ber¬ 
nard  Symancyk,  artist  of  New 
Hyde  Park,  N.  Y.  Incidentally, 
the  idea  of  featuring  the  blue¬ 
bird  was  the  happy  thought  of 
Mr.  Arnold  himself. 


crash. 

Mr.  Bell  photographed  the 
burning  airliner  on  Kodacolor 
film.  More  fast  work  in  the  shop 
had  the  color  plates  on  the 
presses  by  noon,  eight  hours 
after  the  crash. 
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HOWDY, 
NEW  YORK! 


We  color-bearers  from  beyond  the  Appalachians  are 
mighty  happy  to  be  here. 

With  the  3rd  Annual  R  O  P  Color  Conference  in 
the  big  city  for  the  first  time,  we  just  naturally  headed 
east  to  Join  the  big  doings. 

Now,  back  midwest  where  we  come  from,  we  were 
weaned  on  R  O  P  Color.  Used  it  on  the  front  page 
t)f  The  Milwaukee  Journal  way  back  in  1891!  With 
a  handful  of  other  new  spaper  Dan’l  Boones,  we've 
been  blazing  trails  in  color  ever  since. 

(iot  lots  of  kinfolk  w  ho  go  for  R  O  P  Color,  too— 
some  650  other  new  spapers.  thousands  of  advertisers 
and  agencies,  plus  millions  of  consumers  from  coast 
to  coast.  (Remember  how  our  ColoROPtics  Survev 
last  year  proved  the  bonus  values  of  R  O  P  Color?) 

Drop  in  on  us  at  the  Waldorf  during  the  Color  Con¬ 
ference.  The  .lournal's  "ROP  Color  Service  for 
Newspapers”  w  ill  have  scores  of  up-to-date  examples 
of  what  others  are  doing  in  the  rapidly  expanding 
newspaper  color  field 


THE  MILWAUKEE  JOURNAL 

World  Leader  in  ROP  Color 
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Dallas  Daily 
Runs  Section 
In  ‘RIT  Color’ 

i  Dallas,  Tex. 

A  color  process  developed  by 
Rochester  Institute  of  Tech¬ 
nology  announced  the  21st  An¬ 
nual  Neiman-Marcus  Fashion 
Exposition  in  the  Sept.  3  edi¬ 
tions  of  the  Dalian  Times- 
Herald. 

Entitled  “RIT  color,”  the 
process  was  developed  for  web 
offset  presses.  It  was  used  for 
the  first  time  in  a  regular  full 
newspaper  run  in  the  Dallas 
newspaper  in  a  special  four 
page  section.  The  process  was 
earlier  used  as  an  experiment  in 
the  RIT  Reporter,  the  Orlando 
(Fla.)  Sentinel  and  the  Saint 
Petersburg  (Fla.)  Times. 

The  Neiman-Marcus  section 
included  full  color  on  pages  one 
and  four  and  one  color  plus 
black  on  each  of  pages  two  and 
three.  Pages  one  and  four  were 
printed  as  a  single  double  truck 
21  inches  by  27  inches  in  size 
from  a  single  plate  without  a 
break. 

Joint  Project 

The  special  section  was  pro¬ 
duced  as  a  joint  research  proj¬ 
ect  of  Neiman-Marcus,  the 
(  Times-Herald  and  the  RIT.  The 
Graphic  Arts  Research  Depart¬ 
ment  of  RIT  has  for  several 
years  been  doing  research  work 
leading  to  development  of  a 
system  of  web  offset  process 
color  newspaper  printing  which 
would  be  low-cost,  high  quality 
and  use  as  little  time  as  possible 
between  the  reception  of  color 
transparencies  and  on-the- 
street-sale. 

Preliminary  experimental 
work  was  done  on  the  RIT  Re¬ 
porter  where  the  Kodak  short- 
run  three-color  process  was 
adapted  to  newsprint  require¬ 
ments.  Color  has  been  a  fre¬ 
quent  feature  of  the  Reporter 
since  1954. 


newspaper  press  as  the  latter 
was  printing  one  of  the  black 
and  white  advance  sections  of 
the  July  30,  1956,  issue.  How¬ 
ever,  this  was  only  a  test  run 
and  was  to  a  partial  group  of 
subscribers. 

The  Neiman-Marcus  supple¬ 
ment  is  said  to  be  the  first  full 
run  of  the  new  process  in 
supplement  and  the  largest  ever 
printed  in  RIT  color. 

• 

Color  in  Movie  Ads 

Chicago 

The  motion  picture  directory 
of  the  Chicago  Tribune  turned 
technicolor  last  week.  Three 
color  advertisements  of  movies 
were  published  during  the  week, 
setting  a  new  record,  according 
to  Arthur  B.  Olsen,  classified 
display  advertising  manager  for 
the  paper. 


Color  Forums 
For  Retailers 

Color  forums  for  local  re¬ 
tailers  has  been  scheduled  for 
Green  Bay  and  Appleton  (Wis.), 
Sept.  29-30. 

Sponsored  by  the  Green  Bay 
Press-Gazette  and  the  Appleton- 
Nee  nah-Menasha  Post  Crescent, 
the  forums  will  feature  nation¬ 
ally  recognized  authorities  on 
ROP  color,  its  uses  and  poten¬ 
tial. 

Included  on  duplicate  pro¬ 
grams  to  be  presented  by  the 
newspapers  are:  Ernest  Kloster- 
mann,  general  manager  of  Sta- 
Hi  Color  Service  Sales  Corp.; 
“Coloroptics”  presented  by 
the  Milwaukee  Journal;  Norman 
Richart,  Multi-Ad  Color  Service, 
and  Erwin  Gionnoni,  Stereotype 


Superintendent,  Chicago  Trib¬ 
une. 

Among  the  major  topics  to  be 
presented  are :  “What  (k)lor  Can 
Do  For  An  Advertiser;”  “Color 
Advertising  For  The  Retailer;” 
“Use  and  Preparation  of  News¬ 
paper  Color  Advertising  For 
Greatest  Effectiveness;”  and  a 
fihn  from  R.  Hoe  &  Company 
titled,  “Color  Sells  Everything.” 

Both  newspapers  plan  after¬ 
noon  and  evening  sessions.  The 
afternoon  sessions  will  be  chief¬ 
ly  for  advertisers. 

In  addition  to  the  topics  cov¬ 
ered  during  the  afternoon  ses¬ 
sions,  the  evening  sessions  will 
include  two  features:  “The  Art 
of  Newspaper  ROP  Color,”  a 
film  strip  of  the  Bureau  of  Ad¬ 
vertising,  ANPA;  and  “News¬ 
paper  Color  Advertising  Tech¬ 
niques,”  by  Erwin  Gionnoni. 


In  TOTAL  advertising  linage 

NOW  2nd 
IN  THE  NATION! 


(media  Records  *57) 


llhe  illiarai  Utmld 


¥ 


The  next  step  w'as  the  print¬ 
ing  of  a  16-page  supplement  for 
the  Orlando  (Fla.)  Sentinel  in 
1955.  This  paper  was  folded  to 
tabloid  size  as  it  came  off  the 
RIT  Webendorfer  press. 

Then,  on  July  30,  1956,  RIT 
produced  a  web  offset  color  sup¬ 
plement  that  was  folded  into  a 
^Rnlar  American  newspaper. 

RlT  printed  and  rewound 
several  rolls  of  newsprint  on  its 
ATF  Webendorfer  four-color 
(both  sides)  web  fed  offset 
press  and  shipped  them  to  St. 

Petersburg,  where  they  were 
fed  into  the  folder  of  the  Times’ 
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Blankets  Florida's  $2*/t-billion  "Gold  Coast"  retail  market  at  one 
LOW  cost. 

The  Herald  set  an  all-time-high  circulation  record  for  6-month 
period* — UP  14,815  for  week  day  average  of  302,264;  UP  21,197 
for  a  Sunday  average  of  366,584. 


*Publithor's  statement  to  ABC,  Mar.  31,  1958 
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Ads  for  Coca-Cola 
Bottlers  Win  Award 


Advertisers 
Know  That 


campaign  is  naturally  to  in¬ 
crease  the  sale  of  ‘Coke’  by 
putting  ‘Coca-Cola’  red  on  news 
pages,”  Mr.  Free  said.  ‘‘Copy 
calls  attention  to  the  many  at¬ 
tributes  of  the  drink. 

‘‘Proper  use  of  color  is  a  very 
great  addition  to  newspaper  ad¬ 
vertising.  It  gives  forcefulness 
to  our  message  on  the  news¬ 
print  page.  Because  of  Coca- 
Cola’s  long  use  of  red,  that 
color  has  an  image-building 
quality  that  dominates  the  page. 

‘‘We  try  in  all  our  HOP  color 
ads  to  use  big  flat  areas  of  the 
color  together  with  a  symbolic, 
clear-cut  illustration  with  as 
much  vitality  and  character  as 
we  can  capture.” 

Artist  responsible  for  the 
drawing  in  the  winning  ad  was 
Bemie  Fuchs,  Detroit,  Mich., 
who  also  illustrates  some  auto¬ 
motive  copy  and  creates  the 
four-color  and  two-color  adver- 
used  the  brilliant  Coca-Cola  red  tisements  used  by  Coca-Cola  in 

T/iis  Week, 


ROP 

COLOR 

Sells  Better 


that's  wh 
they  are 
setting 


E&P  SPOT  COLOR 
CREATIVITY  AWARD 
WINNER 

Advertiser:  Coca-Cola  Co.; 
Advertising  Manager:  E.  De- 
lony  Sledge;  Agency:  McCann- 
Erickson,  Inc.;  Art  Director; 
William  Free;  Copy  Chief:  Al¬ 
berta  Hays. 


Big  Names 
OnDaily’sRoll 
Of  Color  Users 


Chicago 

Color  advertising  has  grown 
-  ,  in  a  big  way  in  the  Chicago 

as  background  for  a  line  draw-  This  Week,  American.  Weekly  Daily  News  since  it  was  intro-  1 
ing  of  a  pretty  girl  holding  a  and  31  independent  Sunday  duced. 

glass  into  which  the  beverage  supplements.  This  advertising  The  Daily  News  first  began 
was  being  poured  by  the  hand  in  the  Sunday  magazines  is  printing  spot  color  in  late  1954. 
of  the  otherwise-unseen  boy  placed  nationally  through  Four  color  printing  on  Thurs- 
friend.  The  same  red  was  used  McC-E.  days  was  inaugurated  in  De- 

on  the  well  known  ‘‘Drink  Coca-  “Too  many  users  of  ROP  cember  of  1966. 

Cola”  circle,  the  “sign  of  good  newspaper  color  try  to  use  the  When  spot  color  was  an- 
taste.”  same  kind  of  color  advertising  nounced  in  ’54,  the  News  ran 

The  series  of  six  was  pre-  as  appears  in  magazines,”  Mr.  17,000-plus  lines  that  year, 
pared  in  both  black  and  white  Free  said.  ‘‘Rather  than  help-  By  '55  the  total  had  moved 
and  color  in  full  page  and  1,000-  ing,  I  feel  that  this  harms  the  to  more  than  300,000  lines  for 
line  sizes.  The  ads  were  furn-  medium.  In  reproduction  you  are  the  year, 
ished  to  1100  bottlers  for  use  as  likely  to  get  spotty  areas — bits  In  1957,  the  News  ran  more 
desired.  About  200  newspapers  and  pieces — rather  than  a  big  than  800,000  lines  of  color  ad- 
carried  the  ROP  one  color  and  bold  spread.”  vertising,  including  spot  and 

black  version,  representing  To  insure  best  possible  re-  ^ 

about  75%  of  the  total  news-  production  by  the  fast  news-  « 

of  1958,  the  News  had  nm  more 
color  advertising  than  in  any 
other  similar  period  in  any  pre¬ 
vious  year.  Some  “big  name” 
accounts : 

Pepsi  Cola 
Oscar  Mayer 
Standard  Oil 
Cities  Seiwice 
Milnot 
Libby’s 
Del  Monte 
Stokely-Van  Camp 
Stewart’s  Coffee 
Rath  Packing 
Booth  Fisheries 

3.Color  News  Shot  Producers 

Red  Cross  Products 
Worcester,  Mass.  Vienna  Sausage 

August  17  was  a  three-color  Agar  Packing 

day  for  the  Worcester  Sunday  Perfect  Plus  Hose 
Telegram.  New  press  equipment  Perk  Dog  Food 

made  possible  the  printing  of  O’Cedar 

a  three-color  news  photograph  Thos.  J.  Webb 

on  the  front  page  of  the  House  Star  Kist  Tuna 

and  Home  Section.  Mechanical  Kroger 

Superintendent  Bill  Weinrich  A&P 

supervised  the  job.  National  Tea. 
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Call-Chronicle 
Newspapers’" 
Allentown,  Pa. 

1st  7  Months  'S7 
191  Ads 


1st  7  Months  '58 


To  insure  best  possible  re¬ 
production  by  the  fast  news¬ 
paper  presses,  Mr.  Free  speci- 
the  Bottlers  invest  in  excess  of  fies  mats  by  ^pid  Electrotype. 
$3,000,000  a  year  advertising  Each  is  accompanied  by  veloxes. 
Coca  Cola  in  newspapers.  A  note  to  publishers  requests 

E.  Delony  Sledge  is  vicepresi-  use  of  Morrill  red  AM  5838. 
dent  in  charge  of  advertising  Before  he  became  associated 
for  Coca-Cola  at  Atlanta,  Ga.,  with  McC-E,  Mr.  Free  was  with 
headquarters.  Albert  Burke  is  N.  W.  Ayer  &  Son,  where  he 
in  charge  of  the  newspaper  pro-  also  designed  ROP  color  copy 
pram.  for  National  Dairies,  also  one 

g...  r  rkL-  ••  fbe  first  winners  of  the  Edi- 

Chief  Objective  __  .  Pttht  isthtp 


THE  MORNING  CALL 


EVENING  CHRONICLE 


SUNDAY  CALL-CHRONICLE 


Lehigh  Valley’s 
Most  Popular 
Newspapers 


NMnmI  Rifm«rta(iv« 
Stwy,  InMkt  $  Flaky,  lac. 


A  SEMINAR  OF  PRACTICAl  INSTRUaiON  AND  STIMULATION 


The  3rd  Annual  Newspaper  ROP  Calor  Conference  to 
be  held  at  the  Waldorf-Astaria,  September  15,  16  and 
17,  will  be  an  event  that  offers  something  to  everyone 
concerned  with  the  preparation,  production,  printing, 
promotion  and  sale  of  ROP  Color. 

All  facets  of  ROP  Color  will  be  covered  by  experts  in 
the  various  phases  af  the  art,  providing  an  opportunity 
for  all  to  review  critically  and  analytically  the  latest 
developments  in  ROP  color  reproduction.  The  adver¬ 
tiser's  and  agency's  stake  in  newspaper  color  develop¬ 
ment  is  obvious  and  its  use  is  steadily  on  the  rise,  but 
also  to  be  considered  is  its  great  reach  and  effect  on 
newsprint,  press  and  equipment,  engraving,  ink,  and 
other  areas  of  the  graphic  arts. 


‘  The  Conference  will  compress  years  of  know-how  into 
two  and  a  half  days  of  what  wilt  be  virtually  a  graduate 
seminar  of  practical  instruction  and  stimulation. 

For  those  who  are  actually  engaged  in  the  mechanical 
production  of  ROP  Color,  there  will  be  ample  oppor¬ 
tunity  for  discussion  of  any  problems  in  the  mechanical 
panel  sessions  that  will  be  held  for  a  full  afternoon  and 
a  full  morning  period  on  Tuesday  afternoon  and  Wed¬ 
nesday  morning. 

Executives  of  advertisers  and  agencies  will  find  these 
discussions  highly  interesting  as  they  will  prove  most 
instructive  in  how  to  best  use  the  newspaper  ROP  facil¬ 
ities  for  satisfactory  reproduction. 


ROP  COLOR  CONFERENCE 

141  East  44th  Street  •  New  York  17  •  Teh  MU  2-4268 
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How  Sealtest  Ad 
Won  E&P  Color  Prize 


Clever  conversion  of  maga- 
rine  plates  for  reproduction  on 
newsprint  helped  the  Sealtest 
Division  of  National  Dairy 
Products  Corp.  and  N.  W.  Ayer 
&  Son,  its  agency,  win  the  Edi¬ 
tor  &  PUBLISHE®  Creativity 
Award  in  the  four-color  class. 

E&P  FULL  COLOR 
CREATIVITY  AWARD 
WINNER 

Advertiser:  National  Dairy 
Products  Corp.;  Advertising 
Manager:  James  Lunn;  Agency: 
N.  W.  Ayer  &  Son;  Art  Direc¬ 
tor:  Charles  Coiner. 

The  advertisement  taking  the 
prize  pictured  a  plate  of  appetiz¬ 
ing  black  raspberry  ice  cream 
against  a  deep  purple  back¬ 
ground  (see  cut).  It  appeared 
as  part  of  a  continuing  cam¬ 
paign  in  12  newspapers.  Judges 
picked  it  from  193  entries  in 
the  first  annual  competition  of 
its  kind. 

Among  those  on  the  honor 


roll  behind  the  prize  winner 
were  Glenn  Gundell,  vicepresi¬ 
dent,  marketing,  and  James 
Lunn,  advertising  and  promo¬ 
tion  manager.  National  Dairy; 
Charles  Coiner,  vicepresident  in 
charge  of  art,  Charles  Ax,  su¬ 
pervising  art  director;  and  Rob¬ 
ert  Leubers  and  Wing  Fong, 
assistant  art  directors  at  Ayer. 

Secret  Process 

Entitled  to  honorable  men¬ 
tion,  too,  is  Gordon  Brightman, 
Jahn  &  Ollier  Engraving  Com¬ 
pany,  Chicago,  where  a  trade- 
secret  process  has  been  devel¬ 
oped  to  convert  fine  screen 
magazine  four-color  plates  to 
65  or  75-line  screen  for  news¬ 
paper  reproduction.  Called  by 
the  registered  name  “Converta- 
plate,”  it  can  take  the  maga¬ 
zine  copy  and  re-make  it  in 
the  same,  reduced,  or  larger 
size,  eliminating  or  adding  ele¬ 
ments  as  desired,  according  to 
Mr.  Brightman.  Harry  Suseh- 
mile,  Ayer’s  director  of  print¬ 
ing,  estimated  that  the  process 
represented  a  50%  savings  over 


Yes  sir,  we  ve  been  printing 


ROP  Spot  and  Full  Color 


for  years. 


Last  year  we  printed  2 1 8  color  ads 


#  134  Local  Color  Ads 


•  84  National  Color  Ads 


•  34  Full  Color  Ads 


Delivering  27  counties  in  North  Dakota  and  Western 


Minnesota:  54,660  ABC  Daily,  53,997  Sunday. 


THE  FARGO  FORUM 


Fargo,  North  Dakota 


Represented  by  Kelly-Smith  Company 


the  use  of  conventional  copper 
plates. 

In  telling  the  story  behind 
the  advertisement,  George  Laz- 
emick,  the  New  York  photog¬ 
rapher,  should  not  be  overlooked. 
The  picture  in  the  advertise¬ 
ment  was  reproduced  exactly 
as  he  took  it  against  the  purple 
background,  including  cut-out 
letters  of  the  ice  cream  name 
“Black  Raspberry,”  with  life¬ 
like  wax  berries  stuck  into  the 
open  spaces. 

Advantages 

What  the  total  team  produced 
adds  up  to  these  advantages: 

1)  Concentration  of  product 
image  simultaneously  in  maga¬ 
zines  and  newspapers;  2)  Appe¬ 
tite  appeal  in  local  markets 
where  consumers  do  business; 
3)  A  “very  beautiful”  job  done 
on  newsprint;  and  4)  Savings 
in  costs,  because  no  original  art 
work  was  required  and  the  con¬ 
version  of  the  original  fine  to 
coarse  screen,  is  less  expensive 
than  making  new  copper  plates. 

National  Dairy’s  experience 
with  ROP  newspaper  color  dates 
back  to  1954.  It  was  then  that 
it  was  first  learned  that  maga¬ 
zine  plates  could  be  used  at  not 
too  great  expense.  The  first 
adapted  magazine  ad  appeared 
in  the  Peoria  (Ill.)  Journal- 
Star. 

Early  Problems 

Some  reproduction  troubles 
were  encountered  at  first.  But 
the  list  of  papers  was  gradually 
extended.  National  Dairy  ap¬ 
preciates  the  value  of  newspa¬ 
per  advertising.  Today  some  250 
papers  carry  its  copy  for  a  va¬ 
riety  of  products.  The  milk 
products  division  is  now  using 
68  newspapers  in  ROP  color. 
Both  the  ice  cream  and  the  milk 
products  will  be  promoted  in 
color  in  more  and  more  papers 
as  the  firm  becomes  convinced 
that  good  reproduction  will  be 
forthcoming. 

“Color  undeniably  adds  a 
great  deal  to  appetite  appeal,” 
according  to  Sealtest  Division. 
“In  newspapers  it  has  particu¬ 
lar  attention-getting  values.  On 
the  other  hand,  many  newspa¬ 
pers  offering  ROP  must  do  a 
better  job  of  printing  than  they 
now  do.  We  are  doing  a  lot  of 
experimenting  and  we  may 
broaden  our  list  of  dailies  for 
our  color  copy.” 

Mr.  Ax  added:  “ROP  color 
is  the  answer  to  the  art  direc¬ 
tor’s  problem  of  appetite  appeal 
in  food  advertising.  The  realism 
supplied  by  color  cannot  be 
achieved  in  black  and  white, 
although  we  are  able  to  do  a 
pretty  good  job  by  very  skilfull 
art  work  without  color.” 


black 

RAGFGEk^RY 


— vBr  ' 

APPETIZING  —  Appetizing  bled 
raspberry  ice  cream  against  deep 
purple  background  won  E&P  full- 
color  creativity  award  for  Seal- 
test. 

Kep  Gets  Problem 

At  Ayer’s,  Mr.  Susehmile,  is 
chairman  of  a  review  board, 
which  checks  reproduction  of  all 
print  media  advertising.  When 
any  complaints  arise,  they  are 
referred  to  the  newspaper’s  na¬ 
tional  advertising  representa¬ 
tive.  He  said  he  was  aware  of 
the  fact  that  material  supplied 
to  newspaper  mechanical  de¬ 
partments  for  repi-oduction  must 
be  properly  prepared,  and  ac¬ 
companied  with  progressive 
proofs,  ink  specifications,  and 
other  instructions  when  neces¬ 
sary.  He  specifies  the  standard¬ 
ized  ANPA  4-A  inks.  He  said 
that  most  newspapei’s  now 
carrying  National  Dairy  ROP 
copy  are  doing  a  good  job. 

Mr.  Susehmile  discovered 
“Convertaplate.”  He  was  attend¬ 
ing  the  last  ROP  Color  Confer¬ 
ence  in  Chicago.  There  Jahn  and 
Ollier  had  an  exhibit.  He  met 
Mr.  Brightman  who  explained 
the  process  that  the  engraving 
company  had  developed. 

Recent  Interest 

“While  we  perfected  the  proc¬ 
ess  over  a  year  ago,  it  has  only 
been  recently  that  advertisers 
and  newspapers  have  become  in¬ 
terested  in  it,”  Mr.  Brightman 
said.  “Just  what  we  do  to  con¬ 
vert  fine  sci'een  four-color  proc¬ 
ess  plates  without  use  of  origi¬ 
nal  art  to  four-color  ROP  65 
or  75-line  screen  we  consider 
our  own  trade  secret. 

“What  is  important  is  that 
most  magazine  ads  are  readily 
adaptable  to  use  in  ROP  news¬ 
papers.  The  ad  created  to  ap¬ 
peal  to  the  whole  market  fits  the 
need  of  any  segment  of  it 
Changes  may  be  easily  made  in 
line  copy  slanting  the  message 
from  the  general  to  the  specific 
where  desirable. 

{Continued  on  page  48) 
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May  we  offer  you  $44,681,441.00  worth  of  research... free! 


Columns  upon  columns  of  it . . .  page  after  page  of 
it!  All  of  it  the  solid  experience  of  thousands  of  adver¬ 
tisers— backed  by  dollars  and  proved  by  results. 

The  evidence  is  contained  in  any  issue  of  the  Los 
Angeles  Times. 

During  1957,  national  and  local  advertisers  bought 
$44,681,441.00  worth  of  space  in  The  Times— the 
newspaper  that  reaches  far  more  Los  Angeles  homes, 
delivers  far  more  upper-income  families,  sells  far  more 
products  and  services,  and  produces  far  more  sales 
per  advertising  dollar. 


This  is  research-in-action.  Hard  cash  invested  in 
the  paper  that  now  carries  half  the  total  advertising 
linage,  more  than  half  (51.4)%  of  the  total  retail 
linage  in  Los  Angeles— and  more  department  store 
and  more  classified  advertising  than  the  other  three 
metropolitan  newspapers  comft/ned.  The  Times  is  first 
in  100  of  Media  Records’  114  linage  classifications. 

Why  spend  money  for  a  research  study  that  any 
issue  of  the  Los  Angeles  Times  will  give  you  free:  The 
Times  is  first  by  far  in  sales  power  in  Los  Angeles. 


First  in  the  nation's  No.  2  market  Los  Angeles  Times 

R«prM«nt.d  by  CrMin.r  and  Woodward 
Naw  York,  Chicago,  Oatroit. 
Atlanta  and  San  Francisco 
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and  copy  is  supplied,  the  agency  quired.  All  we  need  to  convert 
likes  to  have  the  whole  design  is  original  plates, 
photographed  in  one  shot  to  “Keyline  layout  showing  re¬ 
achieve  maximum  realism  and  sizing  or  re-distribution  of  ma- 
dimension.  It  is  expensive,  but,  terial  for  ROP  conversion  should 
according  to  Mr.  Ax,  “in  line  accompany  original  plates, 
with  noi-mal  food  photography  “Type  changes  in  body  copy, 
costs.”  sub-heads  or  main  heads  should 

The  black  raspberry  ad,  for  be  pasted  in  position  on  flap  over 
example,  was  actually  photo-  layout  of  revised  material  for 
graphed  against  the  purple  ROP  conversion, 
background.  The  dish  and  spoon  “The  material  appearing  in 
w'ere  held  in  place  by  invisible  the  original  fine  screen  repro¬ 
props.  The  cut-out  letters  with  duction  may,  in  conversion,  be 
the  wax  berries  inserted  were  enlai’ged  or  reduced  to  any  de- 
placed  in  the  exact  position  de-  sired  size  to  make  for  best  news- 
sired.  To  photograph  one  dish  paper  display.  Material  appear- 
of  ice  cream  under  the  hot  lights  ing  in  the  original  may  be  con- 
sometimes  requires  as  many  as  verted  as  an  entire  unit  or  in 
color  working  together,  carrying  jq  gallons  of  ice  cream,  Mr.  Ax  part,  i.e.  —  if  original  fine 
the  same  pictorial  message  to  said.  When  a  series  of  pictures  screen  material  is  made  up  of 
the  buying  public;  make  up  a  qj-q  being  taken  it  often  runs  two  or  more  color  subjects  one 
powerful  sales  team.  The  tie-in,  up  to  35  gallons.  of  these  may  be  enlarged  to  a 

where  the  reader  sees  both,  has  As  one  of  the  supervising  art  different  proportion  than  the 
advantages  of  repetition  and  in-  directors  at  Ayer’s  Mr.  Ax  has  others,  if  such  a  procedure  is 
creased  impression  impact,  had  considerable  experience  with  desirable  from  standpoint  of 
Where  the  magazine  does  not  rqP  color.  Besides  National  ROP  layout.  Material  from  two 
reach  the  prospective  buyer.  Dairy  he  has  worked  in  the  different  ads  or  two  different 


Sealtest 

(Continued  from  page  46) 


Here's  what  the  Chicago 
Tribune  (7/27/58)  Busi¬ 
ness  Page  Editor  says 
about 


“The  mass  magazine  adver¬ 
tisements  stimulate  interest  in 
the  product,  establish  brand 
identity  and  create  desire  to 
own.  The  ROP  Convertaplates 
at  the  local  level  can  indicate 
w'here  and  w’hen  purchases  may 
be  made  and  assist  in  the  mak¬ 
ing  of  sales. 


“A  visitor  is  aware  of  an  air 
of  optimism  which  is  quickly 
confirmed  in  talks  with  busi¬ 
ness  leaders.  .  .  . 

“Merchants  report  increasing 
sales  in  fields  where  national 
trend  is  down.  .  .  . 

“Only  Wisconsin  center  to 
show  employment  increase 
on  latest  monthly  figures.... 

“Industrial  Commission  re¬ 
ported  employment  totaled 
11200  workers,  a  6.4  percent 
gain  over  previous  month.... 

“Bank  saving  deposits  are  at 
peak  level” 


Wisconsin’s  Prosperous 
OPTIMISTIC  Market 


Reaches  92%  of  the 
Prosperous  City  Zone 
Families  Daily 


Included  among  the  discriminating 

R.O.P.  COLOR 
ADVERTISERS 

which  have  employed  the  Kenosha 
News  in  recent  months  are: 

Cities  Service  Go. 

Ford  Motor 
Continental  Oil 

Lever  Brothers 
Phillips  Petroleum 
Kellogg  Go. 

Shell  Oil 

Prestone  Anti  Free/e 
DX  Sun  Ray  Gas 

Barclay  Brandy 
Sinclair  Refining 
Pepsodent  Stripe 

Heilmans  Brewery 
Wisconsin  Indep.  Oil 
(Wisco) 

Ft.  Howard  Paper 

Standard  Oil 
Fox  Products  (Cola) 
Viceroy  Cigarettes 


NEWSPAPER  PLANTS 


[NEW  PLANTS  •  MODERNIZATIONS  •  EXTENSIONS 

HbCKWOOD  GREENE J 

L  .  ,  ENGINEERS- ARCHITECTS  ii 

^EW  YORK>  17,  N.  Y.  t  BOSTON  16,  MASS.  ,  SPARTANRURO.  S.  C.  ■ 
1^  4?  lost  42nd  Street  316  Stuort  Mreet  -  Montgomety 


NofUuel  Adr.  fioprwtniatho* 


New  York  ♦  Cbt^go  ♦  Detroit 
Atiante  •  Los  Angalas 
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WINNING  ENTRY: 

(original  unit,  800 
lines)  in  Editor  & 
Publisher’s  1958  com¬ 
petition  for  outstand¬ 
ing  color  reproduction. 

CATEGORY: 

Food  Subject,  One 
Color  and  Black,  for 
newspapers  with  cir¬ 
culations  over  250,000. 

NEWSPAPER: 

I'he  Ni-w  ^ Drk  Post 

CLIENT: 

Fairmont  Foods 
Con^>any 

AGENCY: 

Doyle,  Dane, 

Bernbach,  Inc. 


r«]*ct  a  haap  of  baxrias  for  ovary  boa 
wa  pack...  and  we  only  start  with  the  base 
Money  can’t  buy  finer  strawberries-finn. 
flawless,  fresh  from  the  berry  patches  of 
the  Northwest.  Falnaoat  washes  them, 
chocks  the  stems,  sugars  lightly,  than 
gnick-freeaes  them  whole.  Taste  one.  Ton'll 
want  more.  And  more.  And  mote. 


POWERED  IMPACT 

wins  award  for  Post . . . 
and  plus  sales  for  Fairmont! 


We  just  love  awards,  and  our  advertisers  just  love  increased  sales! 
“The  impact  of  color  ads  in  the  New  York  Post  has  paid  tremendous 
sales  dividends  for  Fairmont  Foods,”  writes  Mr.  Joshua  Epstein  of 
Doyle,  Dane,  Bernbach,  Fairmont’s  agency.  “Fairmont  Frozen  Whole 
Strawberries  have  in  eight  years  come  from  nowhere  to  the  best  sellers 
in  their  class  in  the  New  York  market.  And  Fairmont  has  now 
achieved  distribution  in  almost  all  major  chains,  local  as  well  as  cor¬ 
porate,  co-ops  and  independents.” 

Post  productivity — with  or  without  color —  is  demonstrated  by  daily 
performance  in  result-checkable  advertising.  Leading  New  York  de¬ 
partment  stores,  which  rate  advertising  media  by  day-to-day  payoff,  place 
more  linage  in  the  New  York  Post  than  in  any  other  evening  newspaper! 
(Source:  Media  Records  Inc.) 

You  sell  retailer  AND  consumer  in  the  Post.  The  impact  of  Fairmont 
advertising  on  the  trade,  as  reported  by  Mr.  Epstein,  resulted  from  the 
Post’s  extra  high  concentration  of  readership  among  New  York’s  grocers. 


NEW  YORK’S  RESULT-CHECKABLE  NEWSPAPER  .  .  . 


DOROTHY  SCHIFF,  Publisher 


I 


Sealtest 

(Continued  from  page  48) 

these  plates  to  Jahn  &  Ollier 
for  the  brief  period  we  require 
them  (3  days). 

“If  plates  are  in  hands  of 
printer  and  not  actually  locked 
up  on  press  they  can  usually  be 
released  for  conversion  with  no 
difficulty.  Arrangements  for  se¬ 
curing  of  plates  from  whoever 
may  currently  have  them  can 
be  made  jointly  between  the  ad¬ 
vertiser  and  ourselves.  We  have 
good  contact  relationship  direct 
with  most  magazine  production 
departments  and  can  expect  co¬ 
operation. 

“Where  programs  of  conver¬ 
sion  can  be  worked  out  in  ad¬ 
vance,  the  procedure  is  as  fol¬ 
lows:  When  plates  are  final 
proofed  for  magazine,  plates 
should  be  shipped  to  us.  We  will 
require  them  not  more  than  3 
days.  We  can  then  re-route  them 
to  magazine  or  whatever  desti¬ 
nation  is  desired.  One  set  of 
Progs  should  accompany  plates 
sent  to  us  for  conversion  to 
ROP. 

“Four-color  ROP  conversion 
plates  can  be  made  within  a 
schedule  of  2  to  3  weeks  after 
receipt  of  original  fine  screen 
plates.” 


Press  CHRONicir 


In  Perfect  Position 


Provides  Ideal 


To  Compel  Action 


In  Johnson  City.  tenn. 


•NAT.  REP.  THE  JOHN  BUDD  CO. 


Speaker  List 
Arranged  for 
ABC  Parley 

Chicago 

With  plans  for  the  44th  an¬ 
nual  meeting  program  com¬ 
pleted,  members  of  the  Audit 
Bureau  of  Circulation  Board  of 
Directors  are  currently  working 
on  the  agendas  of  the  five 
Divisional  and  three  special 
Group  sessions. 

The  annual  meeting  will  be 
called  to  order  at  10  a.m.  on 
Thursday,  Oct.  23,  at  the  Drake 
Hotel.  At  this  general  session, 
members  will  hear  the  annual 
report  of  the  Chairman  of  the 
Board,  given  by  Walter  P. 
Lantz;  a  speech  by  Andrew 
Heiskell,  publisher  of  Life 
magazine;  a  speech  by  Fairfax 
M.  Cone,  chairman  of  the  execu¬ 
tive  committee  of  Foote,  Cone  & 
Belding,  Inc.;  and  a  speech  by 
LINKS  WITH  THE  PAST— Mrs.  Walter  Williams,  widow  of  the  founder  Allen,  editor  of  Maelean’t 

of  the  University  of  Missouri  School  of  Journalism,  and  Dr.  Frank  Tnagazme. 

Luther  Mott,  dean  emeritus,  exchange  memories  on  the  Columbia 

campus  during  50th  anniversary  celebration.  Probe  Counsel 

This  year’s  speaker  for  the 

,  ^  .  i.u  ■  j  1  Thursday  noon  luncheon  is 

J  *1  otherwise  identical  cans  appear  r>  u  v _ 

H  I  _ *  Robert  F.  Kennedy,  chief  coun- 


Ad  Opposite 
Text  Page  Is 
Best  Viewed 


Washington 

Why  does  one  advertisement 
get  greater  attention  than  an¬ 
other? 

A  Visual  Impact  Laboratory 
can  now  answer  this  and  other 
questions  which  have  long  baf¬ 
fled  the  advertising  business. 
The  opening  of  the  laboratory 
was  announced  by  Dr.  Harry 
Waller  Daniels  at  the  annual 
convention  of  the  American 
Psychological  Association.  He  is 
director  of  the  laboratory  de¬ 
veloped  by  National  Analysts, 
Inc.,  a  commercial  research  or¬ 
ganization  located  in  Philadel¬ 
phia. 

The  laboratory  is  equipped 
w'ith  instruments  that  can  evalu¬ 
ate  within  a  narrow  measure 
of  precision  such  advertising 
attributes  as  attention  value,  re¬ 
tention  value  and  visibility. 
These  instruments  can  find  out 
why  one  cigarette  ad  stops  a 
reader;  which  product  on  a 
grocery  shelf  the  cart-pushing 
housewife  sees  first;  which  gaso¬ 
line  sign  first  attracts  the  eye 
of  an  oncoming  motorist,  and 
how  far  away;  what  it  is  about 
their  labels  that  makes  two 


of  different  size  as  they  stand 
together  on  a  shelf.  Comi 

To  demonstrate  how  the  labo-  Activities  ir 
ratory  works.  Dr.  Daniels  cited  ment  Field 
an  experiment  evaluating  the  ,j,he  Friday  morning  general 
effectiveness  of  advertisements.  .  . .  u,.,.;..... 

T,.  , ,  .  j-  session  will  cover  the  business 

The  problem  was  to  discover  ,  i 

V  '  j  1  j  i.-  of  the  annual  meeting  of  the 
whcxhcr  icicrit'ic&l  flQVd*tiSG“  i 

.  ,  j  „  „„  ,,T  Bureau  s  members,  including  the 

ments  had  more  pull  or  “Im-  .  .  ’... 

...  ...  ..  ,  „  ,  reports  of  committees,  action 

mediate  Attention  Value  when  .i.  /-.v  •  > 

,  J  .,  r  if  11  on  the  Chainnan  s  report,  ana 

placed  opposite  a  page  of  full  14  Directors.  Im- 

text  or  one  containing  one  or  ^^ediately  following  the  business 
more  pictures.  a  presentation 

“Each  advertisement  along  by  Alan  T.  Wolcott,  ABC  vice- 
with  its  opposite  page,”  he  ex-  president,  covering  several 


sel  of  the  United  States  Senate’s 
Select  Committee  on  Improper 
Activities  in  the  Labor  Manage- 


plained,  “was  tested  on  a 
STEREO-RATER,  an  instru¬ 
ment  which  resembles  the  stere- 
opticon  so  popular  in  American 
parlors  at  the  turn  of  the  cen¬ 
tury.  Each  test  ad  with  its  op- 


phases  of  the  Bureau’s  work. 


Final  speaker  on  the  program 
will  be  Ralph  Starr  Butler,  one 


posite  page  was  shown  by  the  of  advertising’s  pioneers  and  an 
STEREO-RATER  to  one  eye  ABC  Director  and  Board  officer 
while  the  other  eye  saw  a  dif-  for  more  than  23  years  before 
ferent  picture.  Viewers  were  his  resignation  in  1947. 


then  told  to  ‘describe  everything 
you  see.’  The  results,  based  on 


•4BC  Directors  who  will  serve 
as  chairman  of  the  respective 


how  much  of  each  ad  predomi-  Divisional  or  Group  meetings, 
nated  over  its  counterpart  include:  William  C.  Sproull,  Ad- 
showed  that  the  advertisements  vertiser  Division;  William  F. 
opposite  full  text  pages  had  the  Steers,  Advertising  Agency  Di- 
greater  Immediate  Attention  vision;  Roy  A.  Brown,  News- 
Value.”  paper  Division;  S.  O.  Shapiro, 

Magazine  Division;  Leslie  A. 
Watt,  Farm  Publication  Di- 


This  experiment,  he  said,  was 
based  on  samples  of  30  full-page 


and  14  half-page  black  and  vision;  Stanley  R.  Clague,  Busi- 
white  advertisements  selected  at  ness  Publication  Division;  John 


random  from  ads  which  had  ap¬ 


peared  identically  in  the  issues  papers; 


Shinners,  Weekly  News- 


of  two  publications  over  a  re¬ 
cent  nine-month  period. 


Canadian  Periodicals;  and  H. 
H.  Rimmer,  Canadian  Members. 
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place  your  money 
on  a  sure  thing! 


You  won’t  be  taking  a  chance  when  your 
advertising  is  placed  in  the  Westchester 
Group  Newspapers  to  reach  the  wealthy 
Westchester  market,  because  your  adver¬ 
tising  in  these  newspapers  has  a  greater 
audience  in  Westchester  than  any  other 
comparable  medium  .  .  .  and  it  logically 
follows  that  a  medium  with  the  largest 
audience  reaches  the  most  buyers  .  .  .  and 
the  latest  circulation  and  retail  figures 
show  just  that. 


The  circulation  of  the  Westchester  Group 
Newspapers  hit  a  record  153,670*  with 
nearly  70  per-cent  family  coverage  and  re¬ 
tail  sales  soared  over  the  ONE  BILLION 
DOLLAR  mark  in  Westchester  County  in 
1957**. 


The  county’s  750,000  residents  have  the 
highest  per  family  income  ($8,953)**  in  New 
York  State  and  the  fourth  highest  in  the 
entire  nation. 


Westchester  people  buy  more  -  because  they  earn  more! 


Westchester  Group  Newspapers 

8  Church  Street  White  Plains  N.  Y. 
REPRESENTED  NATIONALLY  BY  THE  KELLY-SMITH  CO. 


HEMALO  STATESMAN  YONKERS 
daily  ARGUS  MT  VERNON 
daily  news  tarrytown 
daily  times  mamaroneck 
CITIZEN  register  OSSINING 
daily  item  port  CHESTER 
STANDARD  STAR  NEW  ROCHELLE 
REPORTER  DISPATCH  WHITE  PLAINS 


'Net  paid  A.B.C.  circulation  from  publisher's  statainanis 
for  siz  months  ending  March  31, 1958. 
“Sales  Mansgement  Survey  of  Buying  Power  —  1968. 


ArriLIATCO  WITH 
EVENING  STAR  PEEKSKILL 


CAN’T  COMPARE  WITH  OTHER  MEDIA 

Top  Newspaper  Quality, 
That’s  Our  Color  Goal 


By  Burt  B.  Mader 
Superintendent  of  Photoengraving, 
Christian  Science  Monitor,  Boston  Mass. 


What  do  we  expect  in  ROP 
Color?  What  may  we  expect? 
Are  we  thinking  of  high-quality 
printing  as  an  end  in  itself? 
Or  are  we,  as  we  must  be,  con¬ 
cerned  primarily  with  effectual 
advertising  display  and  the  sale 
of  goods? 

I  drive  back  and  forth  to  the 
plant  in  my  car  every  day.  I 
frequently  listen  to  good  music 
on  my  car  radio.  This  is  broad¬ 
cast  from  an  AM-FM  “Good 
Music”  station.  At  home,  when 
I’m  so  inclined,  I  listen  to  this 
same  station  on  my  FM  set. 
There’s  a  difference  in  quality. 
The  FM  gives  me  high-fidelity 
reception.  I  also  devote  some  of 
my  leisure  to  TV  viewing.  Here 
I  get  a  picture  along  with  a 
fair,  but  not  hi-fi,  sound. 

In  my  car,  I  find,  despite  the 
low-fi  AM  radio,  that  I  get 
music  which  is  usually  prefer¬ 


able  to  utter  silence.  The  FM 
radio  music  is  better,  but  it  has 
no  picture  like  the  TV  does.  So 
what?  Do  I  get  impatient  with 
the  conditions  which  I  encoun¬ 
ter?  Of  course  not.  I’m  getting 
what  the  medium  in  each  in¬ 
stance  has  to  offer  and  my  need 
or  desire  is  not  thwarted  in  any 
of  these  instances.  And  I  do  not 
consciously  make  allowances  for 
the  shortcomings  of  one  medium 
vis-a-vis  another.  I’m  rational, 
one  might  say. 

If  I  was  consciously  making 
comparisons  of  the  several  me¬ 
dia  available  for  this  broadcast 
material  I’d  be  deprived  of  my 
music  or  drama  and  be  like  the 
man  who  “couldn’t  see  London 
for  the  houses.” 

When  our  newspaper  readers 
are  scanning  our  papers  and  the 
attention-arresting  ROP  Color 
ad  meets  their  glance,  do  you 


IF  YOU  SELL  MEN  remember  that 
the  Courier-Express  carries  74.2% 
of  all  daily  men’s  store  linage 
in  Buffalo — 75.7%  of  total  when 
Sunday  insertions  are  added. 


LINAGE  LEADERSHIP! 


IF  YOU  SELL  WOMEN  the  selling 
power  of  the  Courier-Express  is 
shown  hy  the  fact  that  it  carries 
66.5%  of  the  daily  women’s  store 
linage — and  73.7%  of  the  totaL 


IN  ADDITION  the  Courier-Express  leads  in  overall  linage 
in  16  local  and  20  national  classifications — and  in  8  others 
combining  space  of  both  types. 

FOR  ECONOMY — for  more  advertising  for  your  dollar 
concentrated  on  those  with  more  dollars  to  spend — use  the 
Morning  Courier-Express.  FOR  SATURATION  use  the 
Sunday  Courier-Express,  the  state’s  largest  paper  outside 
of  Manhattan. 


ROP  COLOR  available  both  daily  and  Sunday 

Buffalo  Courier-Express 

Western  New  York's  Only  Morning  and  Sunday  Newspaper 
Representatives:  Scolaro,  Meeker  &  Scott  Pacific  Coast:  Doyle  &  Hawley 
Member:  Metro  Sunday  Comics  and  Sunday  Magazine  Networks 


suppose  they  do  much  about  Good  vivid  color-contrasts  with 
comparing  it  in  thought  to  its  a  minimum  of  subtle  shades  will 
possible  quality  if  it  were  sing  on  newsprint,  “Neat  but 
printed  on  slick  stock?  When  not  gaudy.” 
you,  yourself,  are  reading  your  We  all  know  that  effective 
full-width  eight-column  news-  black-and-white  ads  are  those 
paper,  —  color  pages  or  black-  which  embrace  the  simple-state- 
and-white,  —  and  your  arms  are  ment  idea.  In  color  this  need  is 
stretched  out  to  enable  you  to  just  more  insistent,  that’s  all. 
see  a  double-spread,  do  you  al-  j  have  long  been  regarded, 
ways  think  “I  wish  this  was  a  foj.  ^ant  of  a  meaner  term,  a 
tabloid  or  a  7  x  10  format  perfectionist.  Those  who  know 
news  magazine?”  I  just  don’t  may  wonder  from  the  state- 
think  the  problem  exists  to  you,  mgntg  which  precede  this  para- 
consciously.  Nor  to  the  reader  g,.aph  if  I’m  still  a  perfectionist, 
who  IS  seldom  thinking  in  terms  Yes,  I’m  afraid  so.  But  I  just 
of  format  or  any  other  terms  don’t  expect  magazine-quality 
which  we  as  publishing  people  printing  in  newspapers.  I  do  ex¬ 
might  entertain.  pgg^  good  newspaper  quality 

We  accept,  in  terms  of  the  and  am  convinced  that  team- 
medium  at  hand,  the  material  work  all  along  the  line  will  in- 
presented.  I  think  it’s  just  that  sure  it. 

simple.  ^g  do  our  level  best  and 

Then  newspaper  advertising  strive  daily  to  improve  today’s 
should  be  considered  by  adver-  best,  our  ROP  Color,  properly 
tisers,  advertising  agencies  and  designed,  will  do  its  job.  That 
publishers  in  terms  of  the  me-  job  is  not  just  to  be  good  print- 
dium.  Not  in  some  frame  of  ing,  but  to  be  effective  advertis- 
reference  which  is  really  not  ing  printed  the  best  we  can  print 
relevant  to  newspaper  advertis-  it  in  the  medium  we  are  using, 
ing  and  its  function  and  per¬ 
formance.  Thus  considered,  it  • 

will  stand  scrutiny,  and.  I’m 

convinced,  will  speak  for  itself,  «  A  ^  ^ 

Lest  this  be  an  oversimplifica-  X  FCSS  ACIQS 

tion  or  appear  so,  let  me  hasten  T? 

to  say  that  mediocrity  is  not  a  A-iOlOF  1?  3.C11111CS 
virtue  Granted  there’s  a  gc^d  Salt  Lake  Cm 

f  vni  r  1  P^’-.  A  new  10-unit  Goss  Headliner 

^  f  Press  housed  in  a  two-story  an- 

copy  conception  or  from  below-  v.  -u-  j  i:e. 

j  ^  1  .  .  nex  building  roared  into  life 

srerctw.'s.i”ftSr  « *<-  p™* 

w!m„Sd„  e'!mh?„rwl?h  Se 

greatest  care  and  professional  Owned  by  Newspaper  Agency 
skill  we  can  muster.  Only  thus  CorP-»_  the  presses  have  been 
can  we  justify  the  color  budget,  used  intermittently  on  a  test 
But  it  needn’t  be  slick-magazine  the  past  two  or  tl^ 

quality.  Just  top-grade  newspa-  weeks  but  now  have  gone  into 
per  ROP  Color  quality.  regular  operations. 

It  must  be  clean,  in  good  .  Newspaper  Agency  Corp.,  is 
register  and  crisp  as  possible,  jointly  owned  by  the  Deseret 
There  is  an  acceptable  level  of  News  and  Salt  Lake  Telegram, 
quality  that  doesn’t  offend  the  the  afternoon  newspaper,  and 
reader,  —  the  person  the  adver-  the  Salt  Lake  Tribune,  morning, 
tiser  wants  for  a  friend.  This  The  newspapers  are  independ- 
level  maintained  with  a  determi-  ®ot  of  each  other, 
nation  to  raise  it  as  rapidly  as  Presses  at  the  Deseret  News 
conditions,  circumstances,  ex-  building  and  the  old  ones  at  the 
perience  and  technology  permit  present  site  of  the  NAC  have 
will  sell  goods,  and  do  so  more  been  sold  and  will  be  dismantled 
rapidly  and  inexpensively  than  and  shipped  soon.  Officials  of 
by  any  other  means  to  which  NAC  said  the  present  color 
advertising  dollars  are  applied,  press  that  is  used  to  print  the 

four-color  comics  will  remain  in 
Simple  Illuatration  its  present  location. 

The  enlargement  program  at 

To  make  our  medium  do  its  the  NAC  plant  included  the  con- 
job  with  the  greatest  effective-  struction  of  a  two-story  annex 
ness  possible  advertising  people  and  basement  to  the  already 
should  constantly  hold  in  existing  facilities, 
thought  the  basic  fact  that  a  ^he  new  press  has  a  capacity 
terse  message  and  an  attrac-  running  two  80-page  papers 

tive,  commanding  lUustration  one  time,  completely  folded 

technique,  free  of  busy  elements,  and  in  2,  4,  6  or  8  sections.  Spot 
will  beat  any  other  combination  color  can  be  run  simultaneously 
in  newspaper  color  work.  ’The  on  16  separate  pages.  The  press 
large,  simple  illustration  is  al-  is  equipped  with  overhead  color 
most  defiant  of  poor  register,  half  decks. 
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SELl  WtTH 


COLOR 


IN  PONTIAC 


PONTIAC 


among  top  cities 
in  Michigan 

SALES 

Per  Household 


The  Pontiac  Press  has  been  running  up  to  4  colors  r.o.p. 
daily  for  over  22  years!  Adding  color  to  a  finely  edited 
newspaper  with  top  market  coverage  and  you  have  a 
sure-fire  method  of  securing  maximum  sales.  Net  paid 
circulation  of  58,059  daily  is  highly  exclusive  for  74% 
of  Press  homes  fake  no  other  daily  newspaper. 

A  few  of  the  top  products  that  have  appeared 
in  4  colors  in  the  Pontiac  Press 


*7,627 


Stroh’s  Beer 

Betty  Crocker  Frosting  Mixes 

Dromedary  Coke  Mixes 

Fluffo 

Duncan  Hines  Coke  Mixes 

Soro  Lee  Coffee  Coke 

Rinse 

Notional  Ooiry  Products 

lux  Toilet  Soop 

luick 

Wrigley's  Super  Morkets 
Chompogne  Velvet  Beer 

Standard  Oil  Co. 

Pontiac 

Swift  Frozen  Fried  Chicken 

6E  Vacuum  Cleaner 

CMC  Trucks 

Kellogg  Sugar-Frosted  Flokes 

RCA  Whirlpool  Wosher 

Black  and  white  minimum  1,000  lines 
Multiple  color  minimum,  one  page 


NET  PAID  58,059 

74%  of  Press  homes  take  no  other  doily  paper 
and  88%  no  other  evening  newspaper 


Pontiac,  Michigan 

Scolare,  Meeker  &  Scott,  New  York,  Philadelphia,  Chicago  and  Detroit 
Doyle  A  Hawley,  San  FrancUco  and  Lot  Angeles 
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.^^dS  Ho1J3  r^Ut  Carl  G.  Mayer,  vicepresident  visited  and  coached  more  news- 

_  ■  in  charge  of  advertising,  told  paper  mechanical  executives  on 

m  J I  Editor  &  Publisher  that  ROP  ROP  color  know-how  thsn 

iVldyt?!  vJll  1  ^  |J  color  advertising  in  newspapers  any  other  agency  man  in  the 

*/  JL^  has  played  an  important  part  country.  Completing  the  ROP 

By  George  A.  Brandenburg  the  color  team  at  the  agency  are 

j  ^  »  program.  ROP  full  color  has  two  veteran  artists,  Clifford 

built  a  strong  consumer  fran-  Kasik  and  Frank  Smetko,  who 
Oscar  Mayer  &  Co.,  a  75-year-  the  Tribune  in  1948.  This  year,  chise  for  Oscar  Mayer  prod-  know  how  to  create  color  ads 
old  name  in  the  meat  processing  in  Chicago  alone,  the  Mayer  ucts,”  he  said,  “and  has  been  a  with  appetite  appeal  and  at  the 
industry,  has  pioneered  the  use  company  will  use  26  full-pages  helpful  merchandising  tool  for  same  time  present  their  sub- 
of  ROP  color  advertising  in  of  ROP  color,  appearing  in  the  our  salesmen.”  jects  to  take  advantage  of  good 

newspapers  during  the  past  10  Tribune  and  Chicago  Daily  ROP  color  reproduction  tech- 

ye-ars,  ranking  today  as  the  Sews.  Second  paper  to  be  added  Consistent  User  niques. 


shows  Oscar  Mayer  wieners  tion  manager,  is  an  expert  on 


in  first  position. 


ROP  color  and  has  probably 


By  George  A.  Brandenburg 


of  ROP  color  advertising  in  of  ROP  color,  appearing  in  the  our  salesmen 

newspapers  during  the  past  10  Tribune  and  Chicago  Daily 

years,  ranking  today  as  the  Sews.  Second  paper  to  be  added  Cons 


yea.rs,  ranking  today  as  the  Sews.  Second  paper  to  be  added 
largest  user  of  national  ROP  to  its  early  ROP  schedule  was 
color  among  meat  packers.  the  Milwaukee  (Wis.)  Journal 
Founded  Sept.  1,  1883,  as  a  in  1950. 
small  me«it  market  on  Chicago’s  The  company  is  currently 
North  Side  by  two  young  Ger-  using  ROP  full  color  in  dailv 


Consistent  User 

William  B.  Walrath,  Jr.,  ad¬ 
vertising  manager,  explained 
that  Oscar  Mayer  uses  ROP 


Stresses 

Speaking  from  widespread 


The  company  is  currently  ^Xr  in  a  c^sistent  manner,  experience  over  a  10-year 
North  Side  by  two  young  Ger-  using  ROP  full  color  in  daily  ^"lal  XSis  Sre  period,  Mr.  Barger  told  E&P 

man  n^igrants,  Oscar  F.  and  newspapers,  coast  to  coast,  MeLrtarDav  FouXof  Ju^  that  newspapei-s  must  make 
Gottfried  Mayer,  the  business  covering  14  major  markets  serv-  LaC  Day  a^d  S  a  specia  everv  effort  for  quality  repro- 


must  make 
quality  repro- 


has  developed  and  prospered  iced  by  the  Mayer  packing  7^'"  clirSas  <tuction  in  ROP  color  work. 

Jrough  the  years  until  today  plants.  Today,  approximately  JelSn  ^4evond  the  long^^^^^^  “To  sell  our  pi-oducto  best,  re- 
the  comnanv  employs  8.400  rific/,  r.f  _ i  season,  neyona  tne  long  lanRc  _ _ ^  v.  :i._  u„. n 


th.  compaiir  employs  8  4ml  50%  of  Mayer’s  total  aoiiual  ^  ,d  pi  oductioo  must  be  at  its  bmt,” 

S'MlldSon  wr^v'enp?.;'  ?  ‘  is  expended  fmage”  be  sa'd  ’’Ibe  he  explain^  ■•Reproduction  i. 

it  pSSir  Pa  L^rAn-  q  vT  ^  ^  "tedium  has  special  value  as  a  something  that  newspapers  must 

^  a  the  and  sales  tool.”  constantly  improve,  particularly 


geles,  Calif.,  and  Atlanta,  Ga. 

Began  Color  in  '48 

Ten  years  ago  Oscar  Mayer 
&  Co.  began  using  ROP  news¬ 
paper  color  in  a  dramatic  but 


company’s  total  newspaper  ad 
budget  goes  for  ROP  color.  Last 
year,  Oscar  Mayer  ran  a  total 
of  344,032  lines  of  ROP  color 
in  16  newspapers. 

Oscar  Mayer  &  Co.  has  util¬ 


merchandising  and  sales  tool.” 

“We  have  done  some  actual 
pre-pricing  of  our  meat  prod- 


they  must  watch  those  first 
editions  which  are  frequently 
run  off  the  press  in  a  hurry, 


ucts  in  ROP  newsp  per  color  ,^hen  careful  pi-ess  adjustments 


ads,  featuring  the  price  in  our 


-page  color  ads  and  listing  > 


unfortunately  are  not  always 


paper  color  in  a  aramatic  nut  .  ‘p  the  dealei-s’  names  on  a  page 

modest  way  in  the  Chicago  ROP  color  not  only  to  build  opposite  our  color  ad,  with  ex- 


Tribune.  Three  pages  of  full 
color  advertising  appeared  in 


WHEN  YOU 
THINK  OF 


a  favorable  brand  image  and  SX  results ’’  said  Mr  \ 
thus  finnly  establish  its  con-  “More  recently  we  1 

summ-  franebise,  but  also  for  color  ads  to  feature  a 

S?rra"d'’£  E^tair^  L”"  " 


Mr.  Barger,  however,  was 
enthusiastic  with  the  progress 


cellent  ^sults,”  said  Mr.  Wal-  ^ewspapei-s  have  made  in 

rath  “More  r^ently  we  have  color  reproduction.  “In 


ROP  color  reproduction.  “In 

•0  ^  COU”*  * 

in  listed  ^h<^  main,  they  are  giving  us 
excellent  color  reproduction  to- 


i  A  i.  1  1  1  the  dealers  names  on  an  oppo-  ,  „  .  i  i  j  u.  ... 

pact  at  retail  level.  Oscar  Maver  u  au  •  o  day,  he  declared.  Only  oc- 

u  j  11  Ai  .  ..  site  page,  both  in  San  Francisco  •  n  j  u  „ , 

has  done  all  three  successfully,  „  .  Afioiifa  Ti,ic  fir«o  o-m  casionally  do  we  have  an  ex- 

as  indicate  by  consumer  preJ:  ^  ^nalS ^offli'L^^^^  perience  where  we  are  ^ 

erence  and  panel  studies  con-  ^thnulate  consumer  sampling  Petting  the  type  of  reproduction 
ducted  by  newspapers  in  two  of  enthusiasm  for  our 

the  firm  s  major  markets — Chi-  »  ...  ,  ...  .  , 

cago  and  Los  Angeles-and  bv  7  ^  ^  Merchand.Mng  Job 

sales  results  across  the  board  Working  quietly  behind  the  newspapers 

in  the  hie’hlv  cnmnfbtii-ivfi  ha/><iTi  scenes  foi  Oscai  Mayei  is  its  mar. 


cago  and  Los  Angeles — and  bv  '  ,  au 

sales  results  across  the  board  Working  quietly  behind  the 
in  the  highly  competitive  bacon,  for  Oscar  Mayer  is  its 

.sausage,  wiener  and  cold  meats  Baker  & 


Fine  Merchandising  Job 


THINK  OF  ITS 
NUMBERl  MARKET 


scenes  for  Oscar  Mayer  is  its  ^e  added  that  newspa^rs 

agency.  Wherry,  Baker  &  ^  f 

Tilden,  which  has  developed  the  chand.sing  ROP  color  ads.  This 


Products  Rank  High 


X  liucil,  WIIICII  liao  ucvcnji>t-\i  aiic  ,  ...  i  i  r 

A  c  T>r»T> _ i„  _ .i-L-....,  A.,  he  said,  is  a  plus  value  for  color 

art  of  ROP  color  advertising  to  .  ,  , .  ,  ,  . 

,  A- _  Ai,„  ‘n  letting  the  trade  know  wnat 

a  near  perfection,  from  the  "  •  j  •  a»  Uoin 

A  J  •  A  e  »i _ _ Oscar  Mayer  is  doing  to  help 

standpoint  of  merchandising-  . 

.oixxe  Sell  its  meat  products. 


IISCOUNTIES  BIGi 


S.C. 


Mr.  Barger  said  he  hopes 

riser  in  the  Chicago  market  over  ..i  _A.,oiir 

the  years  and  a  pioneer  ROP  Gse  Motivation  Studies  newspapers  will  even  F 

color  user  of  newspapers,  0.scar  ^  .  ,av.  ^ 

Mayer  demonstrated  its  selling  ,  ^scar  Mayer  is  one  of  the  '  To 

punch  in  an  eauallv  dramatic  headers  in  the  packing  industi-y  depths  varies  from  19  I.0/I6  to 

way  when  it  b?gan  using  ROP  motivational  research.  So  is  22%  inches  This  means  the 

color  in  Ixos  Angeles  newsDaner<;  advertising  agency.  Between  agency  must  prepare  color  ads 

five  years  aeo  Startincr^  frnm  Oscar  Mayer  color  in  three  sizes,  at  considerable 

scratch  Oscar  Maver  wieners  Painstakingly  developed,  expense  in  making  color  plat«. 

MV.  I  with  copy  theme  and  illustra-  in  order  to  have  its  ads  utili« 

.A-  A  7"  tions  based  on  ideas  tested  by  the  required  space  and  avoid 

Elding  to  the  Los  Angeles  motivation  research.  Two  out-  having  copy  “floating”  in  white 

Times  Continuing  Home  Pan-  gjde  motivational  research  or-  space, 

try  Study.  ganizations  are  employed  by  the  • 


Th«  market  that  accounts  for  V3 
01  South  Carolina's  Sales  and  the 
Post-News  &  Courier  are  the  only 
newspapers  serving  and  selling  all 
of  this  big,  rich  area. 


try  Study.  ganizations  are  employed  by  the  • 

Similarly,  Oscar  Mayer  prod-  agency  and  its  client  to  get  the  •  1^ 

ucts  stand  high  in  the  Chicago  best  results.  IVlO  eyno  er 

metropolitan  area,  as  indicated  Clifford  Bolgard,  vicepresi-  WoRCEiSTER,  Mass, 

by  the  Tribune  consumer  panel  and  media  director  for  the  Harry  G.  Stoddard,  president 

and  the  Chicago  Daily  News  agency,  works  closely  with  of  the  Worce.ster  Telegram  and 
consumer  preference  studies.  *•’  vicepresident  Gazette  has  been  chosen  to  de 

A.  »»  •  Au  1  J-  and  account  supervisor,  in  liver  the  keynote  speech  at  me 

scar  ayer  is  e  ea  ing  ^jjg  overall  sales  strat-  celebration  of  the  25th  anniver- 

brand  in  bacon,  wieners  and  Oscar  Mayer  adver-  sary  of  Municipal  Memorial 

sliced  cold  meats.  In  Milwaukee,  tising  program.  Auditorium  Sept.  25.  He  pt*" 


the  Journal’s  consumer  analysis 


ling  program.  Auditorium  Sept.  25.  He  pr*" 

Victor  Cerney,  agency  produc-  sided  at  the  dedication  in  1933’ 
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WARREN  H.  PIERCE 

.  .  •ditoriais  on  our 
system  of  justice 


The  Story 
Behind 
The  Gavel 


JIM  IVEY 

.  cartoons  emphasizing 
respect  for  low 


"7V>  'I  he  St.  Retershiiif;  'limes  for  its 
et/itoriuls  ant!  tirliiles  ou  lair  am! 
ionrts  whiih  have  served  to 
im  rease  ftnhlic  understanding  and 
appreeiation  of  the  Ameriean 
judicial  system.” 


PAUL  DAVIS 

. . .  coveroge  of  legol 
developments 


St.  Pi-tiTsbiirj;  Times  readers  expect 
the  responsible  substantive  kind  of 
journalism  that  brings  national 
awards  like  the  American  Bar 
Ass»)ciation's  "(iolden  (iavel.” 

Ten  staffers  —  almost  1  out  of  10  — 
in  the  news  and  editorial  department 
participated  in  this  performance. 

It  was  just  part  of  the  day's  w*)rk 
for  them  in  the  total  context  of 
a  growing,  vital  newspaper  for 
Florida's  Suncoast. 


TOM  C.  HARRIS 

.  editorial  on  problem 
of  confidential  informers 


JOHN  GARDNER 

•  .  reporting  research  into 
judicial  archives 


I^etersburj  Wmts 

FLORIDA'S  IIST  NCWSPAFCR 


J.  B.  UNDERHILL  DICK  BOTHWELL  I 

• . .  orticles  on  new  District  . .  .  orticles  reporting  the 

Court  of  Appeols  annual  Legal  Forum 
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BURT  GARNEH 

.  .  .  editoriol  on  universol 
respect  for  low 
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NORMAN  I.  GELMAN 

.  .  .  editorials  urging  compliocKe 
with  desegrogotion  ruling 


LOWELL  BRANDLE 

.  .  .  profile  of  Circuit  Judge 
John  U.  Bird 
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Color  Study  Proves 
‘Color  Many-Faced’ 


A  total  of  3600  personal  in-  part  of  the  ads  had  an  even 
terviews  in  the  massive  Hotis-  higher  readership  and  retention 
ton  (Texas)  Chronicle  “Color  value, 
in  Action”  study  pull  back  the 

curtain  on  a  host  of  revealing  80%  Increase 

facte  about  ROP  newspaper  taking  the  overall  readership 

Three  issues  of  the  Chronicle  retention  figures  for  both 
were  studied*  Wednesday  Mav  and  black-and-white,  the 

7.  Tw  Q  a  ^  Chronicle’s  color  study  finds 

dU  mI?!!  that  color  contributes  an  80% 

In  all  three  issues  studied  '"grease  over  black-and-white  in 

selected  Idv^rtis^mSte  weVe  readership  and  a  94%  increase 
aavertisements  were  retention.  (2,  3,  and  5  days 
published  on  a  split-run  basis,  i  *  \  j 

in  which  every-other-copy  off  ^  iu  4  j  i  i  j 

the  Dresses  was  a  color  ad  t)f  course  the  study  delved 

,•  f  >.r>  A  •  1,  *  Vi  ’  ”»uch  deeper,  studying  the  types 

or  its  counterpai-t  in  black-and-  .  ,  xi,  j  «  j 

white  ^he  different  sizes  and 

Readership  and  Retention  a  j  ■  i  • 

1  .  . ,  V  1.  •  And,  in  addition  to  tlie  basic 

were  determined  by  showing  j  ..x  *•  « 

paees  of  the  newsuaner  to  r^  readership  and  retention  fig- 

nrVio.  X  ur®s,  and  the  advantage  color 

spondente  who  then  pomted  out  ux  •  *  j  xv  i 

XV.XX  XV...,  _ _ V  A  obtains  for  ads,  the  Chronicle 

the  ads  they  remembered  read-  .  ,  ...  ,  jj-x-  i 

I..™  XV..  ox...!..  ■  ....  study  disclosed  additional  sig- 

ing  in  the  study  issue.  -e  x  v  u  i  - 

Since  the  studv  was  a  snlit-  ^^ys  in  which  color  in 

run  test,  ^dershlp  figures  were  ^  "^^spaper  ad  stimulates  re¬ 

obtained  for  both  the  black-and- 

white  and  the  color  ads.  The  Gles  Example, 

results  of  this  split-run  test 

show  that  although  black-and-  For  example:  The  study 
white  ads  had  exceptionally  high  asked  the  following  nine  ques- 
readership,  the  color  counter-  tions  which  dealt  with  reader 


'COLOR  IN  ACTION' — M.  J.  Butler,  business  manager,  Houston 
(Texas)  Chronicle,  displays  cover  of  "Color  in  Action,"  the  newspapor's 
presentation  containing  results  of  its  color  study  in  Houston. 


and  brand  identity:  ness  of  the  Chronicle  study  is 

'ou  happen  to  clip  or  reflected  in  results  which  show 
the  ad),  discuss  it  or  the  impact  of  color  on  men’s  and 
to  anyone?”  “Did  it  women’s  appeal  ads.  The  use  of 
I  want  to  see,  try  or  in-  color  in  these  ads  had  a  tre- 
what  is  advertised?”  mendous  effect  on  increasing  the 
have  this  product  on  readership  and  retention  of  the 
‘Did  you  purchase  this  opposite  sex  for  which  the  ad 
t  W^nesday,  (Thurs-  was  designed. 

Sunday?)”  “Is  this  the  m  V  » 

;  you  have  bought  this  One-Monlh  Retention 

’’  “Do  you  believe  this  Since  experimentation  was 
•med  a  service  for  you?”  the  key-note  in  this  study,  a 
?ive  you  information?”  “bold”  one-month  retention  test 
lelp  you  with  the  selec-  was  included.  A  full  page,  full 
buying  when  in  the  color  ad  was  used  in  the  inter- 
Have  you  ever  shopped  views  conducted  Tuesday,  May 
itore?”  13.  However,  the  ad  was  not 

published  during  one  of  the 
64%  Advantage  study  days.  Actually  it  had  run 

itions  show  that  the 

re  for  color  over  black-  before  the  mteiwie^ 

«  in  this  part  of  the  conducted.  The  results  of 

n?es  as  hieh  as  164%  special  retention  test 

luLtions,  particularTy’,  even  the  most  opti- 

I  mistic  Chronicle  researchers. 

Illy  sSfifican^t  example  ^he  Chronicle  prepared  fij 
esults  of  another  series  that  newspape 

t  questions  was  the  ef-  advertisers  using  color  in  th 
r  had  on  the  increase  in  Chronicle  are  getting  a  big^ 
ip  and  retention  on  par-  bar^n  than  they  Probabl 
larte  of  an  ad  realize.  This  part  of  the  study 

deals  with  the  boost  in  reader- 
nstance,  one  beer  com-  gj^jp  retention  as  compared 
rrently  has  a  two  word  ^  increase  in  cost  for  color 


ABOUT  ^ 

FOUR  OR  FIVE 

ditot-&PublisherSi 

«A60V 


'JIM!  WHEN  DID 
(YOU  Die  up  THIS 
FINE  REPORT  ? 


It  is  never  too  late  to  start  a  file  of  valuable  E  &  P 
information  and  it  may  pay  off  sooner  than  you 
think.  Clip  and  mail  this  coupon.  It  means  money 
in  the  bank — for  you! 

Name  . 

Address  . 

City  . Zone  . State . 

Company  . 

Mail  check  to 

Editor  &  Publisher 

1475  BROADWAY  NEW  YORK  36,  N.  Y. 

$6.50  a  year,  U.  S.  and  Canada — all  other  countries,  $10.00 


•  ••and  our  color  advertisers 
win  the  year  'round! 


We  were  mighty  proud  to  step  up  at  the  Third 
Annual  Newspaper  ROP  Color  Conference  and  ac¬ 
cept  the  E&P  Award.  The  DISPATCH  won  with  a 
FRESHLIKE  advertisement  by  Campbell-Mithun,  Inc. 
Our  hearty  thanks  to  E&P,  and  other  sponsoring  or¬ 
ganizations  .  .  .  and  our  congratulations  to  the  Larsen 
Co.  and 'its  advertising  agency. 

Day  after  day  COLUMBUS  DISPATCH  color 
advertisers  win  another  kind  of  contest.  That  would 
be  the  competition  for  the  brand  loyalty  of  Columbus 
and  Central  Ohio  consumers. 

Realizing  color  advertising  packs  an  extra  sales 
punch  —  a  few  years  ago  we  completely  revamped 
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our  press  room,  installing  a  battery  of  modern  Goss, 
high-speed  ROP  color  presses.  High-quality  repro¬ 
duction  of  color  advertising  with  sales-producing  im¬ 
pact  is  the  result! 

This  Is  just  one  of  the  reasons  why  the  DISPATCH 
is  among  the  nation's  leaders  in  ROP  color  advertising. 

(HoUmtbuH  9t0)iatrtf 

Represented  by:  O'MARA  &  ORMSBEE,  INC. 
New  York,  Chicago,  Detroit,  San  Francisco,  Los  Angeles 
McASKILL,  HERMAN  &  DALEY,  INC. 

Miami  Beach 


Color  Linage  Up  6.8% 
For  July,  Hoe  Reports 


After  a  fractional  drop  in 
June,  newspaper  ROP  color  ad¬ 
vertising  linage  resumed  its  up¬ 
ward  spiral  in  July  and  rang 
up  a  total  of  8,950,388  lines  for 
the  month,  a  gain  of  6.8%  over 
July  1957  (8,378,161  lines),  ac¬ 
cording  to  the  latest  issue  of 
The  Hoe  Report  on  ROP  color. 

Black  and  white  ROP  linage 
again  was  off  for  the  month, 
this  time  by  a  mere  0.2%  which 
indicates,  according  to  the  re¬ 
port,  that  “the  long  slide  down¬ 
ward  for  black  and  white  linage 
has  been  halted.”  For  the  first 
seven  months  of  1958  black  and 
white  linage  was  down  6.6%, 
compared  with  the  same  period 
in  1957.  ROP  color  linage,  on 
the  other  hand,  was  up  4.7  per 
cent  on  the  same  basis. 

415  Paper.s 

The  report  is  published 
monthly  as  a  service  to  the 
newspaper  and  advertising  in¬ 
dustries  by  R.  Hoe  &  Co.,  Inc., 
New  York,  a  leading  manufac¬ 
turer  of  newspaper  printing 


presses.  It  is  compiled  by  Media 
Records,  under  an  exclusive 
agreement  with  the  Hoe  Com¬ 
pany,  and  is  the  only  continuing 
monthly  report  available  on  the 
subject.  Data  is  based  on  meas¬ 
urements  of  U15  newspapers  in 
13^  cities. 

Gas,  Oil  Leaders 

As  in  June,  Gasoline  &  Oils 
was  the  leading  classification  in 
ROP  color  linage  in  July.  Dairy 
Products  dropped  from  among 
the  top  five  categories  and  was 
replaced  by  Soft  Drinks,  as 
might  be  expected  during  a  hot 
and  dry  July.  The  leading  cate¬ 
gories  and  the  total  linage  in 
each  wei-e  as  follows:  Gasolines 
&  Oils,  838,527  lines;  Beers, 
732,154;  Cigarettes,  609,529; 
Meats,  Fish  &  Poultry,  459,141; 
Soft  Drinks,  310,663. 

However,  Dairy  Products  con¬ 
tinued  to  be  the  classification 
with  the  greatest  number  of  ad¬ 
vertisers  using  ROP  color  dur¬ 
ing  the  month.  There  were  64 
advertisers  in  this  category,  al¬ 


ENGINEERING  FOR 
THE  GRAPHIC  ARTS 

.  INVESTIGATIONS  AND  REPORTS 
.  PLANS  AND  SPECIFICATIONS 

PLANT  REARRANGEMENT 
PLANT  EXTENSION 
NEW  PLANT 

.  CONSTRUCTION  MANAGEMENT 


CHAS.  T.  MAIN,  INC. 
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though  the  largest,  Borden’s 
Butterinilk,  used  only  21,970 
lines  in  15  paper's.  In  second 
place  was  Foremost  Ice  Cream 
with  21,910  lines  in  14  papers. 

The  leading  classifications  in 
numbers  of  advertisers  using 
ROP  Color  during  July  were: 
Daii^r  Products,  64  advertisers; 
Beers,  45;  Meats,  Fish  &  Poul¬ 
try,  38;  Groceries  Miscellaneous, 
29;  Gasolines  &  Oils,  24. 

It  is  significant  that  both 
Cigarettes  and  Soft  Drinks, 
while  among  the  largest  cate¬ 
gories  in  terms  of  ROP  color 
linage,  were  not  among  the 
leaders  in  number  of  advertis¬ 
ers.  Only  eight  accounts  in  the 
Cigarettes  category  used  news¬ 
paper  ROP  color,  and  only  14 
accounts  in  Soft  Drinks,  yet  col¬ 
lectively  these  categories  ac¬ 
counted  for  more  than  900,000 
lines  of  color. 

Winston  Holds  Lead 

Winston  cigarettes  for  the 
third  successive  month  was  the 
leading  ROP  color  user  of  all 
classes.  It  placed  454,800  lines 
in  165  newspapers.  Ford,  a 
prime  user  of  ROP  color  in  the 
past,  rejoined  the  color  parade 
in  July,  using  157,914  lines  in 
86  newspapers. 

Phillips  Petroleum  and  Shell 
Oil,  among  the  leaders  in  June, 
were  replaced  among  the  top 
five  in  linage  by  Ford  and  Pepsi¬ 
Cola  in  July.  The  top  users  of 


color  were: 

\  am  her 

of 

Advertiser 

1.  Winston 

Linage 

Papers 

Cigarettes  . 

.454,800 

165 

2.  Gulf  Oil  ... 

.296,148 

116 

3.  Pepsi-Cola  . 

4.  Ford  (new 

.183,457 

71 

cars)  . 

.157,914 

86 

5.  Standard  Oil 

of  Calif.  . . . 

.146,919 

30 

Red  continued  to  be 

the  pre- 

dominant  color  in  newspaper 
ROP  advertising  using  spot 
color,  and  the  average  size  of 
a  color  ad  appeared  to  pivot 
between  1,000  and  1,500  lines. 


as  evidenced  by 

the  following 

table : 

Unit 

Advertiser 

Size 

Color 

Winston 

1,000 

Red 

Savoy  Car  Wash 

1,000 

Red 

Firestone  Tires 

1,500 

Yellow 

Ford 

1,500 

Green 

Gulf  Oil 

1,500 

Purple 

Coppertone 

1,000 

Red 

Marlboro 

1,750 

Red 

The  Hoe  Company  will  be  host 
to  the  entire  Conference  at  a 
cocktail  party  and  musical  pre¬ 
sentation  on  Newspaper  ROP 
Color  on  the  eve  of  the  Confer¬ 
ence,  Sept.  14,  in  the  Grand 
Ballroom  of  the  hotel.  Wives 
have  been  invited  to  attend. 
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Results  Keep 
Advertisers 
Sold  on  Color 

Chicago 

Advertisers  who  testify  to  the 
profitable  impact  made  by  ROP 
full-color  ads  in  the  Sun-Time» 
included  Edward  Robert  Brooks, 
advertising  director  of  Peter 
Hand  Brewery  Company. 

“We  have  found  that  our  use 
of  full-color  in  the  Sun-Times 
has  created  a  tremendous  impact 
on  both  consumers  and  the  re¬ 
tail  trade,”  he  said.  “We  feel 
that  a  great  deal  of  the  credit 
for  Meister  Brau’s  sales  con¬ 
tinuing  to  surpass  the  industry 
trend  must  go  to  our  frequent 
insertion  schedule.”  (The  inser¬ 
tion  schedule  is  20  full-color 
pages) . 

Mr.  Brooks  said  the  com¬ 
pany’s  use  of  full-color  in  news¬ 
paper  advertising  was  in  the 
nature  of  an  experiment.  “After 
seeing  the  job  that  our  1958 
campaign  has  been  doing,  we  are 
completely  sold  on  the  advan¬ 
tages  of  ROP  full-color  on  a 
frequent,  regularly  scheduled 
basis,”  he  stated. 

Another  testimonial  comes 
from  Robert  N.  Dorn,  director 
of  advertising  for  the  James  B. 
Beam  Distilling  Company,  the 
first  distillery  to  schedule  four- 
color  ads  in  the  Sun-Times. 

“I  am  glad  to  say  that  the 
Officers  and  the  Sales  Directors 
of  our  Company  are  extremely 
happy  with  the  beautiful  color 
reproduction,”  he  wrote.  “We 
feel  that  this  advertising  is  cer¬ 
tainly  due  much  credit  for  the 
nice  increase  in  sales  we  have 
experienced  in  the  Chicago  mar¬ 
ket.”  The  campaign  includes 
eight  pages  in  the  Sun-Times. 

Mr.  Dorn  said  the  company 
is  so  encouraged  by  what  he 
calls  the  “Chicago  Four  Color 
Plan”  that  it  will  schedule  color 
advertising  in  many  other  mar¬ 
kets  this  Fall,  continuing  its 
campaign  with  the  Sun-Times. 

One  of  the  most  outstanding 
color  campaigns  which  the  Sun- 
Times  has  been  running  since 
it  began  accepting  color  copy 
in  February  is  the  series  of 
pages  from  Marshall  Field  & 
Company  featux'ing  fashions  in 
a  unique  four-color  style. 


Cheese  Schedule 

Full  color  ROP  in  full  pages  . 

will  be  placed  in  68  newspapers 

in  October  for  National  Dairy 
Products  cream  cheese  by  N.  W. 
Ayer  &  Son,  Philadelphia. 
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RUN-OF-PAPER  COLOR  PRESS  ROOMS  ARE  POWERFUL  SALES  ROOMS  _  Mr  D.  S.  Marschner.  Shell  Oil  Company's  Sales  Promotion 
Advertising  Manager  says:  "Shell  has  the  best  combination  of  colors  in  the  business,  yellow  and  red.  and  ROP  helps  us  take  advantage  of  them.' 

ROP  COLOR  SELLS 
GASOLINE  AND  OIL  FOR  SHELL 


Newspapers  see  top  advertisers  like  Sliell 
nsiii<>  ROI*  color,  and  ask  tlieniseU es:  "C-aii 
trr  allord  ROI*  tolor  too?  ” 

d  lie  answer  is  ^’I•  S  lor  a  i^reat  nianv  news¬ 
papers  who  had  thon<>ht  the  answer  was  no! 
l  ar-si'^hted  new  spa|)er  inana'^einents  seek 
hel|)  in  inakiiwj;  this  important  de(  ision.  I'hev 
ask  the  experts  at  lloe.  makers  ol  the  Imest 
(olor  presses  asailahle.  lor  hu  ts. 

The  lac  ts  are  <  lear:  R(  )1*  color  has  ro(  keted 
manv  newspapers  Irom  ohsdiritv  to  solid 
market  leadership.  Color  l)rin<>;s  tremendous 
prestij>e.  iiu  leased  circniation  and  adxer- 
tisiii!*.  Oxer  the  veats  these  aclxantayes 


Ml'l/niM.Y.  Color  presses  arc  wise  capital 
inxestments.  Selei  tion  ol  the  right  press 
eipiipment  is  essential,  and  no  one  is  hettei 
(pialilied  than  lloe  to  help  pnhlisheis  Imd 
the  aiisxvers.  .VII  I  loe  color  conx  ertihle  presses 
are  engineered  lor  your  Intiire. 

W  hether  your  decision  on  ROI’  color  is 
made  now  or  in  the  lutnre  . .  .  it  will  jxty  you 
Id  ij^rl  in  loiK  It  will  Hoc. 


•10  Cast  13Sth  Strast,  Naw  Yark  S4,  N.Y. 

Salts  OFices.  Boston  •  Nt^  York  •  Chicago  •  Dallas  •  MIomi  •  San  Froncisco 
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THE  BULLETIN  PUBLISHES 


THE  LARGEST 
AMOUNT  OF 
COLOR 


ADVERTISING 


IN  PHILADELPHIA 


To  help  build  sales  in  the 
prosperous  Greater  Philadelphia 
market,  advertisers  continue 
to  make  increasing  use  of  R.O.P.  s{K)t 
and  full  color  in  Philadelphia’s 
home  newspa{)er— The  Evening 
and  Sunday  Bulletin. 

In  this  newspaper  they  get  complete 
color  service— seven  days  a  week. 

.\nd  they  get  a  quality  of  reproduction 
that  shows  their  products  with 
greater  realism  and  presents 
their  sales  messages 
with  increased  impact. 


The  Bulletin  g^oes  home  .  .  . 
delivers  more  copies  to 
Greater  Philadelphia  families 


every  seven  days 


than  any  other  newspaper 

Adrertishig  Offices;  Philadelphia  •  New  York  •  Chicago 
Representatives:  Sawyer  Ferguson  Walker  Conipiniy,  Detroit 
•Atlanta  •  Los  Angeles  •  San  Francisco 
Florida  Resorts;  The  Leonard  Company,  Miami  Beach 


IN  PHILADELPHIA  NEARLY  EVERYBODY  READS  THE  BULLETIf' 
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Texas 
Opp 
Rule 


1957,  which  was  rejected  by  the 
'J^rOUP  Houston  convention  last  Novem- 

^  ber  with  the  adoption  of  the 
Humphrey  committee  report; 
OS0S  (2)  the  Kilgore  committee  rec¬ 

ommendations  would  exclude  the 
Vl  o  n  rra  broad  and  expanding  field  of 
V>iriciri^0  industrial  journalism  as  an  im- 
^  portant  source  of  qualified  pro- 


Dallas,  Tex. 

“Flat  rejection”  by  the  Texas 
Association  of  Sigma  Delta  Chi 
of  the  proposal  of  a  special  com¬ 
mittee  that  the  fraternity  ex¬ 
clude  all  public  relations  men 
has  been  announced  by  Tomme 
C.  Call,  president. 

Mr.  Call,  an  editorial  writer 
for  the  Corpus  Christi  Caller- 
Times,  said  that,  on  the  other 
hand,  the  Texas  Association, 
composed  of  12  affiliated  under¬ 
graduate  and  professional  chap¬ 
ters,  favors  keeping  the  frater¬ 
nity  open  to  those  public  rela¬ 
tions  men  who  on  the  basis  of 
job  function  qualify  profession¬ 
ally  as  journalists  under  the 
public  information  section  of  the 
fraternity’s  constitution. 

“The  Texas  Association  and 
its  affiliated  chapters  take  a  firm 
and  united  stand  in  favor  of 
keeping  unchanged  the  profes¬ 
sional  membership  provisions  of 
the  constitution,  as  they  now 
read,”  said  Mr.  Call. 

On  Convention  Agenda 


fessional  members  for  Sigma 
Delta  Chi  (3)  the  proposal  to 
eliminate  the  associate  member¬ 
ship  classification  and  keep 
every  present  member  a  ‘pro¬ 
fessional’  is  indeed  a  concession 
to  our  PR  members  faced  with 
the  prospect  of  being  reduced 
to  ‘second  class  citizenship.’  It 
might  even  be  counted  on  to 
anesthetize  further  opposition 
to  rule  changing  that  would 
logically  be  expected  to  come 
from  our  PR  professionals.” 

The  statement  continues: 

“But,  as  much  as  the  associ¬ 
ate  membership  proposal  might 
interest  our  PR  members,  it  is 
far  from  being  the  main  ques¬ 
tion  at  issue.  The  heart  of  the 
matter  is  whether  certain  pub¬ 
lic  relations  men  are  truly  pro¬ 
fessional  and  their  eligibility 
for  new  membership  in  Sigma 
Delta  Chi  comes  within  our  con¬ 
stitution’s  definition  of  journal¬ 
ism,  and  should  remain  so. 

“Many  a  newspaper  editor 
across  the  nation  will  say  some 
public  relations  men  perfonn 
definitely  journalistic  functions. 
Any  journalism  professor  aware 
of  the  facts  of  life  in  today’s 
method  of  gathering  and  dis¬ 
seminating  news  will  agree.” 


Peralta  Family 
Regains  Razon 

By  Basil  Thomson 

Buenos  Aires 

.A  court  decision  has  restored 
La  Razon  to  the  wealthy  Peralta 
Ramos  family. 

The  metropolitan  daily  (aft¬ 
ernoon)  with  the  largest  cir¬ 
culation  (463,000)  in  South 
America  returns  to  Ricardo 
Peralta  Ramos’s  control  after 
nearly  three  years  of  legal 
battles  over  ownership  of  the 
majority  shares. 

Rival  claimant  was  the  Na¬ 
tional  Wealth  Recovery  Board 
set  up  by  the  provisional  gov¬ 
ernment  of  President  Eugenio 
Aramburu  to  inquire  into  the 
conniption  and  illicit  deals  of 
the  Peron  regime. 

In  1947  Peralta  Ramos  parted 
with  his  majority  interest  to 
Miguel  Miranda,  Peron’s  econ¬ 
omic  czar,  in  a  deal  which  as¬ 
sured  protection  against  La 
Razon’s  expropriation.  The 
shares  subsequently  passed  into 


the  hands  of  the  deposed  dicta- 
tator’s  wife,  EVa  Peron. 

With  Peron’s  ouster,  the 
shares,  along  with  other  of  the 
ex-dictator’s  and  his  wife’s 
property,  reverted  to  the  State. 

On  grounds  that  they  were 
pressured  into  the  sale  to  Mir¬ 
anda  by  Peron  agents,  the 
Peralta  family  filed  suit  agrainst 
the  govemment  as  represented 
by  the  NCRB. 

While  ^he  legal  battle  ensued 
a  government  “interventor” 
(sheriff)  was  appointed  to  run 
La  Razon. 

Announcement  of  the  end  of 
the  “intei-vention”  and  restitu¬ 
tion  of  the  paper  to  the  Peralta 
family  was  made  by  the  “in¬ 
terventor”  himself. 

La  Razon  is  one  of  the  richest 
newspaper  properties  in  South 
America. 

Ad  Tolls  Paid 

Charlotte,  N.  C. 

The  Charlotte  Observer  now 
pays  long  distance  tolls  from 
anywhere  in  North  and  South 
Carolina  w’hen  classified  ads  are 
placed.  No  extra  charges  are 
made  for  the  service. 


Mr.  Pvbhsher...  cure  YOU initresbed  in 


In  Baseball  Story 


He  pointed  out  that  the  Texas 
Association  is  committed  to  oj)- 
pose  any  change  at  the  San 
Diego  annual  convention  of  the 
fraternity  in  November,  at 
which  the  recommendations  of 
the  national  membership  eligi-  Ex-Reporter  Stars 
bility  committee,  headed  by 
Bernard  Kilgore,  will  come  up 
for  consideration. 

“We  feel  that  it  is  the  work 
that  men  actually  do,  rather  than 
their  titles,  that  should  be  the 
criterion  in  determining  their 
eligibility  for  election  to  pro¬ 
fessional  membership  in  Sigma 
DelU  Chi,”  said  Mr.  Call. 

“There  are  men  in  the  field  of 
public  relations  who  qualify  as 
journalists  under  the  frater¬ 
nity’s  public  information  defini¬ 
tion.” 

The  Texas  Association  invites 
views  of  members  and  chapters 
elsewhere  in  the  country,  pro¬ 
fessional  and  undergraduate.  It 
asks  that  correspondence  be  ad-  39  years  ago. 

dressed  to  Clifton  Blackmon,  • 

vicepresident  and  director  of  ad-  .  *  ¥t  i  i  i 

vertising  and  public  relations  lltlc  ts  Lplieltl 


WASHINGT(tN 
Robert  R.  Rodenberg  who 
made  the  sports  pages  when  he 
filed  suit  to  enjoin  the  Wash¬ 
ington  Senators  from  moving 
from  the  Capital  to  Minneapolis, 
is  a  former  general  assignment 
reporter  for  the  Washington 
Times-Herald.  He  left  the  news¬ 
paper  to  engage  in  public  re¬ 
lations  here;  later  he  purchased 
control  of  the  Baltimore  Colts 
professional  football  team.  He 
is  the  son  of  the  late  Rep. 
William  A.  Rodenberg  of  Illi¬ 
nois,  who  gave  him  75  shares  of 
stock  in  the  Washington  Base- 


Advertrans  7W 


for  the  First  National  Bank  in 
Dallas. 

Expanding  Field 

The  Texas  Association’s  state- 
®ent  points  out  that  “(1)  the 


The  Commissioner  of  Patents 
has  upheld  the  Scranton  (Pa.) 
Times  in  its  use  of  the  title 
Next  Week  on  a  supplement. 
Objection  had  been  made  by  the 
publishers  of  Newsweek  maga- 


Kilgore  committee  report  would  zine.  The  Commissioner  ruled 
w  effect  have  us  revert  to  the  that  the  marks  do  not  look 
Executive  Council’s  ill-advised  alike  and  their  connotations  are 
interpretation’  of  April  12,  distinctly  different. 
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WU  CAN  HAVtBOmmK 

View 

“Your  Newspaper’s 
T.V.  Magazine” 


A  Complete  Week  of 
TV  Listing  Features 
and  News  —  A  Proven 
Circulation  and  Line^ 
age  Builder -Sold  and 
Edited  by: 


DICKINSON 

Publishing  Corporation 
.■345  Fifth  Ave..  NYC.  17,  NY 

MU  7-9130 
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FAIRCHILD 

news 


Jac  J.  Lehrman,  vice  president. 
Giant  Food  Shopping  Center, 
Washington,  D.  C,  coming  back 
from  a  long  vacation  in  Europe, 
with  only  about  four  days  to 
spare  before  leaving  London, 
cabled  us  to  send  back-issues  of 
SUPERMARKET  NEWS  so  he 
could  catch  up  while  returning  in 
the  He  de  France.  The  papers 
reached  him  just  in  time. 


Harry  Berlfein,  staff  reporter  of 
WOMEN’S  WE.\R  DAILY,  will 
spend  three  weeks  starting  Sept. 
15  covering  the  semi-annual  store 
principal  sessions  of  three  of  the 
leading  department  store  groups. 
They  are  Frederick  Atkins,  Inc., 
cooperative  buying  group,  meeting 
in  Roanoke,  Va.  Sept.  15-18;  As¬ 
sociated  Merchandising  Corp.,  at 
White  Sulphur  Springs,  W.  Va., 
Sept.  28-Oct.  2;  and  May  Depart¬ 
ment  Stores,  Inc.,  Oct.  6-9  at  White 
Sulphur  Springs,  W.  Va. 


L.  E.  Williams,  advertising  di¬ 
rector  of  HOME  FURNISHINGS 
DAILY  and  chairman  of  the  board 
of  the  Associated  Business  Pub¬ 
lications,  keynoted  the  all  day  ses¬ 
sion  of  the  Dotted  Line  Oub  at 
Hotel  Roosevelt  yesterday  with  a 
talk  on  “Today’s  Sales  Problems 
and  How  to  Meet  Them.” 

Charles  Wendel,  Washington 
Bureau  reporter,  goes  to  D^las 
Sept.  25-28  to  cover  for  ELEC¬ 
TRONIC  NEWS  the  annual  Air 
Force  Association  convention, 
where  top  Air  Force  officials  and 
electronic  industry  representatives 
will  be  speakers. 


Qara  Hancox,  editor  of  The 
College  Shop  section  of  D.AILY 
NEWS  RECORD  will  address  the 
Youth  Conference  session  of  the 
National  Association  of  Retail 
Clothiers  and  Furnishers  at  the 
Palmer  House  in  Chicago,  Oct.  27. 
Her  subject  will  be  “TTie  Young 
Men’s  Market.” 


Six  members  of  the  editorial  and 
advertising  departments  of  DAILY 
NEWS  RECORD  will  converge  in 
Greenville,  S.C.  for  the  Southern 
Textile  Exposition  there  Oct.  6-10. 
Albert  Mari  and  Robert  Grimsley 
from  New  York  and  Cheves  Ligon 
of  Charlotte  bureau  will  cover  for 
the  editorial  department.  Fanery 
P.  Laskey,  advertising  director  and 
Bertha  Kaufman  from  New  York 
and  Richard  Slack  of  Atlanta  of¬ 
fice  will  be  on  hand  from  the  ad¬ 
vertising  division. 

FAIRCHILD 
Publications,  Inc. 

7  East  12th  St.,  New  York,  N.  Y. 


Daily  News  Record,  Supermarket  News, 
Women's  Wear  Daily,  Electronic  News, 
Home  Furnishings  Daily,  Directories, 
Men's  Wear,  Footwear  News,  Books. 


City  Council 
Assignment 
For  46  Years 


Philadelphia 

Despite  higher  taxes,  munici¬ 
pal  taxpayers  are  getting  far 
more  for  their  money  than  at 
any  time  in  history,  says  James 
Cameron  Bleloch,  dean  of  Phil¬ 
adelphia’s  Administration  re¬ 
porters,  who  retired  on  Sept.  1 
after  44  years  as  a  newsman. 

After  working  for  two  years 
as  a  feature  writer  on  the  Sun¬ 
day  edition  of  the  now-defunct 
North  American,  Mr.  Bleloch 
joined  the  Bulletin  staff  in  1916 
and  was  given  the  assignment 
of  covering  the  Mayor’s  office 
and  City  Council  on  a  tempor- 
ai-y  basis.  He  was  never  notified 
that  the  assignment  was  to  be 
made  permanent,  and  Mr.  Ble¬ 
loch  says,  except  for  two  years 
out  for  service  in  the  army  in 
World  War  I,  he  spent  the  rest 
of  his  reporting  career  in  the 
job. 

I  Mr.  Bleloch,  a  natty,  trim, 
bespectacled  man,  has  been 
president  of  the  Administration 
Repoiiers  Association  for  the 
past  20  years.  He  was  honored 
on  the  occasion  of  his  retire¬ 
ment  with  two  parties,  one  given 
by  the  Bulletin  staff,  at  which 
he  was  presented  with  an  elec¬ 
tric  clock  and  a  caricature  of 
himself  signed  by  the  staff  mem¬ 
bers,  and  the  other  by  the  Ad¬ 
ministration  Reporters. 

On  Sept.  11,  City  Council  will 
present  Mr.  Bleloch  with  an 
embossed  resolution,  thanking 
him  for  his  integrity  and  ac¬ 
curacy  in  reporting  and  con¬ 
gratulating  him  on  his  record 
of  continuous  years  in  covering 
City  Council.  A  luncheon  will  be 
gdven  Sept.  18,  with  administra¬ 
tion  officials  as  guests. 

Mr.  Bleloch  lives  with  his 
wife,  Mildred,  a  flower  show 
judge,  on  a  handsomely  land¬ 
scaped  two-acre  property  in  the 
city. 

«  *  ♦ 

John  C.  Laidlaw,  city  circu¬ 
lation  manager  of  the  Toronto 
(Ont.)  Globe  &  Mail  —  now 
circulation  manager. 


Hesib  Reis,  former  political 
editor  of  the  Philadelphia  (Pa.) 
Daily  News  —  to  direct  pub¬ 
licity  for  the  Philadelphia  Re¬ 
publican  City  Committee. 


Judy  Jennings,  former  so¬ 
ciety  editor,  Philadelphia  (Pa.) 
Inquirer  —  to  society  editor  of 
the  Philadelphia  (Pa.)  Bulletin. 


personal 


H.  W.  Stuart  —  from  city 
circulation  manager  to  assistant 
circulation  manager  of  the 
Bloomington  (Ill.)  Pantograph. 
He  has  been  on  the  circulation 
staff  since  1934. 

•  *  * 

Charles  M.  Holden,  formerly 
of  Clarksburg,  W.  Va.  —  re¬ 
signed  as  publisher  of  the  Miami 
(Okla.)  News-Record,  a  posi¬ 
tion  he  held  for  14  months. 

*  «  • 

James  McCook,  Ottawa 
(Ont.)  Journal  —  elected  presi¬ 
dent  of  the  Parliamentary  Press 
Gallery. 

*  *  * 

^  William  Loomis  —  resigned 

as  advertising  manager  of  the 
Burlington  (Vt.)  Daily  Newt. 
HOLD  THAT  POSE!  —  Frances  WILLIAM  MiLO,  former  ad  man- 
Sfarlc,  reporter  lor  the  Eureka  ager  of  the  Newport  (Vt.)^  Daily 
(Calif.)  Humboldt  Times,  has  just  Express  —  to  district  circula- 
won  a  three-week  all-eipense  trip  tion  manager  for  the  News, 
around  the  world  for  herself  and  BILL  BARRY  —  to  city  desk  of 
guest  in  the  Naturflex  Giveaway  News, 

contest  which  was  conducted  in  e  «  « 

variety  stores.  All  she  did  was 

register  at  a  bra  and  girdle  shop.  LEONARD  U.  WILSON,  manag¬ 
ing  editor  of  the  Bennington 
*  *  *  (Vt.)  Evening  Banner  —  to 

Warron  LeBaron,  formerly  director  of  public  relations  and 
assistant  city  editor  of  the  Ann  development  at  Bennington  Col- 
Arbor  (Mich.)  Netvs  and  staffer  lege. 


for  the  Chrysler  Corp.  News  — 
now  publicity  specialist  on  the 


Clyde  G.  Hess  Jr.,  University 


PR  staff  of  Chrysler’s  De  Soto  of  Vermont  grad  and  former 


Division. 


Ferguson,  copy 


Worcester  (Mass.)  Telegram 
staff  winter  —  to  chief  of  the 
U.  S.  Information  Service  bu¬ 
reau  in  Khartoum,  Sudan, 


r^der  and  former  managing  Africa.  He  was  recently  with  the 
^ «  Springfield  (Ill.)  ^gjg  Baghdad. 


Illinois  State  Journal  —  retired. 
He  observed  his  70th  birthday 
last  week.  Joseph  P.  Gaffigan, 


Allan  B.  Roach,  with  the 


assistant  manager  for  the  State  Rumford  Publishing  Co.,  Rum- 
Journal  and  Register  —  to  man-  ford.  Me.,  since  1954  —  to  staff 
age  a  restaurant  at  Springfield,  photographer,  Kennebec  Daily 
^  ^  ^  Journal,  Augusta,  Me. 

Elizabeth  Boynton  gradu-  ^ 

ate  of  University  of  Michigan  ^  ^ 

journal!^  ^hool  -  from  P^s-  the 

mouth  (N.  H.)  Herald  U>  Wor-  g^eceeding 

cester  (Mass.)  Gazette  staff,  V.  Millard,  retiring. 

Other  ne^c^ers  to  Gazette  are:  g  Fallstrom.  Herald  sports- 
CURTK  p.  mac  LAUGHipN  for-  ^.^ist- 

mer  ed^r  of  the  weekly  West-  ^  of 

f  ;  the  morning  Herald. 

DRIENNE  L.  Goggin,  graduate  of 

Clark  University  Women’s  Col-  •  •  • 

lege  with  honors  in  international  Jo  Ann  Flirt,  Montgomery 
relations;  and  Susan  Hearty,  (Ala.)  Advertiser  courthouse  r^ 
graduate  English  major  of  the  porter  —  to  assistant  to  the  a\- 
University  of  Massachusetts.  rector  of  the  Alabama  Press  As¬ 
sociation.  She  is  succeeded  by 

*  *  *  Allen  Gunn,  formerly  on  the 

George  A.  Miller,  former  state  desk  staff.  Tandy  Bozx- 
United  Press  staffer  in  New  man,  assistant  to  director  of  the 
York  and  Columbus  —  assistant  Advertiser-Journal  photographic 
editor  in  the  Ohio  State  Uni-  department  —  to  study  photo- 
versity  News  and  Information  journalism  at  Kent  (Ohio)  State 
Service.  University. 

EDITOR  at  PUBLISHER  for  September  13,  195« 


mention 

Sports  Editor 
Millard  Ends 
‘Bait’  Column 

By  Lloyd  Armstrong 


Decatur,  Ill. 

The  oldest  sports  column  in 
the  Midwest  written  continuous¬ 
ly  under  the  same  name  by  the 
same  individual  —  Howard  V. 

Millard’s  “Bait  For  Bugs,”  has 
appeared  for  the  last  time  in  the 
Decatur  Herald  and  Review. 

Mr.  Millard  retires  as  sports 
editor  of  that  Lindsay-Schaub 
newspaper  effective  Oct.  1  after 
completing  38  years  of  newspa¬ 
per  work  here.  The  Millards  will 
move  to  California.  Their  son, 

Harry,  has  been  classified  ad¬ 
vertising  manager  of  the  Mo¬ 
desto  Bee  since  1949, 

Mr.  Millard  adopted  his  col-  MEN  OF  LETTERS _ > 

umn  name  “Bait  For  Bugs”  in  two  Central  Illinois  i 

1922  after  writing  a  sports  col-  (left),  sports  editor 

umn  called  “In  Cold  Type,”  and  and  Howard  V.  Mill 

signed  only  by  his  initials,  his  Decatur  Herald-Reviei 

first  two  years  with  the  Review.  Tnelm 

He  moved  from  the  Peoria 

(IlL)  Star  to  the  Review  in  1920  ,,  ,  ,. 

and  when  the  two  papers  con-  ^r.  Millard  s  closest  friend  m 
solidated  in  1931  he  became  fraternity, 

sports  editor  of  the  combined  ^red  “Brick’  Young  of  the 
editions  Bloomington  Pantagrapn, 

j  •  j.,  ,  teamed  with  him  as  one  of  the 

r.  Millard  is  credited  with  widely  known  officiating 

making  the  first  play-by-play  twosomes  at  college  games.  Mr. 
radio  broadcast  of  a  minor  young  went  into  semi  retire- 
192^^  baseball  game.  Sept.  24,  j„gjjt  last  January  after  40  years 
■  as  sports  editor  of  the  Panta- 

“Bait,”  as  he  often  referred  graph.  He  still  writes  a  daily 
to  himself  in  print,  got  his  first  column  and  covers  major  sports 
taste  of  newspapering  in  1901.  events  for  his  paper. 

It  was  a  sad  experience  for  a  • 

Z  Homelown  Stalfer 

bulletin  telling  of  the  shooting  INanie<I  tO  Mti  rOSt 
of  President  William  McKinley  Ogden  Utah 

was  posted.  Knowing  an  “extra”  Appointment  of  Charles  D. 
would  soon  out  he  got  in  line  Carver,  former  city  editor,  as 
an  i^eived  the  first  bundle,  managing  editor  of  the  Ogden 
He  sold  $8  worth  of  newspapers  Standard-Examiner  was  an- 
^  nounced  by  Joseph  F.  Breeze, 

pocketbook  on  the  way  home.  general  manager.  He  succeeds 
His  first  newspaper  paycheck  James  England  who  has  left  to 
came  in  1910,  from  the  Oska-  accept  a  position  with  the  Boise 
loosa  (Iowa)  Herald.  (Idaho)  Statesman.  Mr.  Eng- 

After  a  year  at  University  of  land  had  been  with  the  Stand- 
lowa  law  school,  Mr.  Millard  ard-Examiner  since  last  Octo- 
was  induced  by  Scott  Lucas,  a  ber, 

graduate  of  Illinois  Wesleyan,  An  editorial  staff  member  for 
to  transfer  there.  Mr.  Millard  eight  years,  Mr.  Carver  was 
was  in  center  field  on  the  only  appointed  city  editor  on  Oct.  23, 
undefeated  baseball  team  in  1966.  Prior  to  that  time  he 
Wesleyan  history  and  he  cap-  served  as  editor  of  the  state  and 
tained  the  1917  Wesleyan  bas-  community  pages  of  the  paper, 
ketball  team.  He  is  a  native  of  Ogden. 
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MEN  OF  LETTERS — Almost  80  years  of  sports  editing  and  writing  for 
two  Central  Illinois  newspapers  is  represented  here  by  Fred  Young 
(left),  sports  editor  emeritus  of  the  Bloomington  (III.)  Pantograph, 
and  Howard  V.  Millard,  whose  retirement  as  sports  editor  of  the 
Decatur  Herald-Review  becomes  effective  Oct.  I  after  38  years.  Millard 
and  his  wife,  Thelma,  hold  lettermen’s  blankets  from  Millikin  and 
Illinois  Wesleyan. 


Scott  Warden  Heads 
Dailies’  Ad  Dept, 

Great  Falls,  Mont. 

Scott  Warden,  in  charge  of 
special  promotions  advertising 
for  the  Great  Falls  Tribune 
since  1956,  has  been  named  ad¬ 
vertising  director  of  the  Trib¬ 
une  and  Leader. 

Prior  to  joining  the  adver¬ 
tising  department  of  the  Trib¬ 
une,  Mr.  Warden  was  on  the 
sales  staff  of  radio  station 
KMON  and  following  his  grad¬ 
uation  from  Northwestern  Uni¬ 
versity  in  1949,  he  was  associ¬ 
ated  with  the  National  Broad¬ 
casting  Co.,  in  New  York  for 
several  years,  both  in  the  guest 
relations  and  production  service 
departments. 

Mr.  Warden  is  the  only  son 
of  Alexander  Warden,  publisher 
of  the  Tribune  and  Leader. 

• 

Science  for  Youth 

Cleveland 

David  Dietz,  science  editor  of 
the  Cleveland  Press  and  the 
Scripps  -  Howard  Newspapers, 
has  published  a  new  book,  “All 
About  Satellites  and  Space 
Ships,”  by  Random  House.  It 
is  one  of  a  series  of  volumes 
for  children. 


...another 
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Quality  Color 

(Continued  from  page  17) 


Under  the  supervision  of  Sun- 
Times  press  room  superintend¬ 
ent,  Jack  Brugg,  all  color  plates 
are  put  on  the  presses  and 
aligned  in  register  by  a  make- 
ready  crew  prior  to  the  arrival 
of  the  production  crews  in  the 
afternoon. 

Throughout  the  color  repro¬ 
duction  process,  all  Sun-Times 
departments  concerned  are  furn¬ 
ished  with  progressive  and  final 
pi’oofs  to  maintain  a  constant 
check  on  print  quality  and  fidel¬ 
ity  of  reproduction. 

The  award  winning  full  page 
is  part  of  a  schedule  of  three 
full  pages  in  full  color  in  the 
Sun-Times  for  Hamm’s  Brew¬ 
ing  Co.  This  schedule,  and  a 
schedule  of  three  full  pages  in 
the  Chicago  Tribune,  mark  the 
first  use  of  newspapers  in  Chi¬ 
cago  by  Hamm’s  Brewing  Co. 
to  advei-tise  their  product.  Their 
previous  use  of  newspaper  ad¬ 
vertising  was  limited  to  tune- 
in  announcements  of  their  tele¬ 
vision  show. 

The  award  winning  adver¬ 
tisement  was  merchandised  by 
the  Sun-Times  through  tear 
sheets  sent  to  the  entire 
Hamm’s  sales  staff  in  the  Chi¬ 
cago  area,  and  through  a  mail¬ 
ing  piece  accompanied  by  tear 
sheets  sent  to  a  list  of  retail 
liquor  outlets. 

*  *  * 

CLEVELAND  PLAIN  DE.4LER 
Standard  Oil  of  Ohio 
McCann-Erickson 

The  SOHIO  ad  in  the  Cleve¬ 
land  Plain  Dealer  was  produced 
on  a  four-page  width  Hoe  press. 

Although  we  have  ink  box 
and  rail  facilities  for  color,  in 
most  instances  (including  this 
one)  where  only  spot  color  is 
required,  we  use  a  Capco  port¬ 
able  fountain. 

Electros  came  from  McCann- 
Erickson,  the  Agency. 

The  material  is  received  by 
the  national  advertising  depart¬ 
ment  which  schedules  the  ad 
and  advises  the  production  de¬ 
partment  about  the  color.  Proofs 
are  usually  unnecessary.  After 
the  ad  is  run,  tearsheets  are 
sent  to  the  Agency,  etc. 

The  material  is  sent  to  Dis¬ 
patch  which  passes  it  to  En¬ 
graving  for  registering.  A  base 
is  cast  and  a  color  mat  rolled  in 
Stereotyping.  The  color  mat  is 
then  processed,  cast  and  routed 
usually  a  day  before  the  ad 
appears.  The  black  is  handled 
as  a  regular  black  and  white 
ad. 

Since  we  have  run  a  series  of 
SOHIO  Boron  ads,  the  Agency 


through  the  Flint  Ink  Corpora¬ 
tion  has  developed  a  special  ink 
called  Boron  Purple  which  we 
purchase  pre-mixed. 


COLUMBUS  DISPATCH 
Freshlike 

Campbell-Mithun,  Inc. 

Our  award  winning  ad,  as 
well  as  the  high  standard  which 
we  maintain  in  all  of  our  color 
work,  is  the  result  of  close  team 
work  among  all  departments  in¬ 
volved  in  color  reproduction. 
This  team,  consisting  of  all  de¬ 
partment  heads  concerned, 
meets  weekly,  or  oftener,  to  dis¬ 
cuss  color  problems.  As  a  re¬ 
sult  there  is  high  desire  to  pro¬ 
duce  outstanding  work  and  great 
satisfaction  in  its  accomplish¬ 
ment.  The  team  is  under  the 
chairmanship  of  a  color  coor¬ 
dinator,  Gordon  Kuster,  who 
gives  personal  attention  to  each 
color  ad  during  production. 

The  winning  Freshlike  ad  was 
part  of  an  outstanding  cam¬ 
paign  by  the  Campbell-Mithun 
Agency  for  the  Larsen  Com¬ 
pany.  Pre-made  ready  bista  mats 
were  furnished  us  through  Lake 
Shore  Electrotype  whose  work 
we  have  found  to  be  of  uni¬ 
formly  high  standard.  Mats  are 
sealed  against  moisture  absorp¬ 
tion  or  evaporation  and  we  keep 
them  sealed  until  they  are  to  be 
direct  cast.  We  use  either  a 
Junior  or  Pony  casting  box, 
whichever  is  available,  check 
press  plates  for  register  and 
have  them  nickelplated. 

Our  press  is  tJie  Goss  Head¬ 
liner,  three  presses,  21  units 
and  six  half-decks,  installed  two 
and  a  half  years  ago.  Flint  ink 
in  the  three  standard  ANPA 
process  colors — yellow,  red  and 
blue — w’as  used,  in  that  printing 
order.  A  constant  check  is  main¬ 
tained  on  our  color  work 
throughout  the  press  run  which 
operates  between  42,000  and 
45,000  per  hour.  The  Freshlike 
ad  was  printed  as  part  of  a 
collect  run. 


SHREVEPORT 
TIMES-JOURN.4L 
Borden’s  Ice  Cream 
Tracy  Locke  Co, 

The  Borden  Ice  Cream  ad, 
black  and  one  color,  w’as  ordered 
for  composing  room  make-up 
with  the  illustrations  furnished 
in  mat  form.  The  National  Ad 
Department  immediately  con¬ 
firmed  receipt  of  the  order  and 
acknowledged  the  insertion 
schedule  for  ROP  Color  on  the 
afternoon  (Shreveport  Journal) 
of  July  18th  and  the  morning 
(Shreveport  Times)  of  July 
19th. 

Hand  and  machine  composi¬ 
tion  was  required  for  the  copy. 
Stereos  were  cut  and  trimmed 


to  fit  the  ad  make-up  and  the 
completed  ad  was  proofed.  Cellu¬ 
lose  acetate  sheets  were  then 
used  for  color  registering. 

Instructions  on  the  insertion 
order  indicated  a  blend  of  two 
colors  and  black  for  the  choco¬ 
late  color  of  the  ice  cream.  A 
color  blending  was  made  by  the 
Production  Department  and 
proofed  on  newsprint  from  the 
stereos.  Matching  the  proof  to 
the  specimen  color  sample 
brought  approval  from  the  Na¬ 
tional  Ad  Department. 

The  necessary  quantity  of  ink 
materials  was  furnished  to  the 
press  room  for  the  publication 
date.  The  press  used  is  a  Goss 
Headliner  with  Colortrol.  The 
ink  foi-mula  is  filed  with  the  ad 
proof  for  future  reference. 


SACRAMENTO  BEE 
Olympia  Brewing  Co. 
Butsforci.  Constantine  &  Gardner 

The  Sacramento  Bee’s  award 
winning  Olympia  Brewing  Ck)m- 
pany  ROP  ad  was  printed  on 
Scott  press  equipment  at  regu¬ 
lar  production  speed  of  42,000 
copies  per  hour.  Colored  inks 
were  Sinclair  &  Carroll  ANPA- 
AAAA  process  yellow,  red  and 
blue.  Black  ink  was  from  Cali¬ 
fornia  Inks. 

Printing  material  was  Lake 
Shore  Electrotype’s  Super  Bis¬ 
ta,  Pre-Made  Ready  Mats  for 
direct  casting. 

All  color  ads  are  carefully 
checked  by  the  ad  manager  and 
national  ad  manager.  In  addi¬ 
tion  early  copies  are  checked  by 
the  assistant  to  the  business 
manager,  the  press  foreman  and 
the  mechanical  supervisor. 
Every  effort  is  made  to  match 
the  color  proofs. 

When  mats  are  received  they 
are  carefully  checked  and  com¬ 
pared  with  the  progressive 
proofs.  They  are  then  squared 
and  trimmed  before  going  to  the 
Sta-Hi  mat  formers.  They  re¬ 
main  in  the  formers  for  3% 
minutes  which  is  one  minute 
longer  than  we  dry  regular 
daily  black  and  white  mats.  This 
helps  remove  any  moisture 
which  might  have  been  picked 
up  during  shipping  and 
handling.  Mats  are  then  cast  in 
the  Wo^  Pony  Autoplate  and 
the  first  cast  is  discarded.  This 
is  done  to  remove  any  remaining 
moisture  and  assure  more  uni¬ 
form  plates.  Casts  are  shaved 
with  the  shaver  overlay  sheet 
provided  by  Lake  Shore  and 
plates  are  water  cooled  the  same 
as  regular  daily  plates.  This 
shrinks  the  plates  and  causes 
them  to  fit  tight  on  the  press 
cylinders.  Plates  then  go  to  the 
Wood  Pre-Register  machine 
where  final  register  takes  place. 

EDITOR  SC  PUBL 


Dead  metal  is  routed  and  plates 
then  go  to  the  press  room. 

There  was  no  trouble  in 
matching  colors  for  this  par¬ 
ticular  ad  since  standard 
ANPA-AAAA  colors  were  spe¬ 
cified.  When  standard  colors  are 
not  specified  we  have  in-plant 
system  for  mixing  colors  until 
they  match  requested  colors. 


MILWAUKEE  SENTINEL 
Ford  Motor  Company 
J.  Walter  Thompiton  Cm. 

This  spot-color  advertisement 
for  Ford  appearing  in  the  Sen¬ 
tinel  on  Nov.  7,  1957,  was 
printed  as  part  of  a  56-page 
paper,  on  Scott  straightline 
press.  The  ink  was:  Morrill 
AM  5865  Orange  Red.  Plastic 
plates  were  supplied  by  the 
agency.  These  were  made  by  the 
Northern  Electrotype  Co.,  De¬ 
troit. 

The  plastics  were  molded  under 
direct  pressure  on  Directomat, 
with  slight  amount  of  heat  to 
maintain  register.  Fine  screen 
areas  were  highlighted. 

Handling  of  this  ad  was  just 
a  part  of  the  normal  operation 
of  Sentinel  mechanical  depart¬ 
ments.  Careful  co-operation  of 
Edgar  McCarthy,  foreman,  and 
Ray  Bryant,  pressroom  fore¬ 
man,  and  their  departments  are 
responsible  for  the  noimal 
clean,  clear  reproduction  of  ROP 
color  ads  for  which  the  Sentinel 
has  received  many  commenda¬ 
tions  from  agencies  and  adver¬ 
tisers. 

In  1957,  the  Sentinel  published 
581,792  lines  of  ROP  color  ad¬ 
vertising  of  which  77%  were 
from  advertisers  in  the  General, 
Automotive  and  Financial  clas¬ 
sifications.  The  balance  was 
from  Retail  accounts. 


SALT  LAKE  TRIBl  NE 
Hi-Land  Dairy 
/Vxelsen  Agency 

The  Hi-Land  Dairy  Ad  in  the 
Salt  Lake  Tribune  was  proc¬ 
essed  in  the  routine  manner  for 
handling  color,  as  follows: 

1.  Press  is  Goss  w’ith  semi- 
cylindrical  double-width  port¬ 
able  fountains  and  two  cylinder 
color  deck. 

2.  Materials  received  from 
agency  were  complete  zinc  en¬ 
gravings. 

3.  Processed  in  the  nonnal 
manner  through  the  dispatch 
department. 

4.  Processing  procedure:  The 
cuts  are  registered  and  mats 
pulled.  Press  plates  are  made. 
These  are  put  on  press  and  black 
proofs  pulled.  These  are  used 
as  a  guide  for  use  in  highlight¬ 
ing  the  back  of  new  mats  from 
which  new  plates  are  made. 

(Continued  on  page  68) 
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R.O.P.  color  can  paint  a  brighter  sales  picture  for  you  in  the 
prosperous  San  Diego  market.  The  San  Diego  Union  and 
Evening  Tribune  have  been  pioneers  and  leaders  *  in  the 
production  of  full  newspaper  color  for  30  years.  Oii^:  Goss 
Headline  Presses  are  completely  color-equipped.  Our  stereo¬ 
typing  and  color-matching  equipment  is  the  finest.  And  our 
files  are  full  of  success  stories  which  prove  that  our  R.O.P. 
color  sells.  (A  card  to  our  National  Advertising  Department 
will  bring  a  detailed  report  on  case  histories. )  R.O.P.  color 
can  give  you  a  strong  competitive  advantage  in  San  Diego. 

Seize  that  advantage  now. 

•  In  1957,  The  San  Diego  Union  ranked  25th  among  all  the 
nations  newspapers  in  total  color  linage. 

COLOR  SELLS 

THE  SAN  DIEGO  MARKET 


S]||(  $an  Ditgo  Union 


Evening  Tribune 


NOW  -  THE  R.O.P.  .STORY  ON  FILM!  We  have  produced 
a  29-minute  motion  picture  which  tells  the  R.O.P.  story.  WVll 
be  delighted  to  arrange  a  special  screening  or  to  provide  a 
print  for  you  to  show  at  your  convenience.  Ask  your  West- 
Holliday  man  ...  or  write  Copley  Productions,  919  Second 
Avenue,  San  Diego,  California.  It’s  free,  of  course. 


'The  Ring  of  Truth" 


COPLEY  NEWSPAPERS 


15  “Hometown”  Newspapers  covering  San  Diego,  California 
—Springfield,  Illinois  —  Northern  Illinois  —  and  Greater  Los 
Angeles  .  .  .  Served  by  the  COPLEY  Washington  Bureau 
and  the  COPLEY  News  Service. 

REPRESENTED  NATIONALLY  BY  WEST-HOLLIDAY  CO.,  INC. 
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Quality  Color 

(Continued  from  page  66) 

5.  Ink  matching:  We  have  a 
branch  office  of  California  Ink 
which  takes  care  of  matching 
all  colors. 

6.  The  evening  Deseret  News 
and  Telegram  printed  in  the 
plant  of  the  Newspaper  Agency 
Corp.,  agent,  ranks  second  in 
the  amount  of  ROP  color  linage 
published  during  the  first  six 
months  of  1958  by  all  evening 
newspapers.  The  morning  Salt 
Lake  Tribune  ranks  third  in 
the  amount  of  ROP  daily  color 
linage  published  during  the 
same  period  among  morning 
newspapers. 

*  it  * 

HOLYOKE 

TRANSCRIPT-TELEGRAM 
Arnold  Bakers 
Chas.  W.  Hoyt  Company 

The  Transcript-Telegram  is 
printed  on  a  four-unit  Goss 
Headliner  with  double  folder 
and  one  reversing  couple. 

From  the  mats  furnished  by 
the  agency  we  made  flat  stereo¬ 
type  shell  casts  and  the  en¬ 
gravers  then  pulled  black  proofs 
which  they  used  for  copy  to 
make  photoengravings  on  mag¬ 
nesium  metal.  It  was  on  these 
plates  that  we  printed  the 
Arnold  color  ad. 


The  Huber  Ink  Company 
furnished  the  ink  which  was 
specified  by  the  agency  as  Blue 
#503.  We  do  all  our  color  work 
with  direct  printing  and  mount 
our  photoengravings  on  steel 
dummies  with  double-faced  tape. 
We  find  that  in  this  way  we  can 
get  about  as  perfect  a  register 
and  reproduction  as  possible. 


DAILY  OLYMPIAN 
Rainier  Beer 

Miller,  MacKay,  Hoeck  & 
Hartung,  Inc. 

We  use  a  Goss  Dek-A-Tube 
Press  with  continuous  ink  feed 
via  spiral  rollers,  and  have  ob¬ 
tained  excellent  reproduction  on 
all  color  copy.  In  this  case  our 
task  was  much  easier.  Miller, 
McKay,  Hoeck,  and  Hartung, 
the  agency  who  prepared  this 
winning  Rainier  Beer  advertise¬ 
ment,  furnished  Tenanon  direct 
cast,  no  pack  mats.  This  type 
mat,  developed  by  Dick  Wayman 
of  the  Union  Plate  and  Mat 
Company  of  Seattle,  Washing¬ 
ton,  has  proven  to  be  the  most 
superior  for  color  reproduction 
that  we  have  used. 

Special  care  is  taken  to  square 
up  the  mats  to  insure  the  best 
possible  register.  Bill  Stribling, 
press  foreman,  watches  such 
small  detail  as  making  sure  that 
the  blanket  openings  are  prop¬ 
erly  aligned  to  eliminate  flat 


spots  which  might  throw  off  the 
register.  We  use  Morrill  inks 
by  serial  number  as  specified  by 
the  agency.  This,  plus  careful 
attention  to  ink  coverage  indi¬ 
cated  by  the  color  progs,  has 
made  it  possible  to  give  fine  full 
color  reproduction. 

*  *  * 

ROCK  ISLAND  ARGUS 
Standard  Oil  of  Indiana 
D’Arcy  Advertising  Co. 

The  Argus,  established  in 
1851,  completed  in  1957  a 
million-doUar  expansion  pro¬ 
gram  to  the  publishing  plant 
which  included  the  installation 
of  a  new  five-unit  Hoe  color 
convertible  press.  The  new  press 
has  a  color  cylinder  on  the  sec¬ 
ond  unit  in  front  of  the  folder 
with  the  first  impression  cylin¬ 
der  in  front  of  the  folder  being 
a  reversible  cylinder. 

Most  of  the  color  printing 
material  for  spot  color  produc¬ 
tion  is  handled  by  plastic  plates 
and  Bista  mats  are  used  largely 
in  the  printing  of  full  color.  As 
the  printing  material  is  received 
from  the  agencies  and  electro¬ 
type  companies  it  is  routed  from 
the  national  advertising  depart¬ 
ment  to  our  Ad  Control  depart¬ 
ment  for  careful  handling  be¬ 
fore  page  makeup.  Two  days 
previous  to  schedule  date  page 
layouts  for  color  are  made  up 
by  the  advertising  department 
and  sent  to  Ad  Control  for 
processing.  All  spot  color  plates 
are  registered  in  the  composing 
room  by  the  printers  but  on  full 
color  plate  registry  is  handled 
by  the  stereotype  department. 

Careful  attention  is  given 
the  agency  instructions  regard¬ 
ing  the  exact  color  tone.  Sin- 
clair-Carroll  inks  are  used  for 
all  color  printing  with  the  use 
of  the  Sinclair-Carroll  blend¬ 
ing  system  for  mixing  of  all 
special  colors.  The  composing, 
stereotype  and  press  room  color 
production  is  under  the  direc¬ 
tion  of  Edward  F.  Burpee, 
.Argus  production  manager. 

The  Argus  printed  its  first 
color  advertisement  on  July  26, 
1957. 

During  the  first  six  months 
of  1958  approximately  15  per 
cent  of  the  entire  national  ad¬ 
vertising  linage  ran  in  spot  or 
full  color. 

Many  retail  advertisers  have 
also  been  consistent  users  of 
color  advertising. 

• 

Teen  Hall  of  Fame 

Columbus,  Ohio 

Ohio  newspapers  have  been 
asked  by  Ohio  State  Auditor 
James  A.  Rhodes  to  help  nomin¬ 
ate  candidates  for  Ohio’s  Teen 
Age  Hall  of  Fame,  envisioned 
as  an  inspiration  to  youth  and 
a  constructive  approach  to  the 
teen-age  problem. 


Progress  Edition  Debuts 
Spot  Color  in  Daily 

Dubuque,  Iowa 

The  Dubuque  (Iowa)  Tele- 
graphrHerald  brought  out  its 
biggest  edition  in  history,  Sun¬ 
day,  Aug.  31,  and  used  the  oc¬ 
casion  to  introduce  spot  color 
advertising  for  the  first  time. 

The  progress  edition  was 
printed  to  help  Dubuque  cel^ 
brate  its  125th  anniversary  of 
the  signing  of  the  Black  Hawk 
treaty  which  opened  Dubuque 
to  settlement  by  whites.  The  edi¬ 
tion  contained  108  pages  of 
historical  features  and  pictures. 

The  largest  previous  single 
edition  of  the  Telegraph-Herald 
was  a  100-page  edition  printed 
in  1930  to  celebrate  entry  into 
a  new  building. 

Advertising  Manager  Ralph 
Kling  revealed  there  was  more 
than  10,000  column  inches  of 
advertising  in  the  edition — also 
a  new  high  for  the  paper — and 
included  five  page  ads  using 
spot  color. 

The  Telegraph-Herald  in¬ 
stalled  equipment  to  print  one 
color  and  black  two  weeks 
earlier  and  announced  the  im¬ 
provements  in  two  full-page 
promotional  advertisements. 

A1  Link,  special  editions  edi¬ 
tor  of  the  Telegraph-Herald, 
directed  the  progress  edition 
and  a  majority  of  the  feature 
work  was  done  by  staffers  Carl 
Ochs,  Vera  Williams  and  Bill 
O’Neill. 

In  addition,  the  Telegraph- 
Herald  prepared  a  historical 
exhibit  in  the  lobby  of  the  news¬ 
paper,  featuring  the  history  and 
development  of  Dubuque. 

• 

Stockholder  Sues 

Jackson,  Ohio 

Two  suits,  totaling  $7,000, 
have  been  filed  in  Common  Pleas 
Court  against  the  Jackson  News- 
Leader  by  Dr.  David  E.  Michael, 
an  officer  and  substantial  stock¬ 
holder  in  the  corporation  that 
publishes  the  weekly  paper,  and 
by  B.  M.  Gragg  of  Mount  Gil¬ 
ead,  Ohio.  Both  ask  judgment 
on  promissory  notes.  Dr.  Mi¬ 
chael’s  amounting  to  $6,595  and 
Mr.  Gragg’s  totaling  $416.50. 


Win  Sports  Awards 

Salisbury,  N.  C. 

Sportswriters  Dick  Pierce  of 
the  Charlotte  Observer  and 
Horace  Billings  of  the  Salisbury 
Evening  Post  won  the  1958  Lee 
Kirby  Memorial  awards  for 
metropolitan  and  non-metropoli¬ 
tan  dailies  respectively.  The 
awards  are  for  fairness  and 
accuracy  in  reporting  sports 
events. 
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El'mt 


newspaper  black  &  colors 
precisely  meet  all  A.N.P.A. 
standards . PLUS 


★  Perfect  press  performance 

★  Nation-wide  uniformity 

★  Practical  color  mixing  plan 
'k  Aid  to  advertisers 


k  Ceaseless  research 


SEND  FOR  NEW  COLOR  SELECTOR 


ATLANTA  •  CHICAGO  •  CLEVELAND  •  DALLAS  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK 


Registration 


{Continued  from  page  19) 


Golden  !•.  Faria 
Merhanical  superintendent 
Indianapolis  Newspapers,  Inc. 
Indianapolis,  Ind. 

J.  H.  Feidkamp 
Eastern  manager 
George  H.  Morrill  Co. 

New  York 


R.  M.  Frost 

Vicepresident  and  treasurer 
Enterprise  Co. 

Beaumont,  Tex. 


J.  J.  Fullerman 
Roto  advertising  manager 
Evening  Star  Newspaper  Co. 
Washington,  D.C. 

Bidgar  R.  Farrington 
Cresset  Co. 

New  York 

M.  A.  Farrington 
Cresset  Co. 

New  York 


Carl  Felt  L-^Fippinger 

New  York  News  Interchemical  Corp. 

New  York 

Charles  Fenn  n  t  v 

General  advertising  manager  C.  L.  Fountain 

London  Free  Press  Printing  Co..  Ltd.  Advertising  director 
London,  Ont.  Lancaster  Newspapers,  Inc. 

Lancaster,  Pa. 

Stanley  A.  Ferger 

Advertising  director  &  vicepresident 

Cincinnati  (Ohio)  Enquirer  G 


Jack  Ferguson  Gordon  Gardner 

London  FVec  Press  Printing  Co.,  Ltd.  Columbus  (Ohio)  Dispatch 


I»ndon,  Ont. 

B.  E.  Fishbum 
Burgess  Cellulose  Co. 
Freeport,  Ill. 

Victor  E.  Fishburn 
President 

Burgess  Cellulose  Co. 
BVeeport,  Ill. 

-Andrew  Fisher 
New  York  Times 

Roger  L.  Fistos 

St.  Petersburg  (Fla.)  Times 


Joseph  Gatewood 
Philadelphia  Inquirer 
New  York 

F.  Gebhard 
R.  Hoe  &  Co.,  Inc. 
New  York 

Charles  Gibson 
Boston  (Mass.)  Globe 

Francis  W.  Golden 
Dot  Engravers,  Inc. 
Chicago 


H.  J.  Gibbons 

Manager  general  advertising 
Houston  (Tex.)  Chronicle 

W.  C.  Gilchrist 
Advertising  director 
Ohio  State  Journal 
Columbus,  Ohio 

Sidney  Goddin 
Walker  Engraving  Corp. 
New  York 

Eli  Gordon 

J.  Walter  Thompson  Co. 
New  York 

Maurice  E.  Graf 
Bomac  Engravers  Ltd. 
Toronto,  Ont. 

James  Gribbin 
McKim  Advertising  Ltd. 
Toronto,  Ont. 

Vincent  Grimes 
Elizabeth  (N.J.)  Journal 


H 


Edward  Hagney 

O)lor  Production  Service  Inc. 

New  York 

Richard  Hale 

General  manager 

News  Star  World  Pub.  Corp. 

Monroe,  La. 

Orel  M.  Harper 
Mechanical  superintendent 
Newspaper  Printing  Corp. 
Tulsa,  Okla. 

J.  W.  Hays 
George  H.  Morrill  Co. 

New  York 


D.  B.  Hurd 

E.  I.  du  Pont  de  Nemours  A  Co..  Inc. 
Philadelphia 


I 

William  D.  Inskeep 
Pressroom  superintendent 
Cincinnati  (Ohio)  Enquirer 


J 


R.  A.  Judges 
Montreal  Star  Co.  I^. 

Montreal,  Que. 

Ernest  Jackson 

Atlantic  Electrotype  A  Stereotype  Co. 
New  York 

Jann  &  Kelley  Inc. 

New  York 

Johnson,  Kent,  Gavin  &  Sinding,  lae. 
New  York 

Thomas  H.  Johnstone 
fAtawa  (Ont.)  Journal 


K 


Donald  P.  Kahn 
Philadelphia  (Pa.)  Inquirer 

Godfrey  W.  Kauffman 
Advertising  manager 
Evening  Star  Newspaper  Co. 
Washington,  D.C. 

John  H.  Kauffmann 
Business  manager 
Evening  Star  Newspaper  Co. 
Washington,  D.C. 


Howard  H.  Fitzgerald  II 
Business  manager 
Pontiac  (Mioh.)  Press 


Robert  G.  Grainger 
Mechanical  superintendent 
Toronto  (Ont.)  Telegram 


W.  J.  Hearin  Jr. 

General  manager 

Mobile  (Ala.)  Press  Register 


C.  M.  Keeter 
R.  Hoe  A  Co.,  Inc. 
New  York 


James  Flagg 
Boston  (Mass.)  Globe 

Carl  P.  Flynn 
Local  advertising  manager 
Newspaper  Printing  Corp. 
Tulsa.  Okla. 

William  J.  Foote 
Managing  editor 
Hartford  (Conn.)  Courant 

Edward  P.  FVaher 
Burgess  Cellulose  Co. 
Freeport,  III. 

Frank  Freitas 
Boston  (Mass. )  Globe 


James  Grider 
Times-Mirror  Co. 

Los  Angeles,  Calif. 

Monroe  Green 

Assistant  business  manager 

New  York  Times 

Edward  Griesmeyer 
Cincinnati  (Ohio)  Enquirer 

George  N.  Guthrie 
Perkins-Goodwin  Co. 
Lufkin,  Tex. 

C.  F.  GefTken 
J.  M.  Huber  Corp. 

Hillside,  N.J. 


Editor  &  Publisher 


The  SPOT  NEWS  paper  of  the  newspaper  and  advertising  fields 


The  PRIMARY  advertising  medium  for  ..  . 

•  NEWSPAPERS 

•  NEWSPAPER  EQUIPMENT  &  SUPPLIES 

•  SYNDICATES  AND  SERVICES 

•  NEWSPAPER  REPRESENTATIVES 

•  TRADEMARK  PROTECTION 

and 

Americans  most  influential  medium  for 
Public  Relations,  Corporate  and  Institu¬ 
tional  Advertising  .  .  . 

for  comploto  information  and 
advortiring  rotoi,  wrifm  .  .  . 


Siiiti,'  1  rOO  •  147£>  Broad 


W.  W.  Henderson 
R.  Hoe  A  Ck>.  Inc. 

New  York 

William  I.  Hill 
Feature  editor 

Evening  Star  Newspaper  Co. 
Washington.  D.C. 

Bruce  Hinsey  Jr. 

Paul  Anderson  Manufacturing  Co. 

San  Antonio 

James  C.  Hornaday 
Buffalo  (N.Y.)  Evening  News 

Harold  Hubbard 
Stereo.  Superintendent 
Hartford  (Conn.)  Courant 

John  F.  Huebscher 

Minnesota  Engraving  A  Colorplate  Co. 
Minneaiiolis 

John  F.  Huebscher 

Minnesota  Engraving  A  Ciolorplate  Co. 
Minneaiiolis 

Clark  J.  Huffer 

Electric  Eye  Equipment  Co. 

Danville,  III. 

Elmer  Hunt 
Boston  (Mass.)  Globe 

Egbert  E.  Hunter 
Composing  room  Supt. 

Hartford  (Conn.)  CJourant 

T.  D.  Hutchings 
President 

Hutchings  A  Melville  Inc. 

Chicago.  III. 

Fklward  L.  Hawkins 
Mechanical  superintendent 
Zanesville  Publishing  Co. 

Zanesville,  Ohio 

Louis  E.  Heindel 

Advertising  director 

San  Jose  (Calif.)  Mercury  A  News 

Everett  Hencke 
Anderson  A  Cairns,  Inc. 

New  York 

Fred  Hofmeister 
Buffalo  (N.Y.)  News 

(Charles  E.  Hoover 

Advertising  director 

Phoenix  (Ariz.)  Republic  A  Gazette 


George  T.  Kempter 
Certified  Dry  Mat  Corp. 

New  York 

Robert  E.  Kish 
Bangor  Publishing  Co. 

Bangor,  Me. 

FIdward  L.  Kieffer 
Kieffer-Nolde  Flngraving  Co. 
Chicago 

Joseph  King  Jr. 

Graphic  Oilor  Plate  Inc. 
Stamford,  Ck>nn. 

Abner  Kirby 

Chicago  (III.)  Sun-Times 

Carl  J.  Koch 

Retail  advertising  manager 
Flint  (Mich.)  Journal 

James  Krigman 
Boston  (Mass.)  Globe 

A.  H.  Kuch 

Booth  Michigan  Newspapers 
New  York 

James  Krigman 
Boston  (Mass.)  Globe 

A.  H.  Kuch 

Booth  Michigan  Newspapers 
New  York 

Gordon  Kuster 
Columbus  (Ohio)  Dispatch 

Frank  J.  Kaus 
American  Weekly 
New  York 

W.  E.  Keightley 

Buffalo  (N.Y.)  Flvening  News 

Kelly-Smith  Co. 

New  York 

Ernest  Klostermann 

Sta-Hi  Color  Service  Sales  Corp. 

Chicago 

Laurence  T.  Knott 
Advertising  director 
Chicago  (HI.)  Sun-Timea 


L 

Robert  H.  Lambert 
Moloney,  Regan  A  Schmitt  Ine. 
New  York 


{Continued  on  page  72) 
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DIMENSIONALLY  STABLE 


TODAY’S  TOP  NEWS 


The  distortion-free,  non-shrink 

Travis  Class  Mat  eliminates  production  variables  .  .  . 
insuring  high-fidelity  ROP  color. 

. . .  dimensionally  stable,  they  permit  mixing  casts, 
replating  a  single  color  when  necessary 

.  .  .  they  provide  perfect  mat  register  and  reduce  makeready  rec|iiirements 

. . .  after  casting,  stereos  have  a  satin  finish  that  improves  ink  cciverage 

.  .  .  faithful  reproduction  of  screens  and  solids  results  in  superior, 
top-quality  color  performance 


f  Available  through 

COLOR  PRODUCTION  SERVICE,  INC. 

250  Park  Ave.,  New  York  17,  N.  Y.  YUkon  6-7730 
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Robert  Landis 

Union-Tribune  Publishing  Co. 

San  Diego,  Calif. 

Anthony  La  Sala 
Rogers  Engraving  Co.  Inc. 

Long  Island  City,  N.Y. 

G.  Lawson 

Lake  Shore  Electrotype  Div. 

Chicago 

Eugene  J.  Lomcoe 
Advertising  director 
Houston  (Tex. )  Post 

John  S.  Le  Poidevin 
General  advertising  manager 
Racine  (Wis.)  Journal-Timef 

John  F.  Lewis 
Advertising  director 
St.  Paul  (Minn.)  Dispatch-Pioneer 
Press 

Willmott  Lewis  Jr. 

Production  manager 
Evening  Star  Newspaper  Co. 
Washington,  D.C. 

Charles  B.  Lord 
Advertising  director 
Indianapolis  Newspapers.  Ir.c. 
Indianapolis,  Ind. 

Frank  Losch 

General  advertising  manager 
Pittsburgh  (Pa.)  Press 

Paul  Ludekens 
Color  coordinator 

Rochester  (N.Y.)  Times-L'nion  and 
Democrat  &  Chronicle 

Joseph  Luers 

Advertising  promotion  manage  r 
Scranton  (Pa.)  Times 

James  F.  Lunn 

National  Dairy  Products  Coir- 

New  York 

Joseph  Lynch 
Promotion  manager 
Washington  (D.C.)  Post  4  Times 
Herald 

Warren  Lynch 

Rochester  (N.Y.)  Times-L'nion  and 
Democrat  &  (jhronicle 

Donald  Lytle 
Elcctrographic  Corp 
Chicago 

John  B.  Lake 

Advertising  director  4  promotien 
manager 

Elizabeth  (N.J.)  Daily  Journal 

.John  M.  Lane 
Potomac  Electrotype  C<.. 

New  York 

A.  Bruce  Lee 
Manager  New  York  office 
Christian  Senence  Monitor 
New  York 

Morten  Lenrow 
American  Weekly 
New  York 

Lyle  Lodwick 
McCall  Corp. 

New  York 

J ames  S.  Love 
Cresset  Co. 

New  York 


Joseph  G.  McClellan 
Advertising  director 
Norristown  (Pa.)  Times  Herald 

Robert  I.  McCracken 
Vicepresident  4  general  manager 
Norristown  (Pa.)  Times  Herald 

George  S.  McManus 
Boston  (Mass.)  Globe 

E.  Thomas  McBreen 

Vicepresident 

J.  Walter  Thompson  (k>. 

Chicago 

{Continued  on  page  74) 
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Member  of  Coniolidated  Consumer  Anolysis  Group 

SEATTLE'S  NEWSPAPER 

REPRESENTED  BY  O  MARA  &  ORmSBEE,  INC. 

•  Ovfroit  «  Chicogo  •  lo$  Angeles  •  Son  Francisco 
Member  Me^ro  Sundoy  Comics  and  Metro  Rotogravure  Groups 


iS^iy 


1 


HOP  Color  Cireulation  Available 


Region 

Total 

Total  Daily 

%  Circulation 

I  Region 

ToUl 

Total  Daily 

%  Circulation 

I  Region 

Total 

Total  Daily  %  Circulation 

and 

Daily 

ROP  Color 

Offering 

and 

Daily 

ROP  Color 

Offering 

and 

Daily 

ROP  Color 

Offering 

State 

Circulation 

Circulation 

ROP  Color 

State 

Circulation 

Circulation 

ROP  Color 

State 

Circulation 

Circulation 

ROP  Color 

N.  E. 

3,737,153 

2,176,254 

58.2% 

W.  N.  C. 

5,278,116 

4,525,081 

86,7% 

MT. 

1,746,647 

1,305,941 

74.8% 

Connecticut 

763,388 

66,811 

8.8 

Iowa 

927,938 

7C9,348 

76.4 

Arizona 

300,334 

83,641 

27.8 

Maine 

236,738 

178,684 

75.5 

Kansas 

709,311 

577,871 

81.5 

Colorado 

,592,829 

538,581 

90.8 

Massachusetts 

2,227,039 

1,790,849 

80.4 

Minnesota 

1,040,661 

945,719 

90.9 

Idaho 

141,529 

59,706 

42.2 

New  Hampshire 

121,350 

79,705 

65.7 

Missouri 

1,822,485 

1,645,167 

90.3 

Montana 

167,317 

138,158 

82.6 

Rhode  Isl^d 

295,204 

25,144 

8.5 

Nebraska 

458,342 

412,160 

89.9 

Nevada 

75,962 

66,722 

87.8 

Vermont 

93,434 

35,061 

37.5 

North  Dakota 

158,123 

106,433 

67.3 

New  Mexico 

168,074 

118,581 

70.5 

South  Dakota 

161,256 

128,393 

79.6 

Utah 

233,528 

233,628 

100.11 

M.  A. 

13,722,427 

6,993,480 

43.7 

Wyoming 

67,074 

67,074 

100.0 

New  Jersey 

1,412,592 

686,600 

48.6 

S.  A. 

6,938,072 

5,937,542 

85.6 

New  York 

8,160,813 

2,408,490 

29.5 

Delaware 

107,223 

97,653 

91.1 

PAC. 

6,132,670 

6,016,396 

98.1 

Pennsylvania 

4,149,022 

2,898,390 

69.9 

District  of 

California 

4,003,355 

4,538,443 

98.6 

Columbia 

830,395 

563,981 

67.9 

Oregon 

603,390 

569,835 

94.1 

E.  N.  C. 

12,055,191 

10,580,084 

87.8 

Florida 

1,491,747 

1,426,682 

95.6 

Washington 

925,925 

908,118 

98.1 

Illinois 

3,662,561 

3,231,756 

88.2 

Georgia 

860,530 

768,417 

89.3 

Indiana 

1,604,246 

1,152,682 

71.9 

Maryland 

755,962 

738,282 

97.7 

TOTAL 

Michigan 

2,386,274 

2,109,589 

88.4 

North  Carolina 

1,042,417 

838,114 

80.4 

u.  s. 

56,631,400 

42,883,538 

75.7% 

Ohio 

3,260,204 

3,040,623 

93.3 

South  Carolina 

466, 9C9 

447,902 

95.9 

Wisconsin 

1,141,906 

1,045,434 

91.6 

Virginia 

865,903 

706,972 

81.6 

NOTE:  Texai 

kana  credited  to  Arkansas. 

Bristol  Va.- 

West  Virginia 

516,986 

349,539 

67.6 

Tenii.  credited  to  Virginia. 

E.  S.  C. 

2,546,287 

2,329,769 

91.5 

Alabama 

642,324 

601,873 

93.7 

w.  s.  c. 

4.474,837 

4,018,991 

89.8 

Kentucky 

630,717 

533,957 

84.7 

Arkansas 

375,416 

305,064 

81.3 

SOURt'Tl:  Newspaper  SRDS,  July  16-August  15.  195t 

Mississippi 

275,002 

236,766 

86.1 

Louisiana 

654,855 

564,105 

86.1 

Tennessee 

998,244 

957,173 

95.9 

Oklahoma 

711,686 

577,759 

81.2 

Texas 

2,732,850 

2,572,063 

94.1 

Registration 
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Kenneth  J.  McCabe 
Walker  Ensravini;  Cbrp. 
New  York 

Charles  E.  HcNellcn 
Bomac  Engravers  Ltd. 
Toronto,  Ont. 

John  McQuillan 
Cresset  Company, 

New  York 


M 

James  B.  Martin 

Advertising  director 

Charleston  (W.Va.)  Gazette-Mail 

Marvin  Mehlman 

Color  Production  Service  Inc. 

New  York 

Erwin  A.  Miessler 

Needham,  Louis  and  Brorby  Inc. 

Chicago 

Harold  J.  Mintun 
Production  manager 
Pittsburgh  (Pa.)  Press 

John  W.  Moffett 

Vicepresident  &  advertising  director 
Minneapolis  (Minn.)  Star  and  Tribune 

Herbert  W.  Moloney  Jr. 

Moloney,  Regan  &  Schmitt  Inc. 

New  York 

Charles  H.  Moore 

Advertising  director 

Cedar  Rapids  (Iowa)  Gazette 

Thomas  L.  Moran 
General  manager 
Scranton  (Pa.)  Times 

Anthony  Morang 
Chicago  (Ill.)  Sun-Times 

Harold  Moss 

Press  superintendent 

London  Free  Press  Printing  t'l*..  Ltd. 

London,  Ont. 

A.  H.  Moulton 

Merchants  Matrix  Cut  Syndicate  Inc. 
Chicago 

William  T.  Murray 
Oscar  Mayer  &  Co. 

Madison,  Wis. 

J.  Duncan  Muse 
Vicepresident 
Tucker  Wayne  &  Co. 

Atlanta,  Ga. 


N 

Carl  J.  Nelson 
Director 

Publication  Research  Service 
Chicago 
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Robert  D.  Nelson 
Oscar  Mayer  &  Co. 

Madison,  Wis. 

Roger  H.  Newcomer 
Battle  Creek  (Mich.)  Enquirer  and 
News 

C.  M.  Noble 

Electric  Eye  Equipment  Co. 

Danville,  111. 

Don  L.  Nutter 

Long  Beach  (Calif.)  Independent. 

P  ress-Telegram 

E.  L.  Nelson 

Greensboro  (N.C.)  New.s  and  Record 

Tom  Newton 
Elizabeth  (N.J.)  Journal 

Forre.st  W.  Noble 

Manager  general  advertising 

Los  Angeles  (Calif.)  Mirror-News 

J.  Garrett  Noonan 
Louisville  (Ky.)  Courier-Journal  & 
Times 


O 

Percy  Orwell 
Elizabeth  (N.J.)  Journal 

Donald  W.  Osten 
Gardner  Advertising  Co. 
St.  Louis,  Mo. 


P 

D.  H.  Parker 
Production  manager 
Montreal  (Que.)  Star 

Walter  Parkes 
Cleveland  managing  editor 
NEA  Service  Inc. 

Cleveland 

Mel  Parkinson 
Mechanical  superintendent 
London  Free  Press  Printing  Co.  Ltd. 
London,  Ont. 

C.  L.  Parsons 
Young  &  Rubicam  Inc. 

New  York 

Robert  Payne 

General  advertising  manager 
Express  Publishing  Co. 

San  Antonio,  Tex. 

Andrew  J.  Pease 
Advertising  director 
Bangor  (Me.)  News 

Sam  Piacente 

Manager  general  advertising 
Saginaw  (Mich.)  News 

George  M.  Plante 

Color  Production  Service  Inc. 

New  York 


J.  C.  Pollock 
Enterprise  Co. 

Beaumont,  Tex. 

L.  D.  Pollock 
R.  Hoe  &  Co.  Inc. 

New  York 

J.  C.  Preston 
General  manager 
Brantford  (Ont.)  Expositor 

Robert  C.  Pace 
N.A.E.A.  secretary 
Newspaper  Advertising  Exi'cutives 
Association 
Danville,  III. 

James  K.  Parsells 
Color  coordinator 
Record  Newspapers 
Troy,  N.Y. 

William  A.  Penney  Jr. 

Imperial  Type  Metal  Co. 

New  York 


Charles  A.  Petty 
Walker  Engraving  Corp. 
New  York 


W.  F.  Ruckle 
D’Arcy  Advertising  Co. 

Chicago 

D.  Rusch 

Merchants  Matrix  Cut  Syndii-air  Inc. 
Chicago 

Frank  Rice 

O'Mara  &  Ormsbee  Inc. 

San  Francisco 

Louis  M.  Rich 

Manager  general  advertising 

Des  Moines  (Iowa)  Register  &  Trihunc 

Eldon  H.  Rohrsen 
Tatham-Laird  Inc. 

Chicago 

Robert  H.  Roth 
Rapid  Electrotype  Co. 

New  York 

Samuel  Kovner 

Bureau  of  Advertising,  ANP.\ 

New  York 

T.  A.  Ryan 
Interchemical  Corp. 

New  York 


R 

Anthony  Raciti 
Chicago  (Ill.)  Sun-Times 

Ralph  D.  Ray 

Advertising  promotion  manager 
Fort  Worth  (Tex.)  Star-Telegram 

John  F.  Reid 
Advertising  director 
Boston  (Mass.)  Globe 

F.  E.  Reilly 
Electrographic  Corp. 

Chicago 

Kenneth  D.  Rhone 
Grit  Publishing  Co. 

Williamsport,  Pa. 


Hal  Riess 

Scripps-Howard  Newspapers 
New  York 

John  A.  Riley 
Promotion  manager 
Pontiac  (Mich.)  Press 

Martin  H.  Roefer 
Dot  Engravers  Inc. 

Chicago 

Arnold  E.  Rogers 
Rogers  Engraving  Co.  Inc. 

Long  Island  City,  N.Y. 

Leo  M.  Rogers 

Rogers  Engraving  Co.  Inc. 

Long  Island  City,  N.Y. 

A.E.  Rosene 

Mechanical  superintendent 
St.  Paul  (Minn.)  Dispatch-Pioneer- 
Press 


S 

Jack  Sacks 
Advertising  manager 
Washington  (D.C.)  Post  St  Times 
Herald 

J.  H.  Sawyer 

Sawyer-Ferguson-Walker  Co. 
Chicago 

A.  Jay  Schaff 
Advertising  director 
Herald  Mail  Co. 

Hagerstown,  Md. 

J.  Donald  Scott 
Scolaro,  Meeker  ft  Scott 
Chicago 

William  W.  Scott 

Sales  manager 

Lake  Erie  Machinery  Coni. 

Buffalo,  N.Y. 

Werner  W.  Sell 
Mechanical  superintendent 
Long  Beach  (Calif.)  Independ>-nt, 
Press-Telegram 

L.  R.  Shupe 
George  H.  Morrill  0». 

New  York 

Otto  A.  Silha 

Vicepresident  ft  business  manager 
Minneapolis  (Minn.)  Star  ft  Tribuse 

E.  C.  Smith 
Montreal  Star  Co.,  Ltd. 

Montreal,  Que. 

Malcolm  C.  Smith 
West-Holliday  (}o.  lac. 

New  York 


(Continued  on  page  76) 
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wherever  there’s  news 

there’s  the  ^iouth 


Wherever  there’s  news  on  the  Canadian  scene  you'll  find  the 
men  from  Southam.  Last  year,  for  example,  the  men  from 
the  Ottawa  Bureau  worked  round  the  clock  to  bring  their  readers 
a  graphic  pictorial  and  word  description  of  the  Queen’s  visit 
to  the  nation’s  capital. 

It’s  this  type  of  depth  coverage  .  .  .  articles  written  exclusively 
for  Southam  readers  .  .  .  from  the  three  major  news  centres, 
London,  Ottawa  and  Washington,  that  has  won  the  respect  and 
confidence  of  more  than  1 ,500,000  Southam  readers 
in  eight  major  centres  across  Canada.  Reader  loyalty  is 
just  one  of  the  many  good  reasons  why  your 
advertising  message  goes  further  in  the  Southam  newspapers. 


0TT»w»  CHUen 
NORTH  lAY  Nugget 
MEDICINE  HAT  News 
EDMONTON  Journal 


HAMILTON  Spectator 
WINNIPEG  Tribune 
CALGARY  Herald 
VANCOUVER  Province* 
*Putilisht<l  lor  PkiIk  Prtu  LM. 


TORONTO— The  Southam  Newspapers, 

388  Yonge  St.,  K.  L.  Bower,  Manager 
MONTREAL— The  Southam  Newspapers. 

1070  Bleury  St,  J.  C.  McCague,  Manager 
GREAT  BRITAIN-F.  A.  Smyth,  34-40  Ludgate  Hill. 

London.  E.C.4.  England 
UNITED  STATES-Cresmer  &  Woodward  Inc. 

(Can.  Div.),  New  York.  Detroit.  Chicago. 
San  Francisco.  Los  Angeles.  Atlanta 
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A.  H.  Solbere 
George  H.  Morrill  Co. 

New  York 

Frank  Spear 

J.  Walter  Thompson  Co.  Litd. 

Toronto,  Out. 

Fred  H.  Stapleford 
Philadelphia  (Pa.)  Inquirer 

'o’’n  B.  Stark 

Manager  general  advertising 

Toronto  (Ont.)  Telegram 

Clark  Stevens 

Sawyer,  Ferguson,  Walker  Co. 

Detroit,  Mich. 

T.  E.  Stevens 

Advertising  director 

Waterloo  ^owa)  Daily  Courier 

Sandy  Stiles 
Sunday  editor 

St.  Petersburg  (Fla.)  Times 

Grant  Stone 
Advertising  director 
Cleveland  (Ohio)  Press 

E.  P.  Strubsacker 
Manager  Flastem  division 
Chicago  Tribune 
New  York 

Jack  Sundine 
Elditorial  page  editor 
Moline  (III.)  Daily  Dispatch 

Harold  E.  Swanson 
Manager  general  advertising 
Moline  (III.)  Dispatch-Rock  Island 
Argus 

Sol  L.  Swartz 
Production  manager 
Philadelphia  (Pa.)  Inquirer 

William  F.  Sykes 
Advertising  director 
Oklahoma  Publishing  Co. 

Oklahoma  City,  Okla. 

Richard  J.  Schuster 
Business  manager 
Clinton  (Iowa)  Herald 

Roy  M.  Schwarz 
Vicepresident 

Fitzgerald  Advertising  Agency  Inc. 

New  Orleans 

Roy  Schwarzwaelder 

Wood  Newspaper  Machinery  Corp. 

Plainfield,  N.J. 

Don  G.  Scott 

Mechanical  superintendent 

Spokane  (Wash.)  Spokesman-Review 

N.  P.  Scott 

Manager  general  advertising 
Spokane  (Wash.)  Spokesman-Review  & 
Chronicle 

John  J.  Shea 
President 

Wood  Newspaper  Machinery  Corp. 

New  York 

Duane  F.  Sodeman 
Clinton  (Iowa)  Herald 

Frank  A.  Spiegel 
Rapid  Electrotype  Co. 

New  York 

Harry  C.  Susemihl 
N.  W.  Ayer  &  ^n  Inc. 

Philadelphia 


T 

H.  C.  Tate 

MacLaren  Advertising  Co.  Ltd. 
Toronto,  Ont. 

James  E.  Taylor 
RCA  Victor 
Camden,  N.J. 

W.  O.  Taylor  II 
Boston  (Mass.)  Globe 

H.  Templar 

MacLaren  Advertising  Co.  Ltd. 
Toronto,  Ont. 
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Austin  Thomas 
Vicepresident  &  art  director 
Benton  &  Bowles  Inc. 

New  York 

J.  S.  Thomson 

Manager  general  advertising 

Hamilton  (Ont.)  Spectator 

FVank  M.  Tighe 
Certified  Dry  Mat  Corp. 

New  York 

William  K.  Todd 
Business  manager 
Rockford  (Ill.)  Morning  Star  & 
Register  Republic 

E.  L.  Tollefson 

Vicepresident 

F’oote,  Cone  &  Belding 

Chicago 

I.  Tornberg 

Wood  Newspaper  Machinery  Corp. 
New  York 

Robert  A.  Travis 

Color  Pi-oduction  Service  Inc. 

New  York 

Charles  E.  Treat 

General  advertising  manager 

Phoenix  (Ariz.)  Republic  &  Gazette 

Richard  L.  Treat 
Advertising  director 
Guy  Gannett  Publishing  Co. 
Portland,  Me. 

Ralph  Tufts 
Bulialo  (N.Y.)  News 

John  W.  Tumbell 
Allen-Klapp  Co. 

New  York 

Maurice  L.  Tyler 
Sales  director 
Multi-ad  Services  Inc. 

Peoria,  III. 


U 

Gilbert  T.  Unger 
Cresset  Co. 

New  York 

John  Usiak 

Rapid  FJlectrotype  Co. 

New  York 

Phil  Uzanas 
Art  &  Cartoonist 
Hartford  (Conn.)  Courant 


V 

Hayden  Van  Hoose 
Advertising  director 
Newspaper  Production  Co. 
Shreveport.  La. 

Jerry  Vantomme 
Chicago  (Ill.)  Sun-Times 


W 

J.  M.  Waite 

Mechanical  superintendent 
Hamilton  (Ont.)  Spectator 

A.  B.  Wallace 

National  advertising  manager 
Portland  Oregon  Journal 

Richard  K.  Warren 
Elditor  and  publisher 
Bangor  Publishing  Co. 

Bangor,  Me. 

Samuel  H.  Weber 

Vicepresident  &  production  manager 
Bryan  Houston  Inc. 

New  York 

D.  C.  Welsh 
Interchemical  Corp. 

New  York 

R.  Wendt 
New  York  Times 

A.  P.  Werthner 

National  advertising  manager 

Ottawa  (Ont.)  Journal 

Ronald  A.  White 
CSiarlotte  (N.C.)  Observer 

Dean  J._  Wilhelm 
Advertising  director 
South  Bend  (Ind.)  Tribune 


George  S.  Willcocks 
Montreal  (Que.)  Gazette 

R.  A.  Willoughby 
R.  Hoe  &  Co.  Inc. 

New  York 

Michael  T.  Winow 

Ogilby,  Benson  &  Mather  Inc. 

New  York 

John  W.  Winter 

Local  advertising  manager 

Mobile  (Ala.)  Press  Register 

Arthur  E.  Wood 
Photo  editor 
Montreal  (Que.)  Star 

Stewart  B.  Worstall 
Advertising  promotion  manager 
Zanesville  Publishing  Co 
Zanesville,  Ohio 

James  H.  Wright 

National  Dairy  Products  Corp. 

New  York 

Martha  Wriston 
Advertising  promotion  manager 
Beckley  Newspapers  Corp. 
Beckley,  W.Va. 

Herbert  G.  Wyman 
Advertising  director 
Post-Gazette  Publishing  Co. 
Pittsburgh,  Pa. 


Y 

Harvey  Yandle 
Mechanical  superintendent 
Greensboro  (N.C.)  News  and  Record 

FMwin  P.  Young 
General  manager 

Providence  (R.I.)  Journal-Bulletin 

FVed  A.  Young 
Zanesville  Publishing  Co. 

Zanesville,  Ohio 

Russell  W.  Yotmg 
.Advertising  manager 
Seattle  (Wash.)  Times 


Z 

Samuel  Ziff 

Pressroom  superintendent 
Hartford  (Conn.)  Courant 

Mack  Zuccaire 
Walker  Engraving  Corp. 
New  York 


Student  Gift  Fund 
Started  by  Paper 

Albuquerque,  N.  M. 

A  gift  from  the  Albuquertpx 
Journal  to  the  department  of 
Journalism  at  the  University  of 
New  Mexico  sets  up  a  fund  for 
students. 

Starting  with  $1,000,  the 
Journal  stipulated  that  it  is  to 
be  used  primarily  for  outright 
gifts  to  journalism  students 
who  might  otherwise  not  be 
able  to  stay  in  college. 

As  the  fund  is  depleted  each 
year,  it  is  hoped  that  it  can  be 
replenished  and  maintained  an¬ 
nually  at  its  starting  level,  said 
Editor  H.  P.  Pickrell  of  the 
Journal.  The  gift  is  in  memory 
of  the  late  T.  M.  Pepperday, 
publisher  of  the  Albuquerque 
Journal  from  1926  to  1956. 

• 

Wirephoto  Network 
Extended  to  Alaska 

Juneau,  Alaska 

The  Associated  Press  has  in¬ 
stalled  Wirephoto  service  frran 
Juneau  for  Alaska  and  the  na¬ 
tion. 

Edwin  Johnson  of  AP  trans¬ 
mitted  the  first  picture  on  Aug. 
26,  Alaska’s  primary  and  spe¬ 
cial  statehood  election  day.  The 
picture  was  of  Interior  Secre¬ 
tary  Fred  A.  Seaton,  in  the  city 
to  view  the  results  of  statehood 
balloting. 

The  service  gives  the  AP  a 
direct  hookup  into  the  nation¬ 
wide  Wirephoto  network.  For¬ 
merly,  AP  correspondent  Bill 
Tobin  airmailed  pictures  and 
negatives  to  Seattle. 


EVERY  BLOW  HELPS-^acItie  Jensen.  Boston  Red  Sox  slugger,  re^ 
a  check  for  the  Jimmy  Fund  (Children's  Cancer  Research)  from  Erw 
Hoftyier.  at  right,  assistant  publisher  of  the  Boston  R*cord-Amen^ 
and  Advertiser,  as  Red  Sox  Manager  Joe  Cronin  approves.  The  He*** 
papers'  promotion  pays  varying  sums  to  the  fund  for  every  home  w 
hit  at  Fenway  Park. 
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SHje  §alt  £akf  Sribunc 

(MORNING  «  SUNDAY) 

©If  J/SSIT  WgTO  .~o 

Soil  ^clcnram  (evening) 


Greater  color  availability 


A  loinpUtc  mcthanical  modernization,  including  10 
new  (loss  Heailliner  units.  \Pent  into  t)peration 
Septemher  1.  More  speeil  .  .  .  i|ualitv  .  .  .  and  color  lor 
the  I '  )  million  persons  in  the  Interimnmtain  Market. 
During  the  hrst  0  months  of  lOSH,  the  Salt  Lake 
1  ribune  ranked  third  in  color  linage  among  all 
morning  papers  and  the  Deseret  News  and  Lelegram 
ranked  second  among  all  evening  papers.  Sell  the 
colorful  W'est  with  the  onlv  liKal  medium  with  color. 
Salt  Lake  (  ity’s  two  great  metropolitan  newspapers. 


Iteprosented  Nationally  by  MOLONEY,  REGAN  &  SCHMITT,  Metro  Comics  Network. 
editor  sc  publisher  for  September  13,  195«  77 
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Growing  Values 

(Continued  from  page  20) 

_ ; _ 

we  will  be  talking  the  same 
language,”  he  explained. 

One  chapter  will  give,  step 
by  step  the  procedure  used  in 
checking  quality  standards.  This 
will  detail  tear  sheet  comparison 
methods,  methods  of  checking 
highlighting  and  of  obtaining 
depth  measurements,  and  tables 
of  standards  in  accord  with  vari¬ 
ous  screenings. 

“This  reference  manual  can 
provide  a  set  of  standards  for 
all  to  work  for,”  the  agency 
executive  declared. 

In  discussing  color  copy,  Mr. 
Read  said  that  spectaculars  are 
stimulating  but  that  “black  and 
white  advertising  and  ROP 
color  are  our  daily  bread  and 
butter.”  Vernon  R.  Spitaleri, 
former  ANPA  Mechanical  De¬ 
partment  manager,  pinpointed 
this  view  from  another  location. 

Spitaleri’s  View 

“The  black  and  white  news¬ 
paper  is  not  going  to  be  able  to 
keep  in  competition  without 
color,”  he  declared.  Mr.  Spitaleri 
is  executive  vicepresident  of 
Sta-Hi  Corporation. 

Those  newspapers  that  have 
not  yet  taken  up  color  would 
diminish  promptly  if  agencies 
would  tell  their  publishers  that 
they  are  being  dropped  from 
.schedules  because  they  can’t 
print  good  color,  he  suggested. 

Newspapers  have  problems  in 
producing  color,  and  slick  maga¬ 
zines  also  have  troubles — “but 
we  just  have  them  in  greater 
degrees,”  he  admitted. 

“But  newspapers  need  not 
take  a  back  seat  as  they  are 
an  effective  medium  if  the  agen¬ 
cies  use  color  properly,”  Mr. 
Spitaleri  declared. 

Special  .4rt  Needs 

Originating  art  for  news¬ 
papers  is  a  specialized  job. 
There  is  bound  to  be  fallout  in 
newspaper  reproduction,  and  the 
art  has  to  be  prepared  so  as 
to  anticipate  that  reaction,  he 
said,  showing  examples. 

Color  is  no  panacea,  and  the 
use  of  color  merely  for  color’s 
sake  is  a  heavy  expense,  Mr. 
Spitaleri  declared.  It  is  im¬ 
portant  that  good  color  be  com¬ 
pared  with  good  black  and 
white  to  test  the  value  of  its 
usage. 

“Color  should  be  used  to 
stimulate  reader  interest  and 
imagination  and  to  produce 
good  sales,”  he  submitted,  dis¬ 
playing  a  series  of  examples 
that  had  done  just  that. 

“Hi-Fi”  color  may  be  an 
answer  or  it  may  be  an  in¬ 


troduction  of  color  to  the  New 
York  market,  Mr.  Spitareli  ob¬ 
served.  This  was  first  tried  many 
years  ago  in  London  and  has 
been  used  subsequently  in 
Miami,  Boston  and  other  cities, 
he  said. 


Dallas  Agency  Seeks 
To  Aid  ROP  Color 


was  a  member  of  the  staff  of 


75-Line  Screen  When  the  Shreveport  (La.) 

Journal-Times  won  the  second 
“Hi-Fi”  color  has  some  dis-  annual  Editor  &  Publisher 
advantages,  he  submitted.  The  Award  for  reproduction  of  spot 
use  of  this  type  of  spectacular  color  jn  the  food  category  among 
at  black  and  white  prices  raises  newspapers  fi-om  100,000  to  "jSigr 
the  question  of  how  long  ROP  200,000  circulation  it  was  a  new 
color  rates  can  be  justified.  feather  in  the  bonnet  of  Tracy- 
Also,  some  space  is  lost  for  L^cke  Company,  Inc.,  Dallas, 
effective  ad  use  and  a  press  advertising  agency, 

room  with  a  volume  run  is 
reduced  in  capacity,  he  listed. 

.  the  photoengravers’  ses-  £^p  AWARD  WINNER: 

Sion,  Mr.  Cole  indicated  possible 

concern  over  the  selection  of  a  Newspapers  100,000-250,000  cir- 
75-line  screen  for  engravings  in  culation. 
the  recommendation  of  the  Food  subject,  1  color  &  black 
A  AAA  as  reported  in  color  Shreveport  (La.)  Journal-Times 
bulletin  No.  9.  The  Borden  (To. 

Harry  Machum,  Portland  Tracy-Locke  Co. 

(Oregon)  Journal,  pointed  out - ,  ,  .at 

that  he  had  found  there  is  less  ^  f  inember  of  the  staff  of 

<5hi  inkaB-P  with  a  fine  line  screen  The  advertisment  which  took  an  advertising  trade  paper. 
Vernon  Spitareli  said  that  the  the  prize  (see  cut)  was  placed  nVe  find  that  some  new^ 

Knight  Newspapers  and  the  Mil-  tjy  the  agency  for  the  Houston  papers  take  a  great  deal  of 

icaukee  Journal  used  a  75-  of  the  Borden  Company,  care  with  their  color  reproduc- 

screen.  appeared  as  part  of  a  con-  tions.  Unfortunately,  however, 

The  Sacramento  (Calif.)  Bee  tinning  campaign  in  52  newspa-  this  is  not  true  across  the 

has  turned  to  the  75-screen,  it  in  Borden  s  southern  divi-  board.” 

also  was  stated  during  the  dis-  sion.  The  estimated  expenditure  William  H.  Ewen,  Borden’s 
cussions.  ROP  newspaper  color  for  national  advertising  manager 

Conference  registration  set  a  from  this  agency  is  $423,-  pj.int  media,  added  that  he 

new  peak  of  approximately  750,  according  to  Eddie  J.  Band,  noted  considerable  improve- 

Harry  Davidson,  chairman,  re-  account  executive.  Only  spot  reproduction  through 

ported.  Representation  was  from  color  is  used.  yg^rs. 

21  of  the  49  states,  Hawaii  and  Color  Pioneer  “We  ai’e  very  much  in  sym- 

two  Canadian  provinces.  More  pathy  with  Tracy-Locke’s  con- 

than  lO  w'ere  from  ^  newspaper  “Our  agency  was  one  of  the  tinning  efforts  to  work  closely 

advertising,  advertising  and  ad  pioneers  in  the  use  of  ROP  with  newspapers  with  a  view  to 

agency  fields.  newspaper  color,”  Mr.  Baird  improving  the  quality  and  effec- 

•  told  Editor  &  Publisher.  “We  tiveness  of  ROP  color,”  Mr. 

rT<  ^*'st  used  it  for  the  Continental  Ewen  said. 

Newspapers  To  Get  Oil  Company  in  the  early  1930’s.  . 

90%  of  Rice  Budget  “In  the  latter  part  of  that  Color  Adds  Much 

Newspapers  will  receive  close  It  \  “There  is  no  denying  the  fact 

to  90%  of  the  total  Comet  Rice  trate  the  entire  budpt  of  the  that  color  adds  much  to  the  ap- 
advertising  budget,  according  to  Houston  plant  of  the  Borden  petite  appeal  of  food  picture. 
Emmet  O’Neill,  general  sales  I  feel  personally  that  remark- 

manager  in  charge  of  advertis-  that  time,  it  has  been  ^e  basic  able  strides  have  been  made  by 

ing.  Radio-TV  and  magazines  advertising  medium  for  this  newspapers  in  the  last  several 

will  share  the  balance.  Pl^"t.  years  in  improved  color 

Mr.  O’Neill  said  that  Comet  f 

_  ...  Wmie+iNTi  if  wsie  siIca  f/\  fAcn’nmoc'*ical  a.dva.nces  Ul 


Color  Adds  Much 
“There  is  no  denying  the  fact 


ing.  Radio-TV  and  magazines 
will  share  the  balance. 

Mr.  O’Neill  said  that  Comet 


Ivk.  r3  Houston,  it  was  also  decided  to  technological  advances  in  the 
ose  ROP  color  for  the  other  handling  of  color  on  newsprint 
“Hi-amatip  cwit/li  ”  with  <iini  Boi’den  plants  in  the  southern  stock  will  produce  even  better 
tT  division  and  we  have  continued  results  in  the  near  future.” 


plicity  the  keynote.  Last  year’s 
campaign,  while  using  a  central  o  o  so.  ^ 

theme,  introduced  several  sub-  “Today,  Tracy-Locke  uses 

ordinate  themes.  ROP  color  for  practically  all  Qjj  Seaway  Cruise 

of  our  food  accounts.  _ 

•  Cleveland 

1V.C-. ,  I  TUI  IVf  Seek  Improvement  A  total  of  450  persons,  inclod- 

New  UPI  Manager  wilhan 

Raleigh,  N.  C.  “Our  reproduction  has  been  O’Neill  of  Ohio  and  Editor  Loui* 
Frank  Beatty,  with  United  hoth  very  good  and  very  bad.  B.  Seltzer  of  the  CleveUm 
Press  International  for  a  year,  constantly  working  with  press,  traveled  on  the 

has  been  named  newspictures  newspapers  in  an  endeavor  to  pioneer  cruise  of  the  St. 
manager  for  North  Carolina,  improve  our  color  reproductions,  rence  Seaway  recently.  The  S-S. 
succeeding  John  W.  Ameraon,  “Recently,  for  one  of  our  ac-  South  America,  which  the  Pr^ 
transferred  to  UPI’s  southern  counts,  we  offered  an  award  to  chartered  for  the  trip,  was  the 
division  headquarters  at  At-  the  newspaper  giving  us  the  first  to  travel  with  passenger* 
lanta.  best  reproduction.  The  judge  through  the  historic  waterway- 
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New  UPI  Manager 

Raleigh,  N.  C. 
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Now... Coast  to  Coast! 

R.O.P.  COLOR  SERVICE 

For  Newspapers  and  Advertising  Agencies  including  ANPA-AAAA  Color  Standard 


The  tremendous  growth  of  ROP  color  has  cre¬ 
ated  an  urgent  need  for  a  national  ROP  color 
service  to  the  newspaper  publisher,  the  advertiser 
and  his  advertising  agency. 

National  advertisers  who  have  invested  millions 
in  building  product  recognition  through  special 
trade-mark  or  packaging  colors  demand  faithful 
color  reproduction  wherever  their  copy  appears. 

IPl,  with  branches  in  or  near  most  major  cities 
with  ROP  color  facilities,  offers  these  two  services 
to  guarantee  advertisers  top  ROP  color  per¬ 
formance: 


A  “COLOR  FOR  NEWSPAPERS”  SPECIMEN  BOOK 

An  easy  to  use,  practical  guide  to  the  quick  selection  of 
newspaper  ROP  colors,  with  suggestions  for  obtaining 
color  combinations  for  a  variety  of  purposes.  When  stand¬ 
ard  or  special  IPI  colors  are  specified,  coast-to-coast  color 
uniformity  is  assured.  For  a  free  copy  of  “Color  fo*" 
Newspapers,”  call  or  write  the  nearest  IPl  branch. 

IPI  “ON  THE  JOB”  TECHNICAL  SERVICE 

Newspaper  publishers,  advertisers  and  advertising  agen¬ 
cies  are  invited  to  call  the  nearest  IPl  branch  for  personal 
assistance  and  counsel  whenever  unusual  ROP  color  prob¬ 
lems  arise.  Without  obligation,  of  course. 


INTERCHEMICAL  PRINTING  INK 


CORPORATION 


DIVISION 


EXECUTIVE  OFFICES:  67  W.  44th  ST.,  NEW  YORK  36,  N.  Y. 

(ELY  ON  IPI  FOR  LEADERSHIP  IN  R.O.P.  COLOR 
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Human  Interest  in  Cerebral  Palsy  Drive. 


Sandlot  Baseball  for  well-organized  Youth  Program. 


makes  local  pictorial  features 
practical  for  any  newspaper 

says  The  Norman  ( Okla.)  Transcript 


Action  shots,  like  this  one  of  new  Chamber  of 
Commerce  manager,  convey  immediacy  of  news 
event  far  better  than  traditional  mug  shots. 


advcrti.sinj'  arc  luailc  practical  and  prolitahic  I)\  the 
Scan-.\-Cravcr.  II  yon  arc  lookinv»  lor  a  practical  and  t'co- 
noinical  way  to  hnihl  circulation  and  incrt'asc  advertising 
rcN'cnnc  lor  yotir  paper,  taki*  a  carcinl  look  at  the  results 
produced  by  jthoto-jounuili.sni  and  plioto-advcrtisinn  with 
the  Scan-A-Graver. 

'riie  full  reiyort  on  The  Transcript’s  nse  ol  pictures  ajfpears 
in  “Impressions,”  Fairchild’s  mat»a/ine  of  photo-jonrnalism. 
For  yonr  free  copy,  write  Fairchild  Graphic  Etpiipmcnt, 
Fairchild  Drive,  Plainview,  L.  1.,  New  York,  Deiit.  70. 


Hetinlar  photo  featnres  have  helped  The  Transcript  to 
increase  circnlation,  increase  ad\('rtisin<i  resenne,  and  win 
its  11th  Sweepstakes  Award  in  state  press  competition  sinct* 
1936.  Here  are  a  few  of  the  ideas  The  Transcript  uses  rej;n- 
larly  hecanse  en^ravini's  are  produced  so  t'asily  on  their 
Scan-.\-Chaver. 

•  A  weekly  jiarden  column  and  a  weekly  Home  Page  featnr- 
ing  pictures  of  local  people  and  places,  ratlu’r  than  stock 
photos. 

•  A  monthly  Galendar  Girl  using  local  beauties  to  illnstrate 
a  seasonal  theme. 


(.'li(M>sc  the  Fairchild  Scan-.\-Sizcr  where  yon  need  plates 
which  are  larger  or  smaller  than  the  original  copy,  or 
where  large  size  engravings  (np  to  x  16  inches)  are 

desired.  Investigate  both  machines  .  .  .  choose  the  one 
that  fits  yonr  needs. 


•  A  weekly  feature  about  local 
teen-agers  who  are  doing  con- 
strnctive  work  in  the  community. 

•  A  photo  (|ni/,  that  stomps  read¬ 
ers  with  odd-angle  shots  of 
familiar  hiiildini^s  in  Norman. 

The  experience  of  The  Norman 
Transcript  proves  that  all  these 
featnres.  together  with  special 
photo  stories  on  ci\  ic  projects,  local 
sports  or  human  interest,  and  photo 


GRAPHIC 

lOUIPMlNT 


Transcript  photographer  Frank 
Garner  and  Managing  Editor 
Dale  Heckendorn  select  pho¬ 
tos  for  a  picture  layout. 


'  Ditfricf  O^Kc•s.'  Wolpolc,  Most.;  Ailonte,  Go.;  Chicago,  tll.i 
lot  Angeles,  Col.;  Son  Froncitco,  Col.;  Torenie,  Onl. 


N.  Y.  News  Color  e<»itions  of  the  paper  as 

_  ,  ,  well  as  the  metropolitan  edi- 

Floats  ‘Houseboat  tions. 

Paramount’s  advance  promo-  • 

tion  campaign  on  “Houseboat,”  Price  Raised  lo  7c 
starring  Cary  Grant  and  Sophia  Nashua  N  H 

Loren,  produced  an  impressive  Telegram,  after¬ 
layout  of  color  stills  in  the  into-  daily,  has  boosted  its  sin- 

gravure  section  of  the  New  1  ork  gjg  copy  price  from  5c  to  7c, 
Sunday  News  for  Sept  7.  attributing  the  move  to  “in- 

The  “Houseboat”  layout  was  creasing  costs  in  almost  every 
carried  in  the  national  and  sub-  phase  of  newspaper  publishing.” 


Apology  Made, 
Sheriff  Drops 
Libel  Charges 


York,  Pa. 

A  charge  of  criminal  libel 
igainst  the  York  Gazette  Com¬ 
pany  and  three  of  its  executives 
was  dropped  this  week  after 
District  Attorney  Frank  B. 
Boyle’s  office  informed  County 
Judge  Walter  I.  Anderson  that 
he  no  longer  desired  to  prose¬ 
cute  the  case. 

The  action  came  after  a  pub¬ 
lic  apology  which  the  Gazette 
&  Daily  published  on  Aug.  25, 
expressing  its  regrets  to  Sheriff 
Lyman  A.  Stambaugh,  the  pros¬ 
ecutor,  for  any  damage  that  his 
reputation  may  have  suffered  as 
the  result  of  the  controversial 
story  which  prompted  the  libel 
charge. 

The  court  was  informed  that 
the  defendants,  Charles  M.  Gitt, 
James  Higgins,  and  Edward  K. 
Schaeberle,  had  paid  costs  total¬ 
ing  about  $77  in  the  case. 

Mr.  Stambaugh  brought  the 
charge  after  the  Gazette  pub¬ 
lished  a  story  on  March  28  con¬ 
cerning  a  debtor’s  sale  con¬ 
ducted  by  his  office  on  Jan.  20, 
1956  and  which  implied  that 
the  sheriff  sig^ned  a  return  on 
the  sale  which  was  allegedly  im¬ 
properly  conducted. 

The  case  was  first  scheduled 
for  trial  last  April,  following  a 
grand  jury  indictment,  but  was 
deferred  until  the  August  term. 


Newspaper  Firm 
Is  Incorporated 

Harrisburg,  Pa. 

A  Pennsylvania  corporate 
charter  has  been  issued  to  the 
Morning  Herald  Publishing 
Company,  of  Jersey  Shore,  Pa., 
authorizing  the  new  firm  to 
^italize  at  $150,000  to  engage 
in  the  publishing  business. 

The  company  is  authorized  to 
issue  1,000  shares  of  6%  pre¬ 
ferred  stock  at  $100  par  value 
and  500  shares  of  common  stock 
at  $100  par  value.  Incorporators 
were  listed  as  Clyde  E.  William¬ 
son,  J.  Barbe  Cupp,  and  Caro¬ 
line  Farber  Margz,  all  of  Wil¬ 
liamsport,  Pa, 


"  ^  with  continuous 

Seientifle  Laboratory  Control 

to  produc*  PERFECTION.  FLAT  GUMMED  PAPER 
and  PERFECTION.  PAPER  ROLL  PRODUCTS 


A.  Complete  laboratory  tests  on  raw  material 
before  acceptance  for  converting. 

B.  Constant  laboratory  check  at  each  step  of 
converting  operation. 

C.  Approval  by  Quality  Control  Department 
before  shipment. 


PERflCTION* 
FIAT  GUMMED  PAPER 


Circulator  Retires 

Clarksburg,  W,  Va. 

William  H.  Childs,  for  many 
years  circulation  manager  for 
the  Exponent  and  Telegram 
has  retired  from  his  con¬ 
nection  after  53  years’  service 
^th  the  publishing  firm. 
editor  ac  PUBLISHER  for  September  13,  1958 


SMALL  ROLLS  AND 
FOLDED  PAPER  PRODUCTS 
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I  LASSIHED  CLINIC 


Tie  Prospects  Into 
Sales  Presentations 


Independent,  Press  -  Telegram,  ALIZE,  the  presentation  — 
provides  her  staff  with  colorful  preferably  on  page  one! 
sales  and  market  data  plus  copy  ♦  *  • 

and  layout  ideas  gleaned  from  Sales  Reports 

just  about  every  copy  service 

available.  Here’s  a  final  word  concem- 


By  Daniel  L.  Lionel 
CAM,  New  York  Herald  Tribune 


Dog-eared  and  Dirty 
While  well-meaning  ( 


Sales  Reports 

Here’s  a  final  word  concern¬ 
ing  sales  reports  from  Robert 
N.  Farren,  CAM  the  Boston 
(Mass.)  Herald-Traveler:  “Bilk 
when  I  was  on  the  street  staff, 
the  Herald  did  require  this  sort 


and  their  promotion  depart-  written  report  but  the  way 
ments  sweat  out  hard-selling  out  was  the  lightest 


Recently,  one  of  my  outside  anticipated.  If  the  objections  presentation  material,  it  is  a  ■v^rork  furnished  the  biggest 

salesmen  and  I  walked  into  the  are  not  forthcoming,  so  much  source  of  amazement  sometimes,  g^jgg  reports.  My  own  approach 

basement  manager  of  a  major  the  better.  But  in  the  case  cited  to  see  the  shape  this  material  is  ^  situation  is  close,  efficient 
department  store  with  a  large  above,  we’d  have  been  taking  a  few  weeks  after  it  is  issued,  supervision, 

presentation  in  hand.  The  date  a  long  chance  in  making  the  It  it  is  in  the  salesman  s  brief-  “Xhis  year  we  have  tightened 

had  been  made  a  week  earlier  call  with  nothing  but  a  tear  case  at  all,  it  is  frequently  dog-  reins  even  more  by  having 


and  the  salesman  and  I  had  page.  By  the  same  token,  had  eared  and  dirty.  Without  close  u,Quth|y  mid-week  promo- 
spent  considerable  time  in  pre-  we  persisted  in  going  through  supervision,  the  d^  fr^uently  ^ions  in  all  classifications.  These 
paring  a  “personalized”  pre-  the  material  after  our  busy  and  can  be  found  in  the  ^l^man  s  promotions  are  designed  so  that 
sentatioB  to  show  to  this  pros-  alert  prospect  signified  his  in-  bottom  desk  drawer.  Reasons  solicitor  has  to  cover  all  his 


tention  of  signing  on  the  dotted  are  twofold:  The  salesman  ggggunts  in  his  territory  more 
line  we  should  have  simply  doesn’t  know  how  to  use  the  ma-  frequently  and  come  up  with 


Our  approach  was  a  simple  line  we  should  have  simply  doesn  t  know  now  to  use  tne  ma-  frequently  and  come  u 
one.  We  simply  intended  to  point  bored  him  and  possibly  even  lost  terial  and  he  has  no  faith  in  gurt  of  an  answer, 

out  that  classified  advertising  the  sale.  'h  because  when  he  attempted  jg  j^y  thinking  that  if  we 

was  a  natural  device  for  moving  i-  ■  i  show  it  the  prospect  probably  come  up  with  good  pro: 

a  volume  of  “hard  goods”  for  Personalized  Material  waved  it  off  ^d  said,  I  know  follow  through  wit 

this  basement  store.  We  were  Judging  by  the  comments  re-  all  that  stuff!”  direction,  sales  reports  ; 


a  volume  of  “hard  goods”  for  Personalized  Material  waved  it  off  and  said,  “I  know 

this  basement  store.  We  were  Judging  by  the  comments  re-  all  that  stuff!” 
prepared  with  figures  which  ceived  from  CAMs  concerning  Salesmen  we  know  find  that 
proved  that  the  best  prospects  the  use  of  presentations  in  sell-  they  seldom  meet  this  cavalier 
for  appliances,  floor  coverings,  ing  classified,  it’s  safe  to  say  treatment  if  they  prepare  the 
furniture,  lamps,  etc.,  were  peo-  that  more  and  more  CAMs  are  way  for  showing  their  pres- 
ple  who  were  planning  to  move  enthusiastic  about  equipping  entation  with  an  appointment. 


to  show  it  the  prosp^  probably  ^  promotions 

";aved  It  off  ^d  said,  I  know  through  with  good 

all  that  stuff.  direction,  sales  reports  are  un- 


Personal  Note 

Eldon  D.  Shaul,  formerly  aa- 


into  a  new  home  or  apartment,  their  salesmen  with  organized  Their  reception  is  considerably  sistant  classified  manager  of  the 
Obviously  such  prospers  probed  material  of  this  type.  Lois  G.  warmer  too,  if  they  do  what  Indianapolis  Star  and  News,  is 


the  classified  coliunns  for  weeks.  Smith,  CAM,  Long  Beach  (Cal.) 
sometimes  months,  seeking  their 

new  abode.  The  store’s  bargain  miiiimimiiimiMiwiMiiiiMm^^iM— 
basement  merchandise  displayed 

in  classified  would  obviously  fill^-  ^ 

a  pressing  need  —  a  virtual  Llassifted  Quarter^Lenturv  Llub 

point  of  sale  approach.  ...  .  ,  ,  , 

Our  presentation  contained  Another  in  a  series  of  sketches 
market  data,  population  trends, 

readership  of  classified  figures,  ANCAM  with  special  certifi- 
testimonials,  etc.  It  also,  natu-  cates  It  tells  how  they  ffot  into 


Another  in  a  series  of  sketches 
of  veterans  who  were  honored 


rally,  was  fairly  well  locked  classified  and  what  made  them 
with  tear  pages  of  the  section. 

M.  WHEELER,  Classified  Ad- 
Obvious  Principle  vertising  Manager,  Akron 


....  ,  ,  (Ohio)  Beacon  Journal. 

As  it  turned  out,  we  never  «  *  « 

got  be^^  spreading  the  tear  ..j  gta^ed  classified  on  a 
pa^s  before  our  man  and  ex-  pg^  time  basis  while  still  in 
^  basic  strategy.  He  hjgh  school  in  Cleveland.  Work- 

said,  Of  course,  this  is  an  ob-  ^he  phone  room  and  on 

vious  merchandising  principle,  the  counter  I  heard  so  many 
We  11  go  into  it!  What  followed  interesting  result  stories  that 
was  a  bnrf  discussion  of  typog-  i  became  interested  over  the 
raphy  and  the  setting  up  of  selling  possibilities  that  existed 
mechamcs  for  handling  the  in  the  Classified  Field. 

V  have  stayed  in  Classified 

On  OTr  way  back  to  the  office  because  I  think  the  challenges 
the  sales^n,  delighted  that  we  and  opportunities  to  serve  are  o  l  ^  wk  u,  l»04. 

had  landed  the  large  account,  the  g^reatest  in  the  newspaper  o  •  .  ee  , 

none-the-less  remarked  that  we  field.  Trt  Otli<^r  Tntf^rMta 

had  spent  a  lot  of  time  needless-  “Publishers,  generally,  have  bills.  Today,  these  same  accounts 

ly  in  preparing  a  batch  of  ma-  not  yet  begun  to  realize  the  are  doing  the  type  of  business  SiSTERSViLLE,  W.  Vs. 

terial  that  we  had  not  even  tremendous  income  that  is  pos-  that  runs  into  many  millions  Ralph  F.  Wilson,  editor  and 
opened.  sible  by  proper  exploitation  of  of  dollars  annually.  Their  value  former  owner  of  the  Tylef 

Of  course  I  pointed  out  that  Classified,  especially  in  the  de-  to  the  community  is  great  and  County  Journal  here,  has  re- 

ouv  prospect  might  easily  have  velopment  of  new  business.  they  are  consistent  newspaper  signed  to  devote  his  time  to 


Lois  Smith’s  lads  do,  PERSON-  now  classified  advertising  man¬ 
ager  of  the  Pharos  Tribune  and 
Press,  LoganspOrt,  Ind. 

• 

■-Century  Club  Lynn  Heads 

_ _  Oagsined  Dept. 

Des  Moinbs 
Carroll  Loos,  advertising 
salesman  for  the  Des  Moines 
Register  and  Tribune's  Iowa 
Farm  and  Home  Register  since 
1952,  has  been  appointed  adver¬ 
tising  manager  of  that  monthly 
publication. 

He  succeeds  Lyle  A.  Lynn, 
who  has  been  named  classified 
manager  of  the  Des  Moines  Reg¬ 
ister  and  Tribune.  Mr.  Lynn  is 
assuming  the  position  vacated 
by  Bernard  M.  Brown  who  will 
enter  the  real  estate  business. 

Mr.  Lynn  joined  the  classified 
advertising  department  in  1939 
as  a  salesman.  He  has  been  ad¬ 
vertising  manager  of  the  Iowa 
Farm  and  Home  Register  since 

.  .  ......  .  1954. 

Robert  M.  Wheeler  ^ 

, rr  j  ii.  ♦  To  Other  Interests 

bills.  Today,  these  same  accounts 

are  doing  the  type  of  business  Sistersville,  W.  Va. 

that  runs  into  many  millions  Ralph  F.  Wilson,  editor  and 
of  dollars  annually.  Their  value  former  owner  of  the  Tyler 
to  the  community  is  great  and  County  Journal  here,  has  re- 


been  highly  skeptical  about  a  “Classified  has  not  even  be-  classified  advertisers. 


other  business  interests.  He  has 


type  of  advertising  with  which  g^un  to  see  the  dawn  of  what  “No  field  offers  greater  op-  been  succeeded  as  editor  and 

he  had  no  previous  experience,  can  be  accomplished.  Over  the  portunity  to  serve  the  nation’s  manager  by  David  Ethr^ge> 

except  perhaps  for  personal  years  I  have  seen  accounts  start  economy  by  proper  service  to  the  younger  brother  of  Publisher 

needs.  The  point  to  bear  in  mind  in  the  Classified  section  that  public  than  the  Classified  De-  Mark  Ethridge  Jr.  Mr.  WilsOT 

in  preparing  a  presentation  is  were  actually  in  debt  and  had  partment  of  American  news-  had  been  owner  and  publisher 


that  every  objection  must  be  to  dig  to  pay  their  advertising  papers.” 


of  The  Journal  since  1935. 
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Buffalo  News  to  Add 
10c  Week-End  Edition 


30-Dity  Rule  Set 
For  Cashing  Checks 


Buffalo,  N.  Y. 

The  Buffalo  Evening  News 
will  publish  a  new  and  enlarged 
Week-End  Edition,  beginning 
with  the  issues  of  Saturday, 
Oct.  4. 

It  will  include  This  Week 
magazine,  an  enlargement  of 
both  its  main  news  section  and 
the  Saturday  magazine  of  many 
years  standing,  to  be  called  the 
Buffalo  Evening  News  Week- 
End  Magazine,  in  standard  size; 
10  pages  of  color  comics  in 
standard  size,  and  a  16-page 
tabloid  section,  “TV-Radio 
Topics.” 

The  price  for  the  News’  Sat¬ 
urday  Week-End  Edition  will  be 
10c.  On  other  days  of  the  week 
the  price  is  7c  a  copy. 


A  New  Ad^'cnture 


“Our  enlarged  Saturday  edi¬ 
tion  will  provide  a  new  adven¬ 
ture  in  week-end  reading  for 
pleasure  and  information,”  said 
Alfred  H.  Kirchhofer,  editor  of 
the  News. 

“It  fits  to  a  ‘T’  the  specifica¬ 
tions  outlined  for  a  Sunday 
paper  by  one  of  the  circulatimi 
men  recently  quoted  in  Editor 
&  Publisher,  namely  a  combina¬ 
tion  of  specially  designed,  spe¬ 
cially  packaged  magazine  ap¬ 
pearing  sections.” 

The  Week-End  Edition  of  the 
News  is  not  a  forerunner  to  a 
Sunday  edition,  Mr.  Kirchhofer 
said.  The  Buffalo  News  origi¬ 
nally  started  as  a  Sunday  paper. 
An  evening  edition  followed  in 
1880,  and  the  Sunday  paper  was 
discontinued  in  1914. 


Week-End  Reading 


.Some  Staff  Changri* 


Plans  for  the  Week-Ehd  Edi¬ 
tion  have  been  under  develop¬ 
ment  by  James  H.  Righter,  pub¬ 
lisher,  and  Mr.  Kirchhofer  since 
agreement  was  reached  for  dis¬ 
tribution  of  This  Week  as  part 
of  the  Saturday  editions  of  the 
News  a  year  ago.  The  starting 
date  was  pegged  to  the  time  the 
new  printing  plant  of  the  News 
was  scheduled  to  be  in  full  oper¬ 
ation. 

“We  long  have  been  aware  of 
the  demand  upon  the  part  of 
readers  for  earlier  week-end 
reading  for  news  and  entertain¬ 
ment,  interpretation  and  infor¬ 
mation  in  advance  of  a  Sunday 
paper,”  said  Mr.  Kirchhofer. 

“The  five-day  week,  increas¬ 
ingly  built  around  Saturday  as 


Officials  File 


the  day-off,  created  a  demand 
for  information  about  leisure 
time  activities  to  be  available 
Saturdays,  when  the  week-end 
begins.  This  is  particularly  true 
of  wholesome  young  people.  The 
new  edition  of  the  News  is  de- 
signied  to  meet  these  varied 
needs  and  reader  interests. 

“We  will  provide  outstanding 
color  comics  not  heretofore 
available  in  this  area  because 
there  was  no  outlet  for  them; 
This  Week,  through  its  fiction, 
articles  and  full  color  rotogra¬ 
vure  will  provide  a  solid  maga¬ 
zine  base  and  supplement  our 
own  Saturday  magazine  sec¬ 
tion.  Our  new  television  and 
radio  magazine  will  highlight 
the  interest  in  these  fields. 

“We  are  planning  broader 
coverage  of  the  news,  more  in¬ 
terpretative  and  background 
material,  medical,  science  and 
self-help  articles,  a  new  travel 
section,  larger  space  for  movies 
and  other  local  amusements, 
sports,  a  woman’s  section,  news 
about  books  and  cultural  activi¬ 
ties.” 


Dallas,  Tex. 

Employees  of  the  Dallas 
News  have  been  put  on  notice 
that  they  aren’t  to  hoard  their 
pay  checks  any  more.  Treas¬ 
urer  James  M.  Moroney  Jr. 
said  too  many  were  keeping 
their  checks  uncashed  for  too 
long,  so  he  has  imposed  a  30- 
day  limit.  Checks  will  be 
voided  if  not  cashed  within 
that  period. 


Damage  Claim 
Against  Paper 


ME  Appointments 
Made  in  Alaska 


Montreal 

Counsel  for  Roads  Minister 
Antonio  Talbot  has  inscribed  in 
Superior  Court  notice  of  a  $1,- 
000  damage  action  against  Lt 
Devoir  and  its  publisher,  Gerard 
Filion,  as  a  result  of  a  series 
of  articles  by  the  newspaper  on 
a  provincial  gas  deal. 

A  similar  notice  of  a  $1,000 
damage  action  against  the  daily 
was  filed  on  behalf  of  Premier 
Maurice  Duplessis  in  Superior 
Court  at  Trois-Rivieres. 


Series  on  Gas  Corporation 

Anchorage 

Resignation  of  Clifford  Cer-  Both  actions  arise  from  the 
nick,  managing  editor  of  the  Le  Devoir  series  which  said  a 
Anchorage  Daily  News,  was  an-  $20,000,000  stock  market  coup 
nounced  by  Publisher  Norman  marked  the  sale  of  the  Montreal 
C.  Brown.  Mr.  Cemick  left  An-  household  gas-distribution  sys- 
chorage  Sept.  8  to  become  edi-  tem  of  Quebec  Hydro  to  the  pri- 
tor  of  the  Fairbanks  News-  vately-owned  Quebec  Natural 
Miner.  Gas  Corporation. 

Succeeding  Mr.  Cernick  as  Le  Devoir  named  cabinet  min- 
managing  editor  of  the  Anchor-  isters,  menribers  of  the  legisla- 
age  paper  will  be  Lynn  Thomas,  tive  council  and  government 
He  joined  the  local  staff  last  officials  as  shareholders  or  for- 
year,  coming  to  Alaska  from  mer  shareholders  of  the  corpo- 
Mexico  City  where  he  had  been  ration  which  bought  out  the  gas 
a  news  correspondent.  system  of  Quebec  Hydro  last 


system  of  Quebec  Hydro  last 


Staff  changes  to  carry  the 
planning  and  work  in  addition 
to  meeting  the  transition  to  edi¬ 
torial  color  are  being  carried 
out. 

Newton  A.  Noyes,  assistant 
managing  editor,  has  been  de¬ 
tached  from  the  news  desk  and 
will  be  in  charge  of  some  of  the 
background  and  events  pages  in 
the  News  Week-End  Magazine. 
Wilbur  W.  Doeblin,  assistant 
chief  copy  editor,  will  be  in 
charge  of  “TV-Radio  Topics.” 
George  H.  Esselburne,  magpazine 
editor,  will  continue  in  that 
capacity,  working  with  both  Mr. 
Noyes  and  Mr.  Doeblin  and 
those  who  assist  them. 

John  H.  Lycette,  assistant 
managing  editor,  has  been 
placed  in  charge  of  the  news 
desk.  His  assistants  will  be 
John  J.  Manion,  news  editor, 
Murray  B.  Light  and  Edward 
G.  Lapping,  assistant  news  edi¬ 
tors.  Elwood  M.  Wardlow  be¬ 
comes  assistant  to  Nelson  H. 
Prentiss,  chief  of  the  copy  desk. 


Mr.  Cemick  was  a  longtime  year, 


employee  of  the  Anchorage  Ge  Devoir  said  it  will  contest 
Daily  News,  starting  in  August  court  all  damage  actions  that 
1949  as  a  reporter.  He  became  may  be  taken  against  it  as  a  re- 
managping  editor  to  succeed  suit  of  the  articles. 

Jack  Ryan  who  resigned  to  be-  The  $1,000  figure  set  in  me 
come  editor  of  the  News-Miner,  damage  suits  means,  under  Ar- 
Mr.  Thomas  has  been  in  news-  tide  422  of  Quebec’s  Code  of 


paper  work  nearly  20  years,  in-  Civil  Procedure,  that  the  cases 


eluding  news  assignments  in  the  must  be  heard  by  a  judge  alone 


Orient,  Hawaii,  Central  Amer-  snd  that  the  newspaper  will 


ica  and  California.  During  have  no  option  of  a  jury  hear 


World  War  II,  he  was  a  war 


correspondent. 


The  newspaper  also  said  that 


Miss  Susan  Stoffel  is  the  new  because  damages  sought  are  less 


society  and  women’s  page  edi-  than  $10,000,  an  ultimate  hear- 
tor  of  the  Anchorage  Daily  by  the  Supreme  Court  of 
News,  succeeding  Mary  Ann  Canada  may  be  arranged  oiJy 
Dehlin,  now  in  that  field  on  the  by  special  permission,  if 
Anchorage  Daily  Times.  Miss  points  involved  are  importan. 
Stoffel’s  father  publishes  the  enough.” 

weekly  Pullman  (Wash.)  Her-  .  . 

Friends  Will  Help 


Friends  Will  Help 


Les  Amis  du  Devoir,  a  gnwp 
N.  Y.  Times  Talent  formed  several  years  ago  to  sop- 

H„„.  Stort,  Again  ^ 

The  ninth  annual  Musical  the  newspaper  and  its  publisher 
Talent  in  Our  Schools  series,  against  any  damage  actions, 
sponsored  by  the  New  York  Les  Amis  du  Devoir  war 


Les  Amis  du  Devoir  war 


Times  and  its  radio  station,  formed  originally  by  priwj 


Reporters  Wed 

Hartford,  Conn. 
James  J.  Devaney,  reporter, 
Hartford  Courant,  and  Sally 
Ann  Gelston,  also  a  Courant  re¬ 
porter,  were  married  recently. 


WQXR,  starts  in  October.  citizens  to  arrange  annual 

The  project  is  open  to  young  campaigns  by  wh^| 

•  •  f  •  r  •»+  A  «  11-..+  ^be  newspaper  could  overcoiw 


pian^ts,  violinists  and  ’cellists  operation  deficits, 
m  the  ninth  through  the  12th  xhe  group  also  decided  that 
grades  in  schools  in  metropoli-  a  special  financial  campaip 
tan  New  York  and  neighboring  would  be  held  if  necessary  ^ 
states.  help  Le  Devoir  and  Mr.  Fili® 
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MORRILL 

ANNOUNCES 

NEW 

ROP 

COLOR  ROOK 
WITH 

ANPA-AAAA 

RECOMMENOEO 

COLORS 


This  new  color  guide  makes  it  easier  to  select  ANPA- 
AAAA  recommended  colors  to  suit  your  requirements, 
and  to  get  really  fine  results  in  color  matches  and  con¬ 
trasts.  Morrill’s  exceptional  variety  of  ROP  colors  is 
yours  to  choose  from  at  a  glance  with  this  new  color 
specimen  book.  It’s  comprehensive,  convenient  and  right 
up  to  the  minute. 

And,  of  course,  Morrill  offers  the  convenience  and 


technical  assistance  of  the  Morrill  Blending  Systems. 
Morrill’s  nation-wide  network  of  color-matching  and  de¬ 
livery  service  assures  you  of  receiving  the  precise  colors 
you  need  to  meet  your  schedule  no  matter  where  you 
are  located. 

Morrill’s  brand  new  ROP  color  specimen  book  is  avail¬ 
able  to  you,  without  obligation,  at  any  Morrill  branch— 
or  contact  Morrill  direct. 


Geo*  H*  Morrill  Company 

A  Oivition  ot 

Sun  Chemical  Corporation 

750  Third  Av«nu*,  N«w  York  17,  N.  Y. 


BRANCHES:  Chicago  *  Clovoland  *  Ft.  Worth  *  Long  Itlond  City 
Lot  Angtloi  *  Norwood,  AAott.  *  Philadelphia  *  Portland,  Oro. 
San  Francisco  *  Soattio  *  Dotroit,  AAich.  *  Oroontboro,  N.  C. 
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lAPA  Awards 

Winners 

Announced 

Inter  American  Press  Asso¬ 
ciation  has  announced  the  win¬ 
ners  of  its  1958  journalistic 
prizes  in  honor  of  Ottniar  Mei'- 
genthaler,  inventor  of  the  type¬ 
setting  machine. 

The  newspaper  La  Religion, 
of  Caracas,  Venezuela,  was 
a  w  a  r  de  d  the  lAPA-Mergen- 
thaler  bronze  plaque  for  out¬ 
standing  service  to  its  commu¬ 
nity. 

Individual  prizes  of  $500  each 
will  go  to  newspapermen  in 
Colombia,  Peru,  Uruguay,  Mex¬ 
ico,  and  Cuba.  The  prizes  will 
be  distributed  at  the  lAPA’s 
Annual  Meeting  in  Buenos  Aires 
in  October. 

The  following  are  the  indivi¬ 
dual  winners: 

Gabriel  Cano,  publisher  of  El 
Espectador,  Bogota,  Colombia, 
for  “his  heroic  and  steadfast 
resistance  to  the  vicious  censor¬ 
ship  and  economic  strangula¬ 
tion  imposed  by  dictatorship.” 

Alejandro  Miro  Quesada,  as¬ 
sistant  editor  of  El  Comerdo, 
Lima,  Peru,  for  “liis  conception 
and  direction  of  an  unprece¬ 
dented  newspaper  campaign  for 
national  progress  by  use  of  re¬ 
search  t^k  forces  and  public 
forums.”  Under  his  “Plan  of 
Peru,”  Miro  Quesada  and  his 
newspaper  sent  groups  of  ex¬ 
perts  to  all  parts  of  the  country 
to  discover  regional  needs  and 
hear  complaints. 

Victor  Gutierrez  Salmador, 
staff  writer  of  El  Dia,  Monte¬ 
video,  Uruguay,  for  “his  com¬ 
prehensive  presentation  of  na¬ 
tional  problems  that  inspired 
corrective  measures  in  penal 
legislation,  economics,  and  pub¬ 
lic  welfare.” 

The  prize  for  work  by  a  car¬ 
toonist  will  go  to  Rafael  Freyre 
of  the  Mexico  City  daily.  Ex¬ 
celsior. 

The  photography  award  will 
go  to  Jorge  Agraz  Solans  of 
Advance,  Havana,  Cuba.  He  was 
selected  on  the  strength  of  his 
dramatic  photograph  of  an  auto 
racing  accident  at  the  precise 
moment  when  a  car  plowed  into 
a  crowd  of  onlookers. 

Constant  Struggle 

La  Religion  will  get  the 
bronze  plaque  “for  its  constant 
struggle  in  defense  of  the  basic 
rights  of  the  Venezuelan  people 
dur^  a  critical  period  for  the 
national  press.” 

Uppermost  in  the  minds  of  the 
committee  members  was  the 


newspaper’s  courageous  stand 
against  excesses  of  the  deposed 
dictator.  General  Marcos  Perez 
Jimenez. 

The  principal  persons  who 
shaped  the  Catholic  newspaper’s 
editorial  policy  were  Monsignor 
Jesus  Maria  Pellin,  former  edi¬ 
tor,  and  Father  Jesus  Hemdn- 
dez  Chapellin,  present  editor, 
who  resisted  threats  and  bribes 
by  the  Perez  Jimenez  dictator¬ 
ship. 

The  lAP  A-Mergenthaler 
awards  were  established  with 
a  grant  from  the  Mergenthaler 
Linotype  Company  in  honor  of 
its  founder. 


Nelson  Becomes 
Advertising  Chief 

New  Brunswick,  N.  J. 

Hugh  N.  Boyd,  publisher  and 
president  of  the  Home  News 
Publishing  Co.,  has  announced 
four  executive  promotions. 

Walter  P.  Nelson  wdll  advance 
from  retail  advertising  manager 
to  advertising  director;  John 
McDonald  becomes  advertising 
office  manager;  John  P.  Pozel 
succeeds  Mr.  McDonald  as 
classified  advertising  manager; 
and  John  V.  Donnelly  assumes 
new  duties  as  director  of  com¬ 
munity  relations  while  retain¬ 
ing  his  position  as  promotion 
manager. 

Mr.  Nelson  replaces  Harvey 
A.  Huff  who  retired  as  adver¬ 
tising  director  Jan.  1,  1958.  Mr. 
Huff  had  headed  the  depart¬ 
ment  since  1918. 

Mr.  Pozel  was  classified  ad¬ 
vertising  manager  of  the  Taren- 
tum  (Pa.)  Valley  Daily  .Vcmw. 

• 

Retiring  from  Radio 

Washington 

The  Waterbary  (Conn.) 
American-Republican,  owner- 
licesee  of  radio  station  WBRY 
in  that  city,  has  asked  Federal 
Communications  Commission 
authority  to  dispose  of  the  radio 
property  (and  license)  for  a 
consideration  of  $157,000.  The 
request  gives  no  reason  for  the 
desired  transfer  other  than 
“assignor  desires  to  retire  from 
the  broadcasting  business.” 
Stated  purchaser  is  a  newly- 
formed  Delaware  corporation, 
WBRY,  Inc.,  officers  of  which 
are  Waterbury  residents. 


Press  Boss  Retires 

Huntington,  W.  Va. 

John  C.  Johnson  has  been  re¬ 
tired  as  pressroom  superintend¬ 
ent  after  34  years  with  the 
Huntington  Publishing  Com¬ 
pany.  He  has  been  succeeded  in 
the  post  by  David  Lovejoy. 


.4dvertising  Methods 


Teachers  Score  Press 
For  Relying  on  Tass 

Washington  the  ‘Barnumized’  deeds  of  com 
Sensationalism  of  the  press,  munist  society  until  our  scien 
irresponsibility  of  many  jour-  tists  are  able  to  verify  thei: 
nalists  and  politicians,  and  rival-  significance.  If  we  take  it  for 
ry  in  the  armed  sendees  have  granted  that  every  claim  whic'r. 
given  Russia  a  lead  in  psycho-  the  Soviets  make  in  the  realm 
logical  warfare  and  propaganda,  of  technology  is  meticulously  ac 
according  to  testimony  released  curate,  we  are  exposing  our 
this  week  by  the  House  un-  selves  to  a  subtle  danger.  We 
American  Activities  Committee,  are  in  effect  saying  that  we 
Alvin  J.  Cottrell,  University  niust  let  down  our  intellectua. 
of  Pennsylvania  political  science  against  all  scientific  state 

instructor,  and  James  E.  ^ents  which  emanate  from 
Dougherty,  who  conducts  a  Jass  a  political  news  agency, 
similar  course  at  St.  Joseph’s  Incidentally,  all  the  announce 
College,  Philadelphia,  con-  ^^nts  about  the  sputniks  came 
demned  the  practice  of  accepting  I^om  Tass,  not  any 

as  truth  all  that  comes  out  of  recognized  body  of  Russia 
Tass  News  Agency  and  giving  it  scientists. 

wider  voice  by  republication  and  American  newscasters,  .Ir. 
broadcasting.  Cottrell  complained,  “vie  wih 

^  J  ,  „  one  another  in  playing  the 

TIT  psychological  warfare  game  with 

Mr.  Cottrell  offered,  ‘  is  an  ad-  Kremlin’s  cards.” 
vance  in  political  maturity  and 
responsibility  on  the  part  of  • 

American  elites,  who  should  be 
able  to  act  as  intelligent  critics  o  K  IMF  *1 
of  American  policy  without  de-  33VC-Dy-i  lail 
priving  the  (jovemment  of  all  Envelopes  in  NeHspapcr 
freedom  of  choice  in  the  con-  be  a  “first 

duct  of  American  diplomacy.  newspaper  advertising  for  a 

.4dvertising  Methods  savings  and  loan  association,  is 

the  four-page  insert  which  ap- 
Mr.  Dougherty  said  the  Soviet  peared  in  the  Sept.  4  west 
is  successfully  employing  clever-  metropolitan  edition  of  the  Chi 
ly  conceived  advertising  methods  Tribune 

to  induce  the  Free  World  to  ^he  insert,  carrying  fou 
overestimate  its  strategic  capa-  four 

*  *  and  a  black  and  white  spread. 

“The  American  press,”  he  featured  an  actual  postage  paid, 
said,  “played  up  the  sputniks  for  return  addressed  Save-by-Maii 
somewhat  more  than  they  were  envelope  affixed  to  page  one. 
worth.  American  analysts,  j^e  four  page  section  was 
writing  for  the  newspapers,  created  for  Oak  Park  Federai 
were  led  to  make  totally  exag-  Savings,  Oak  Park,  Illinois,  by 
erated,  speculative  claims  con-  agency  Connor  Associates 
ceming  the  magnitude  of  the  Aurora  Ill. 

Soviet  scientific  achievement.  ’’  „  ,  T,,a 

The  average  newspaper  reader.  ^  Steve  0  Connor,  Oak  ^ 

I  would  imagine,  w’as  impressed  ^  advertising 

by  the  thought  of  a  man-made  ^aid  the  cost  of  placing  240  OW 
satellite  circling  the  earth  for  envelopes  in  the  hand- 

a  million  years.  Actually,  as  we  prospective  savers  by  mew- 

know,  the  first  sputnik  burned  newspaper  distribution,  wa 

itself  out  after  a  few  months,  actually  less  than  the  cos  w 
Facts  such  as  this  should  make  ‘Iirect  mailing.  The  nie 
US  cautious  when  it  comes  up  interesting  new  po 

to  handling  of  technological  bdities  for  the  entire  saMU  - 
achievements  by  the  popular  ®nd  loan  industry,  he  said, 
media  of  communication.  Save-by-Mail  technique  is  * 

.  primary  method  by  which 

Cautious  .4pproach  ciations  seek  to  attract  savings 

“As  we  move  into  an  era  of  money.  It  offers  the  saver  con- 
unusual  technological  develop-  venience  by  eliminating 
ments,  we  have  a  right  to  ex-  "iced  to  make  his  deposi 
pect  our  own  scientists  and  Person. 

news  analysts  to  treat  them  The  mechanics  of  affixing  tbf  , 
maturely  and  to  approach  them  envelopes  were  handled  by  * 
with  a  certain  caution.  We  must  bindery  service,  and  the  inserts 
all  try  to  inculcate  in  ourselves  were  then  distributed  to  news 
the  rudiments  of  a  scientific  agencies  for  stuffing  into  the 
spirit  and  suspend  judgment  on  newspaper. 
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Behind  this  story... 


r  ss« «; 

'ige\ltte  exv-;>^ 
kJve\oet<y 


Architects,  engineers  and  construction 
crews  now  are  working  at  full  speed  on 
the  extension  of  the  U.'S,  Capitol’s  East 
front  ,  .  .  one  of  the  most  controversial 
public  projects  in  history. 

Proposals  for 'the  extension  date  back 
a  century.  In  1955,  Congress  ordered  that 
it  go  forward,  to  improve  the  Capitol’s 
esthetic  appearance,  to  provide  critically- 
needed  office  space  and  to  halt  the  shame¬ 
ful  deterioration  of  the  historic  front. 

About  18  months  ago,  however,  a  vig¬ 
orous,  well-organized  opposition  campaign 
sprung  up.  It  brought  a  flood  of  emotional 
protests  which  threatened  to  block  the 
extension. 

’  In  March,  1957,  The  Star  assigned 
George  Beveridge,  a  Pulitzer  Prize  winning 
reporter,  to  investigate  the  controversy. 

\  This  investigation  convinced  The  Star 
that  the  public  controversy  was  being 
waged,  not  on  the  merits  of  the  case,  but 
largely  on  sentiment  and  emotion.  It 
found  many  instances  of  misunderstand¬ 


ing  .  .  .  and  some  of  downright  misrepre¬ 
sentation  .  .  .  of  the  facts.  Most  of  all,  it 
found  that  only  one  side  of  the  story  .  .  . 
the  opposition  side  .  .  .  was  being  told. 
During  the  next  year  and  a  half.  The  Star 
waged  a  vigorous  campaign  to  tell  the  full 
story. 

Last  August  14th,  the  controversy 
reached  the  floor  of  the  United  States 
Senate.  There,  all  the  arguments  were 
fully  debated.^  And  the  Senate  concluded 
that  the  merits  of  the  issues  all  were  on 
the  sides  of  extension. 

House  Speaker  Rayburn,  in  a  letter  to 
the  Editor  of  The  Star,  said  he  felt  “.  .  . 
that  the  real  facts  would  not  have  been 
presented  to  the  public  if  it  had  not  been 
for  your  work  and  the  work  of  your  staff.” 

We  are  grateful  for  this  tribute.  For 
we  feel  it  is  a  tribute  to  our  constant  effort 
to  make  readers  of  The  Star  the  best  in¬ 
formed  on  all  the  complex  problems  of  the 
community,  the  Nation  and  the  world. 
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PHOTOGRAPHY 


Plane  Crash  Captured 
On  New  Color  Film 


By  James  L.  Collings 


The  Minneapolis  (Minn.)  Star  white  print  for  first  street  sales 
took  full  advantage  of  the  speed  and  the  home  edition  went  to 
and  versatility  of  Eastman  Ko-  the  engravers  at  8:41  a.m.  The 
dak’s  new  negative  color  film  blue  print  for  the  first  color 
when  a  Northwest  Airline  plane  plate  went  at  9:32,  the  red  at 
crashed  the  other  day.  9:36  and  the  yellow  at  9:49. 

Action  began  a  few  minutes  All  finished  color  plates  were 
after  four  in  the  morning,  when  delivered  to  the  stereotyping  de- 
Herb  Germar,  Star  picture  edi-  partment  within  an  hour  and 
tor,  called  Wayne  Bell,  staffer,  20  minutes, 
at  home  and  told  him  about  the  “That  funny  orange-colored 
take-off  crash.  Please  hurry  to  film  did  it  again,”  Art  wrote 
the  airport,  he  said  to  Wayne.  Kodak.  “We  had  less  trouble 
The  photographer  gi-abbed  with  this  job  than  we  do  with 
his  camera,  loaded  with  color  jobs  where  we’ve  got  all  the  time 
film,  and  sped  to  the  scene,  in  the  world.” 

About  three  hours  later  he  had  For  the  uninitiated,  negative 
developed  his  film  and  was  ready  color,  now  used  by  many  news 
to  print  it.  A  black  and  white  photographers,  is  balanced  for 
print  off  the  color  negative  pro-  shooting  under  daylight  or  clear- 
vided  the  first  edition  (11  a.m.)  flash  illumination.  Difference.s 
with  a  picture  of  the  accident,  produced  in  negatives  by  these 
Then,  at  1  p.m.,  the  paper  types  of  light  are  compensated 
came  out  with  a  five-column,  for  in  the  printing, 
three-color  shot  of  the  crash  in  *  *  » 

its  home  edition.  The  substitu¬ 
tion  caused  considerable  favor-  YOUNG  ABUSED 

able  comment  among  readers,  jack  Young,  southern  division 
the  Star  said.  _ .  . _  ’ _ tttit 


Candidate  Asks  Rules  Given 
‘S-T  Re-appraisal  ^or  ‘Swindle 

Mansfield,  Ohio 

In  a  talk  before  the  Rotary  T|q4-q 

Club  at  nearby  Ashland,  0.,  Ollt/t/t  LJ <X\jCX 
Willard  D.  Campbell,  candidate 

for  Ohio  Supreme  Court  judge,  Washington 

called  for  a  re-appraisal  of  The  “swindle  sheet”  will  be 
Canon  35.  closely  checked  by  the  Internal 

Mr.  Campbell  declared  that  Revenue  Service  on  all  tax  re- 
“It  has  been  forcefully  demon-  turns  for  the  current  year  and 
strated  since  the  adoption  of  hereafter,  IRS  having  formal- 


Investigate  the  developments 
that  are  taking  place  —  In¬ 
creased  population.  Industrial 
development,  high  standard 
of  living,  and  the  mounting 
successes  of  over  800  U.  S. 
companies  that  are  operating 
and  have  $500,000,000  invested 
in  Australia. 

To  keep  In  touch  with  marketing, 
advertising,  publishing  and  graphic 
arts  in  Australia  read 


mSPAPERHEWS 


Pnbli$hed  fortnightly 


Canon  35  in  1937  that  the  cam¬ 
era  can  be  used  without  inter- 
ferring  with  the  order  and  de- 


ized  its  orders  on  details  to  sup¬ 
port  expense  accounts. 

The  new  order  makes  no  sub¬ 


corum  of  the  court.  There  has  stantial  change  from  the  one 
been  a  marked  improvement,  announced  last  year  but  sus- 
gi-owth  and  maturity  in  this  pended  because,  taxpayers  said, 


medium  of  news  coverage.” 


they  had  not  been  put  on  notice 


He  said  “the  trial  judge  can  that  detail  would  be  required, 
insist  upon  equipment  and  tac-  Under  the  regulations,  an 
tics  that  will  not  disturb  the  employee  who  is  required  to  ac- 
proceedings,  just  as  they  now  count  to  his  employer,  and  does 
insist  upon  good  behavior  by  account,  will  not  be  required 
spectators,  the  jury,  attorneys  to  report  either  detail  or  total, 
and  those  of  the  press  who  are  unless  he  claims  a  deduction  for 
unlimited  in  transcribing  their  disallowed  items  or  contends 
personal  impressions  of  the  pro-  reimbursement  is  less  than 


ceedings.” 


actual  business  expenses.  In  the 


Mr.  Campbell’s  talk  was  car-  latter  situation  he  must  report 
ried  in  full  on  page  one  of  the  the  total  advances,  reimburse- 


Mansfield  News-Journal. 

He  told  the  Rotary  Club  mem 


ments,  or  charges  for  travel, 
transportation,  entertainment 


tion  caused  considerable  favor-  YOUNG  ABUSED 

able  comment  among  readers,  jack  Young,  southern  division 

U  .  1,  newspictures  manager  of  UPI, 

Art  Hager,  staff  photographer  at  a  meeting  of 

and  color  coordinator  for  the  Klansmen  16  miles  out 

paper,  explamed  that  additional  g  g  g^^^ 

time  in  rushing  the  color  into  photo  equipment  was 

the  Star  was  saved  by  engravers  .  ,,  ^ 

who  transferred  the  register  photogl-apher  was  cover- 

marks  from  the  blue  halftone  .  ^  u 

negative  to  the  red  and  yellow  ^  cross  burning  on 

.  ?  ...  X  ,  TT  Stone  Mountain.  After  making 

before  printing  on  metal.  Un-  i  u  i.  r  u 

trimmed  prints  from  the  photo 
department  helped  them  Itoe  np 


w.ct.a  xxa.c  ..j  WithoUt 

punch  pm  register  marks  quick-  .,  „  ,  •  j  i  *.  «u 

110  S&lQ  O0C£tUS0 

■  4-1,  1  J  as  I  was  looking  for  them  a 

He  said  that  the  black-and-  ^  t-u  tti  i 

group  of  the  Klansmen  gathered 

arOUnd  me. 

»|  |Afc»  I  “I  kept  talking  and  everything 
U  ^  I  K.  f\  L  I  A  ^  appeared  to  be  all  right  until  a 
£  I,  |.y  ;  big  man  with  a  large  chew  of 

uXponCl ing  Vv  BOlth  j  tobacco  in  his  mouth  grabbed 

Offers  Opporf unifies  '  ^e  said  i  took 

a  picture  of  his  wife.  I  told  him 
Investigate  the  developments  ^  didn  t  know  it  was  his  wife, 
that  are  taking  place  —  In-  “He  started  to  jerk  me  around 

creased  population.  Industrial  ,  _ _ , 

development,  high  standard  !  ^T^d  nearly  ripped  my  shirt  off. 
of  living,  and  the  mounting  ;  He  was  the  most  belligerent  one 
complnlls  thaVa^e^eraiin^g  in  the  group.  A  lot  of  the  others 
and  have  $500,000,000  invested  were  edgy  but  pretty  decent, 
in  Australia.  They  started  giving  me  a  hard 

IdviimJ’ing,  pSbll'lh^ng^n7waph^  i  ^  talking  and 

arts  in  Australia  read  ;  despite  my  New  England  accent 

(I’m  originally  from  Boston) 
j  I  was  able  to  talk  my  way  out 

I  of  it.” 

Talk  or  no  talk.  Jack  is  still 
Published  fortnightly  Waiting  for  the  return  of  his 

Annual  Subscription  to  U.  S.  J8  equipment  which  he  was  told 
15  Hamilton  St.,  Sydney,  Australia  would  be  returned  tO  him 

I  “through  secrct  channels.” 


bers  that  in  March,  1958,  the  and  other  expenses. 

Supreme  Court  of  Ohio  adopted  Detailed  reports  also  will  be 
a  rule  which  prohibited  the  pho-  required  from  a  taxpayer  who 
tographing  of  a  session  of  a  jg  related  to  his  employer  or 
court  in  the  state  or  the  broad-  jg  employed  by  a  company 

casting  or  televising  of  a  court  ^^ich  he  or  his  family  owns 
session.  Violations  of  this  rule  ^^re  than  50  per  cent  of  the 
were  to  be  considered  a  con-  stock,  or  when  it  is  determined 
tempt  of  court  and  punishable  that  the  procedures  used  by  the 
as  ^ch.  employer  in  accounting  for  these 

“The  Supreme  Court  has  expenses  is  not  adequate.  The 
usurped  the  heretofore  exclusive  order  mentions  “totals”  through- 
responsibility  of  our  tri^  court  out;  there  is  no  requirement  for 
in  controlling  its  own  trial  pro-  names  of  guests  who  are  enter- 
ceedings,”  Mr.  Campbell  stated,  tained 

“The  trial  judge  is  the  governor  ^  regulation  is  being  drafted 
of  the  trial  in  the  sense  of  ac-  -imilar 


1  ne  trial  judge  is  tne  governor  ^  regulation  is  being  drafted 
of  the  trial  in  the  sense  of  ac-  under  which  mileage  and  similar 
tivity  and  subject  to  reversal  allowances  paid  in  accordance 
must  conduct  his  court  with  ^  ^  eon- 

dignity,  decorum  ^d  the  utmost  ^3  equivalent  to  an  ac- 

avoidance  of  pubbc  demonstra-  counting  to  the  employer, 
tions.  The  American  Bar  Asso¬ 
ciation  is  just  as  emphatic  on  * 

William  Hanlon  Dies, 


In  Albany  Bureau 


William  Hanlon  Dies, 
Publicity  Supervisor 

New  Haven,  Conn. 
William  G.  Hanlon,  44,  pub- 


Albany,  N.  Y.  licity  supervisor  on  the  Chicago 
Charles  Wigle  has  joined  the  staff  of  Young  &  Rubicam,  Inc., 
Associated  Press  bureau  here,  advertising  agency,  died  Sept.  4. 
replacing  Jay  Holmes,  who  is  Mr.  Hanlon  had  been  asso- 
taking  a  nine-month  leave  to  ciated  with  the  Chicago  adver- 
study  science  writing  at  Colum-  tising  agency  since  1949.  From 
bia  University  under  a  fellow-  1946-49,  he  was  on  the  public 
skip.  relations  staff  of  the  Hudson 


study  science  writing  at  Colum-  tising  agency  since  1949.  From 
bia  University  under  a  fellow-  1946-49,  he  was  on  the  public 
skip.  relations  staff  of  the  Hudson 

•  Motor  Car  Co.,  Detroit. 

Limige  Up  in  Canada  TS 

Canadian  daily  newspaper  na-  Rockford  (Ill.)  Morning  Star, 
tional  advertising  was  up  5.77%  and  from  1937  to  1940  he  w^ 
in  the  first  seven  months  of  1958  associated  with  the  Unite® 
to  $28,373,386.  Press. 
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ew  short-cut  to  three-color  R.O.P. 
Kodak  Resisto-Rapid  Pan  Paper 


The  time  needed  to  produce  separations  from  a 
color  negative  is  far  less  than  that  needed  when 
working  from  a  positive  color  transparency  or 
color  print. 

Kodak  Resisto-Rapid  Pan  Paper  teams  with 
Kodak  Ektacolor  Film  and  Kodacolor  roll  film  to 
speed  and  simplify  three-color  R.O.P.  illustration. 
A  Kodak  technical  representative  will  gladly  show 
you  how  it  works— how  it  already  is  at  work  on 
leading  newspapers.  ^ 


The  three  illustrations  which  appear  above  repre¬ 
sent  the  blue,  red,  and  yellow  printing  plates  used 
for  R.O.P.  process  color. 

They  were  made  from  three  black-and-white 
prints  on  Kodak  Resisto-Rapid  Pan  Paper— a  new 
panchromatic  paper  designed  for  making  positive 
separations  from  color-negative  films  using  a  con¬ 
ventional  enlarger. 

No  separation  negatives  are  used. 

No  special  camera  is  required. 


EASTMAN  KODAK  COMPANY,  Rochester  4,  N.  Y. 
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Unique  Camera  Setup 
In  New  Senate  Building 

By  James  J.  Butler 


Washington 

The  news  cameraman  truly 
comes  into  his  own  in  the  ex¬ 
travagantly  elaborate,  soon  to 
be  opened,  new  Senate  Office 
Building  where  solons,  sight¬ 
seers,  and  spectators  will  be 
shooed  off  the  lensmen’s  pre- 
sei-ve  much  as  the  shutter  lads 
have  been  pushed  about  for 
years. 

Focal  point  of  the  marble  edi¬ 
fice  built  at  a  cost  of  approxi¬ 
mately  $25  million  is  a  hearing 
room  of  auditorium  size. 

New  feature  of  the  layout  is 
the  facility  for  camera  coverage, 
including  television  —  recessed 
quarters  at  mezzanine  level  at 
either  end  of  the  room  and 
slott«*d  apertures  along  the  side 
walls  through  which  the  pho¬ 
tographers  can  proceed  without 
being  charged  with  distracting 
or  detracting.  No  bulky  equip¬ 
ment  will  be  in  sight,  no  cables 
under  foot,  no  squatting  or 
table-standing,  no  admonitions 
from  committee  chairmen. 

The  auditorium  is  60  by  100 
feet,  and  30  feet  high;  the  com¬ 
mittee  members  will  locate  on 
a  high  dais,  free  from  obstruc¬ 
tion.  and  ^e  witness  will  be 
seated  in  a  fence-enclosed  sec¬ 
tion  where  the  camera’s  eye  can 
pick  him  out  without  angling 
thiuugh  an  entourage  of  law¬ 
yers,  briefcase  aides,  and 
piumpters. 

Fop  ‘Hit’  ShoMs 

Washingrton’s  best  shows  are 
likely  to  play  this  theatrical 
room.  And  camera  coverage 
should  be  more  complete  as  well 
as  much  simpler  to  execute,  as¬ 
suming  the  Senate’s  relatively 
liberal  policy  of  photographic 
coverage  continues  in  effect.  By 
removing  the  bases  of  former 
complaints,  the  members  of 
what  they  prefer  to  call  the 
“Upper  House  of  Congress’’  are 
virtually  certain  to  move  in  the 
direction  of  relaxation,  if  at  all. 
Meanwhile,  House  committees 
will  continue  to  meet  within  the 
terms  of  Speaker  Sam  Ray- 
bum’s  ban  on  the  newer  media. 

Several  hundred  workmen  are 
putting  the  interior  finishing 
touches  on  the  new  structure. 
They  are  readying  underground 
parking  facilities,  a  page  boy 
school  with  four  classrooms  and 
a  laboratory,  plus  headquarters 
for  the  principal.  There  will  be 
12  committee  rooms,  and  40  five- 
room  suites  which  will  be  allo¬ 
cated  to  Senators  on  senioiity. 


While  not  fitted  with  as  care¬ 
ful  an  eye  to  the  special  needs 
of  cameramen  as  the  auditorium 
is,  the  other  committee  rooms 
will  cramp  no  one’s  style.  The 
.4ppi’opriations  Committee, 
which  voted  the  millions  for  the 
project,  gets  the  largest  —  81 
by  48  feet.  Like  the  rest,  the 
room  is  two  stories  high. 

Senators  wishing  to  sun  them¬ 
selves  may  take  elevators  to 
their  tile  roof,  close  by  showers. 

Each  Senator’s  office  will  have 
three  bath  rooms;  on  all  floors, 
ladies  (pink)  and  men’s  (green) 
powder  I’ooms  will  be  found. 

Press  Facilities  .4dded 

The  building  is  within  easy 
walking  distance  of  Union  Sta¬ 
tion.  Standing  nine  stories  high 
it  also  is  within  easy  seeing 
distance  for  arriving  travelers 
who  are  certain  to  be  attracted 
by  the  gleaming  white  marble. 
They  will  be  fascinated  when 
they  enter  to  see  glistening  red, 
gray,  white,  and  pink  marble, 
polished  wood  and  delicately 
tooled  and  burnished  bronze. 
Congress  appropriated  $1  mil¬ 
lion  for  furniture  and  rug.s. 

One  of  the  more  practical  uses 
is  the  installation  of  a  central 
switchboard  to  service  tele¬ 
phones  in  the  Capitol  and  all 
Senate  and  House  office  build¬ 
ings.  A  staff  of  72  operators 
will  man  the  board  on  an 
around-the-clock  basis. 

It  vrasn’t  until  the  building 
had  been  roughed  in  and  the  in¬ 
terior  was  well  along  toward 
completion  that  it  was  di.scov- 
ered  that  no  space  had  been 
provided  for  press  coverage 
either  in  the  auditorium  or  in 
the  smaller  hearing  chambers. 
That  has  been  corrected  to  the 
satisfaction  of  the  gallery  stand¬ 
ing  committees. 

The  new  building  is  the  far¬ 
thest  removed  from  the  Capitol 
of  the  several  structures  which 
make  up  the  Capitol  Hill  group. 
This  presented  a  problem  for 
newsmen  wdio  maintain  direct 
telephones  in  the  galleries,  re¬ 
ceive  messages  there,  and  make 
use  of  the  equipment  for  writ¬ 
ing  and  transmitting  news.  The 
solution  was  worked  out  in  the 
fonn  of  separate  press,  periodi¬ 
cal,  radio-television,  and  pho¬ 
tographers  galleries  in  the 
structure.  The  space  has  been 
allocated  but  equipment  is  not 
likely  to  be  in  place  until  the 
first  of  the  New  Year. 


Youth  Speaks 
In  New  Feature 

An  opportunity  for  high 
school  students  to  write  a  350 
word  column  for  a  daily  news¬ 
paper  has  been  offered  by  the 
New  York  News  in  a  feature. 
Voice  of  Youth,  starting  Sept. 
21. 

The  new  feature,  it  was  em¬ 
phasized,  is  not  a  contest,  but 
rather  a  sounding-board  for  the 
views  and  enthusiasms  of  high 
school  boys  and  girls.  Students 
may  choose  their  own  subjects. 
One  by-line  manuscript  will  be 
published  each  Sunday.  The 
writer  will  receive  $25. 

Instant  approval  of  the  fea¬ 
ture  was  expressed  by  New 
York  City  Superintendent  of 
Schools  John  J.  Theobald:  “I 
find  young  people  have  sound 
ideas  on  vital  issues.  The  News 
is  giving  them  an  opportunity 
to  express  them  early.’’ 

• 

Veteran  Canadian 
Editors  Honored 

Toronto 

Six  veterans  of  the  weekly 
newspaper  business  were  named 
honorary  life  members  at  the 
39th  annual  convention  of  the 
Canadian  Weekly  Newspapers 
Association  here  last  week.  The 
award  is  the  highest  honor  con¬ 
ferred  by  the  CWNA. 

The  six  publishers,  with  a 
total  of  more  than  260  years  of 
weekly  newspaper  experience, 
are:  Charles  J.  Allbon,  Spring- 
hill  (N.  S.)  Record;  William 
H.  Cranston,  Midland  (Ont.) 
Free  Press  Herald;  George  A. 
Dills,  Acton  (Ont.)  Free  Press 
and  Canadian  Champion;  H.  T. 
Halliwell,  Macleod  (Alberta) 
Gazette;  Roy  P.  MacLean, 
Kelowna  (B.  C.)  Courier;  and 
Harry  B.  Munro,  Swan  River 
(Man.)  Star  atid  Times. 

• 

Ike’s  Grandchildren 
On  Magazine  Cover 

Washington 

Five  days  in  advance  of  pub¬ 
lication  (Sept.  7),  a  special  mes¬ 
senger  took  a  dozen  copies  of 
Sunday,  the  Washington  Star 
magazine,  to  the  White  House. 
On  the  cover  of  the  32-page 
gravure  magazine  were  full- 
color  reproductions  of  portraits 
of  President  Eisenhower’s  four 
grandchildren. 

They  were  published  in  the 
Washington  Star  as  a  result  of 
suggestions  by  Philip  H.  Love, 
editor  of  the  Sunday  magazine, 
to  Mrs.  Jewel  Grantham,  Wash¬ 
ington  portrait  artist. 


Being  Brief 
Saves  Money 
ME  Figures 

Beamjr,  Pa. 

Ralph  Temples,  statistically 
minded  managing  editor  of  the 
Braver  Valley  Times,  has  posted 
some  interesting  figures  in  that 
newspaper’s  editorial  depart¬ 
ment.  His  statistics  relate  to  the 
much-discussed  prevalence  of 
verbosity  in  news  stories. 

Ralph  points  out  that  if  a 
i-eporter  writes:  “John  Doe  will 
be  guest  speaker,’’  when  he 
could  write:  “John  Doe  will 
speak,’’  say,  300  times  a  year, 
he  will  write  600  more  words 
than  necessary.  He  will  bat  the 
typewriter  keys  3,300  times 
more  than  necessary  and  will 
necessitate  the  setting  of  140.52 
lines  of  unnecessary  type.  At 
the  cost  of  15  cents  a  line  to 
set  type,  this  would  cost  the 
newspaper  an  unnecessary 
$21.83. 

He  goes  on  to  report  that  if  a 
reporter  writes:  “.  .  .  will  en¬ 
gage  in  the  bouts  .  .  .’’  when  he 
could  write  ".  .  .  will  box  .  .  ." 
(300  times  a  year)  he  will  write 
900  more  words  than  necessary. 
He  will  smack  his  typewTiter 
keys  4,800  times  more  than  nec¬ 
essary;  necessitate  the  settinf 
of  224  lines  of  unnecessary 
type,  and  cost  the  paper  an  un- 
necessai-y  $33.60. 

He  adds  that  if  a  sports 
writer  uses:  “Finalists,  in  addi¬ 
tion  to  the  winner  were  .  .  .’’  in¬ 
stead  of:  “Other  finalists  were 
.  .  .’’  on  the  former  basis,  he 
will  write  1,600  unnecessary 
w'ords;  bang  his  mill  6,300  times 
more  than  necessary;  neces-si- 
tate  the  setting  of  296  unneces¬ 
sary  lines  of  type  and  set  the 
paper  back  an  unnecessary 

$43.40. 

Mr.  Temples’  bulletin  points 
out  that  if  a  ropoiier  is  guilty 
of  all  three  offense.s — or  any 
other  similar  three — he  writes 
2,700  unnecessary  word.s;  raps 
his  typewriter  14,400  times 
more  than  necessary’;  necessi¬ 
tates  the  setting  of  672  lines  of 
unnecessary  type  at  a  cosrt  of 
an  unnecessary  $118.83. 

Now,  according  to  Mr.  Tem¬ 
ples,  if  ten  reporters  are  guilty 
of  all  three  offenses  —  or  any 
w’rite  27,000  unnecessary  word.s; 
pop  their  tyi)ewriters  144, OfX' 
more  times  than  necessary,  and 
necessitate  the  setting  of  6,720 
lines  of  unnecessary  type.  At 
the  15-cent  line  rate,  the  papc’ 
would  pay  more  than  $1,000 
that  could  have  been  saved  by 
the  reporters  if  they  stuck  to 
brevity. 
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Male  fashion  news 
from  AiMBW  helps  you 
get  more  ad  linage 


Today  male  fashions  make 
headlines.  The  “Dress  Right” 
concept  is  big  news.  The 
reason?  Simple!  Now  the 
American  Institute  of 
i  Men’s  and  Boys’  Wear 
^  keeps  new’spapers  up  to 
ft  date  on  male-apparel 
B  trends  all  year  long  .  .  . 
H  provides  a  complete 
news  service  free  of 
charge. 


For  example,  more  than 
1,500  newspapers  have 
^ft  already  received  the  au- 
thoritative  AIMBW  edit- 
B  orial  kit  for  fall.  Leading 
W  newspapers  across  the 
J  country  will  use  the  news 
stories,  features,  photos  in 
this  kit  (a  few  of  them  shown 
in  reduced  size  at  left)  to 
build  special  apparel  sections 
and  supplements  —  get  more 
ad  revenue  from  local  male- 
apparel  stores. 


Your  newspaper  can  do  this, 

I  too.  If  you  aren’t  already 
receiving  the  aimbw  news 
service,  or  would  like  to 
know  about  other  ways  in 
which  the  AIMBW  can  help  j 
you  get  greater  advertis-  ft  A 
ing  linage,  write  to:  ^B?^ft 
Rion  Bercovici,  aimbw,  386  Fourth  ftft 
Avenue,  New  York  16,  N.  Y.  •. 

American  Institute  of  Men's  and  Boys*  Wear 
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Detroit  Stoppage  Ends 
After  Suit  Is  Filed 

Detroit  The' dispute  marked  the  third 
Faced  with  a  suit  asking  a  time  in  the  last  three  years  that 
million  dollars  in  damages  and  the  Detroit  papers  have  lost 
$160,000  additional  for  every  production  because  of  strikes, 
day  of  their  walkout,  pressmen  During  the  1955-66  Christmas 
of  Local  No.  13  voted  to  resume  season,  a  six-week  strike  closed 
work  at  the  Detroit  Free  Press,  down  all  operations  at  the  three 
Detroit  News  and  Detroit  Times  papers. 


on  Sept.  6. 

Thus  ended  a  dispute  which 
had  caused  the  three  papers  to 
miss  all  their  editions  from 


Management  ('.onirol 


Daily  Dropping  Solons  Salute 

To  Semi-Weekly  Monitor  on 

McMinnville,  Ore.  —  ^  I  •  |  ■, 

Change  in  publication  from  a  If  D  |-Ci -pf  D  pi  qv 
five-day  daily  to  a  semi-weekly  DU  111  1311  lllUdy 
has  been  announced  by  the 

McMinnville  Daily  News-Re gis-  Boston 

ter,  effective  Sept.  15.  The  Massachusetts  Senate  hat 

The  change  is  being  made  adopted  resolutions  congratulat- 
after  five  and  a  half  years  of  ftie  Christian  Science  Mom- 

operation  as  a  daily  because  of  on  its  60th  anniversary.  The 

cui-tailment  in  advertising  reve-  resolutions  read: 
nue,  much  of  it  in  the  automo-  “Whereas,  the  Christian  Sci- 
tive  linage  field,  Publisher  Philip  ence  Monitor  will  observe  the 


N.  Bladine  announced 


50th  anniversary  of  its  publics- 


Sept.  4  through  Sept.  6.  The  some  minor  stoppages  m  the 
three  papers  were  able  to  re-  three  years,  management 

sume  publication  with  their 


After  three  costly  strikes  and  Daily  News-Register  tion  on  Nov.  25,  1968;  and 


came  into  existence  early  in  “Whereas,  this  distinguished 
1958  when  the  Bladine  family  newspaper,  while  native  to  the 
merged  their  weekly  Telephone-  Commonwealth  of  Massachu- 


regular  Sunday  editions.  evl  setts,  has  won  the  respect  and 


The  trouble  started' ‘at  the  the  signals,”  a  newspaper  ex 
_  T, _  .v_ _ : _  Tir.j  ecutive  told  E&P. 


Free  Press  the  previous  Wed¬ 
nesday  night,  when  pressmen 


The  speaker  was  basing  his 
comment  on  the  fact  that  for 


Reporter,  and  operated  for  three  acclaim  of  a  worldwide  reader- 
years  on  a  six-day  basis.  The  ship;  and 


held  a  prolonged  chapel  meet- 

ing  in  pW  against  the  man-  first  time  in  t^«ro  de^des 
agement’s  firing  of  Joseph  Eck-  "management  had  taken  back  the 
hout,  chapel  chairman  of  the  P^m^atiye  of  controlling  the 
+1.,.  markup”  —  which  is  the  daily 

pressmen,  during  the  previous  ,  .  .  e 

night’s  run  schedulmg  and  assigning  of 

The  Fre^  Press  said  that  it  to  particular  duties, 

fired  Mr.  Eckhout  for  counter-  .. 

maTiHlTicr  “markup”  had  been  controlled 


paper  wdl  be  published  on  Mon-  ..Whereas,  the  Monitor  has 
days  and  Thui-sdays  under  the  highest  ot 

new  schedule  journalistic  aims:  to  be  thor- 

Motor  routes  are  being  dis-  _ 

..  j  V.  i.  i.  ough,  and  objective,  free  from 

bution. 

“Whereas,  its  reliability  ana 
*  rectitude  have  earned  for  it  the 

Ohio  Daily  Adda  ” 

Sunday  for  Area  “Resolved  that  the  General 

Troy,  Ohio  Court  of  Massachusetts  extends 
The  Miami  Sunday  News,  its  congratulations  to  the  pub- 
published  by  the  Troy  Daily  lishers  of  the  Christian  Science 
News  to  serve  the  Miami  Valley  Monitor  on  its  50th  anniversary 


fired  Mr.  Eckhout  for  counter-  f  i j 

manding  an  order  by  the  press  ™^^"P  ’  controlled 

room  foreman.  At  issue  was  a  J*'®  chairmen  thus 

contract  provision  concerning  those  union  leaders 

lunch  hour  periods.  the  pressrooms. 


Early  on  Sept.  6,  when  the 
Others  Suspend  pressmen’s  spokesman  indicated 

nr.  .ra  n  •  .  that  his  gTOup  was  ready  to  re- 

}}}f  turn  to  work  at  the  Free  Press, 

all  ite  editions  of  Sept.  4  date  informed  that  the  re- 

the  News  and  Times  suspended  be  on  the  company’s 

pub  ication.  The  P(»ition  of  the  ^bat  these  terms  in- 

publishers  IS  that  the  strike  at  the  return  to  manage- 

the  Free  Press  is  a  work  stop-  the  decision  as  to  who 

page  in  violation  of  the  jomt  ^bat  hours  and  in 

contract  with  the  three  newspa-  ^,bat  position. 

X  -TV  »  j  j  .  That  was  the  basis  on  which 

A.  J.  DeAndrade,  vicepresi-  the  pressmen  went  back  to  work, 
dent  of  the  pressmen  s  interna-  ^be  spokesman  said, 
tional  union,  came  here  to  try 

for  a  settlement.  He  arrived  r- _ _ _ i  _r  _ 


Ohio  Daily  Adds 
Sunday  for  Area 


in  Ohio,  will  make  its  bow  Sept. 
14  with  14,000  signed-up  sub¬ 
scribers. 


of  publication  and  expresses  its 
sincere  appreciation  for  the 
Monitor’s  service  to  the  Corn- 


Personnel  includes:  Circula-  ^ 

tion  director,  William  Moore,  ^"d  be  it  further 
formerly  with  the  Pittsburgh  “Resolved,  that  an  engrossed 
Post-Gazette;  advertising  direc-  copy  of  these  resolutions  be 


xur  u  ^eLuemeni.  xie  arriv^  Control  of  Mailrooms 

Thursday,  but  pressmen  held 

meetings  that  day  and  again  did  “This  is  another  major  victory 
not  report  for  work.  in  Detroit  newspaper  manage- 

A  meeting  was  finally  set  with  ment’s  campaign  to  regain  its 
the  Detroit  News^per  Publish-  proper  management  functions 
ers  Association  Friday  after-  from  the  mechanical  unions,”  he 
noon.  At  this  meeting,  Loren  said.  “Last  year,  after  a  six- 
Million,  president  of  Local  13,  shutdown,  management  was 
was  served  with  papers  in  a  able  to  regain  its  control  of  the 
Federal  Court  suit  asking  the  mailrooms.  Since  then  working 
heavy  penalties.  It  was  filed  by  conditions  in  this  area  have 
Kmght  Newspapers,  Inc.  been  greatly  improved.” 

The  suit  charged  that  the  jjg  referring  to  the  shut- 
union  had  violated  agreements  down  set  off  by  the  jurisdictional 
by  causing  pressroom  employees  dispute  between  the  ITU  and 
to  refuse  to  do  work  delegated  mu  g^gj.  control  of  the  mailers 
to  them  by  a  Free  Press  fore-  ^nd  their  union  funds. 

Charges  of  dissipation  of 
Robert  C.  Butz,  DNPA  execu-  these  mailer  funds  were  key 
tive  secretary,  offered  arbitra-  issues  in  the  dispute.  The  IMU 
tion  on  the  issue  of  Eckhout’s  finally  won  a  NLRB-conducted 
fijdng.  vote  to  represent  the  mailers. 

The  Free  Press  pressmen  had  Under  a  new  leadership,  the 
stayed  off  the  job  in  defiance  of  m  a  i  1  e  r-management  has  had 
orders  to  return  from  their  local  smooth  sailing,  the  spokesman 
and  international  officers.  said. 


tor.  Jack  Dempsey;  editor,  transmitted  by  the  Secretary  rf 
Glenn  C.  Abel,  formerly  editor  the  Commonwealth  to  the  pub- 
of  the  Ridgway  (Pa.)  Record;  lishers  of  the  Christian  Science 
mechanical  superintendent,  Jack  Monitor.” 

Bowling;  and  publisher,  R.  • 

George  Kuser  Jr.,  president  of 

the  Troy  Daily  News  and  Van-  Campus  Paper  Joins 
dalia  Chronicle.  wa  m  •  _ - 


Double  Failures 
Keep  Press  Busy 


Campus  Paper  Joins 
With  Daily  in  Welcome 

Redlands,  Calif. 
University  of  Redlands  Bull¬ 
dog,  campus  newspaper,  and  the 
Redlands  Daily  Facts  will  be 


Lamar,  Colo,  combined  for  the  Welcome  Home 
Presses  of  the  Lamar  Daily  (to  students)  edition  of  the 
News  did  triple  duty  recently  in  Facts  Sept.  18. 
a  cooperative  venture  which  Frank  and  William  MoorCi 
allowed  two  neighboring  South-  publishers  and  editors  of  the 
em  Colorado  newspapers  to  Facts,  will  work  side-by-side 
serve  their  subscribers.  with  Howard  S.  Hurlbut,  editor, 

Trouble  began  when  the  press  and  Jerry  Tinker,  news  editor 
used  jointly  by  the  Rocky  Ford  of  the  student  publication,  in  the 
(Colo.)  Daily  Gazette  and  the  makeup  of  the  special  edition. 
La  Junta  (Colo.)  Tribune-Dem-  The  Welcome  edition  has  beens 
ocrat  broke  down.  Separate  edi-  tradition  for  the  city’s  newspa- 
tions  of  both  newspapers  were  per  for  several  years,  but  this 
rushed  about  60  miles  to  Lamar  will  be  the  first  time  in  history 
to  be  run  off  on  the  Daily  News  that  the  student  newspaper  has 
presses.  The  emergency  measure  combined  with  the  city  newspa- 
continued  until  press  parts  were  per  for  its  first  edition  of  the 
received  from  Chicago.  fall  semester. 
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NEW  JERSEY 
TURNPIKE 
ASPHALT-PAVED 


The  Asphalt-paved  New  Jersey  Turnpike  carries 
over  35,000,000  cars,  buses,  trucks  a  year. 


TAKE  A  TIP  FROM  the  world’s  most 

heavily  traveled  toll  road 


See  that  your  Interstate  Highways  are  paved  the  heavy-duty  ASPHALT  way 


Editor  ac  publisher  for  September  13,  1938 


t  Ruggedness . .  .economy... 

comfort. . .safety:  you  get 
all  four  when  your  Inter¬ 
state  Highways  are  paved 
the  modern  Asphalt  way. 

1.  You  get  stand-out  ruggedness  because 
of  the  unique  way  heavy-duty  Asphalt 
paving  is  constructed.  It’s  built  from  the 
ground  up  ...  in  layers.  And,  as  the 
world’s  busiest  toll  road  proves,  it  stands 
up  to  traffic,  time,  anything. 

2.  You  get  lasting  economy.  You  save  on 
first  costs.  (Heavy-duty  Asphalt  paving 
saved  over  $46,000  a  mile  on  the  New 
Jersey  Turnpike.)  You  save  on  main¬ 


tenance  because  of  Asphalt  paving’s 
deep-layered  strength  and  resilience. 

3.  You  get  matchless  comfort.  No  joints 
...  no  sawed-in  noise  makers  ...  no 
thump  .  . .  thump  .  . .  thump.  You  drive 
relaxed  on  smooth-riding,  quiet  Asphalt 
highways. 

4.  You  get  a  new  feeling  of  safety.  On  dark 
Asphalt  paving,  you  see  white  guide 
lines  easier  day  and  night.  Snow  and  ice 
melt  faster.  And  it’s  traction-textured 
to  resist  skidding  even  when  wet. 

Write  for  “The  Better  Way  to  Better 
Roads.’’  See  that  your  Interstate  roads 
are  Asphalt-paved. 


THE  ASPHALT  INSTITUTE,  AtphaU  Inttitut*  Building,  College  Fork,  Maryland 


Ribbons  of  velvet  smoothness... 
ASPHALT- paved  Interstate  Highways 
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solved  by  the  paper  itself.  Tin?  During  the  last  war  Mrs. 
Trib  composes  the  page,  using  Haupt  was  a  special  correspond- 
velox  or  glossy  proofs  of  the  ent  for  the  Philadelphia  In- 
material  it  i*eceive8  from  our  quiver.  She  is  a  sister  of  Waite; 
s>'ndicate.  H.  Annenberg,  Inquirer  prpsi- 

“The  paper  arranges  this  ma-  dent  and  publisher, 
tei-ial  into  an  attractive  pattem  ♦  *  * 

and  then  creates  its  own  color  BARNES  BOOK 

.scheme  for  the  entire  page.  The  ,,  .  u  ir  i  , 

engraving  and  stereot>Ting  jobs  “  ^  ^ 

•ire  also  done  bv  the  Trib  chuckles,  pick  up  “The 

"ThffiS  toU  alynicatc  ^rtter  Bol 

couldn’t  supply  a  publisLr  With  ^  his  husband- 

ROP  four-^lor  mats  on  a  group  syndi<^t^  panel  h.lanb« 

of  features,  or  even  a  full  page  «  putting  out  the 

of  comic  strips.”  paperback  Oct.  20. 


SYNDICATES 


Group  Comics  Feasible 
In  ROP  Color:  Reilly 


Ry  James  C  Collings 


BRITISH  MARKET 

Reuthers  has  withdrawn  froir 
P.A.  —  REUTER  FEATURES 
LIMITED.  The  latter  will 
erate  as  a  wholly-owned  subsidi¬ 
ary  of  the  British  Press  Asso¬ 
ciation  under  the  name  of  P..4. 
FEATURES  LIMITED,  and 
w'ill  concentrate  on  British  do¬ 
mestic  markets. 


TEEN.4CER  COLUMN 

Mrs.  Enid  A.  Haupt,  editor 
and  publisher  of  Seventeen 
magazine,  has  been  signed  by 
Women’s  News  Service  to  write 
a  weekly  teenage  column, 
“Young  Ideas,”  starting  Sept. 


Roy  Hamlin  Moves 
Into  M.E.  Position 

Monroe,  Mich. 

Roy  E.  Hamlin,  a  member  of 
the  staff  since  1950,  has  moved 
up  another  step  to  managinc 
editor  of  the  Monroe  Evening 
News.  He  succeeds  Milton  I. 
Stewart  who  has  become  co-pub 
lishcr  of  a  weekly  newspaper  a: 
Bay  St.  Louis,  Miss. 

Other  changes  on  the  New- 
announced  by  JS  Gray,  presi 
dent  and  editor,  are:  Williar; 
G.  Brenton,  in  charge  of  city 
desk;  Kenneth  Clawson,  froit 
ad  staff  to  news  staff;  Denni? 
Lajiness,  to  ad  staff;  Grattar 
Gray,  assistant  to  the  presiden: 
in  news  room  matters. 


MRS.  ENID  HAUPT 


they  strive  against  tougher  odds  Sunday  Bditioil 
and  accept  more  magnificent  __  Saturday 

challenges  than  they  ever  will  Saturaay 

again  in  all  the  long  life  .science  PAINESVILLE,  Ohi" 

is  making  possible  for  mankind.”  The  Telegraph  will  add  > 

Sunday  edition  Sept.  20.  Thi' 
will  go  press 
Saturday  and  will  be  distributee! 

•day.  The  Telegraph 
Monday  -  Friday  anc 


Make-up  Man! 


U  The  two  office  love  bugs  had  a  little  spat . . .  and  the 

JA  fallout  looked  dangerously  radioactive,  until  the 

yA'  boss  took  a  hand.  Getting  Ginny  and  Smitty 

back  on  the  beam  gives  a  lot  of  laughs  and 
^  ^  heartthrobs  —  and  their  ultimate  smooch 

will  put  smiles  on  the  faces  of  their  millions  of  followers  . . . 

Smitty 

by  Walter  Berndt  is  America’s  most  popular  office  boy,  a 
sure  hit  not  merely  with  the  water  cooler  set,  but  with  people  in 
every  occupation,  all  ages,  in  and  out  of  the  social  register, 
and  with  every  income  tax  rating!  Smitty’s  family-brand  of  humoi 
is  clean  and  contagious —»and  fine  for  circulation!  For  proofs 
and  prices,  phone,  wire,  or  write  Mollie  Slott,  Manager  . . . 

Vhicaga  Trihune^I^ew  Yark\otrs 

Xt’IPS  BuiMInQ,  XfW  Yark 
mnc.  rnhunc  roirrr,  Ckiravo 


Corrected  Typesetter  Tape 
For  All 
Leading 
Text  Features 
— FILLERS- 
and 

CHRISTMAS 
Advertising  Supplements 

Available  in 


Plans  Building 

.Albany,  Orf 
Plans  for  con.wt ruction  of  > 
new  building  to  house  thf 
Albany  Democrat-Herald  havf 
been  announced  by  Elmo  Smith- 
publisher.  Construction  will  P- 
under  way  in  about  two  montb^ 
on  a  new  site,  Mr.  Smith  saio 
The  Linn  county  daily  is  pla¬ 
ning  a  one-story  structure  with 
12,500  square  feet  of  pl*’’’ 
space. 


TAPeeo 


Write  tor  Production  Schedule 


94 


EDITOR  a:  PUBLISHER  for  September  13,  I95« 


Directomat  does  a  wonderful  job  for 
both  Black  &  White  and  R.0.R  color" 

says  M.  T.  PARKINSON  of  the  LONDON  FREE  PRESS 

//lust  try  doing  without  Directomat,  as  we  were  forced  to  do  when  we  had  a  power  failure,"  says  Mr.  Parkinson, 

"and  it  strikes  home  with  a  terrific  bang  the  wonderful  job  this  machine  does  for  all  printing,  black  and  white 
as  well  as  color.  An  outstanding  feature  with  Directomat  is  the  uniform  impreision  you  get,  the  key  to  good 
printing.  We  have  used  our  Directomat  for  eleven  years  and  when  replacement  is  necessary  we’ll  buy  another,  // 
concludes  Mr.  Parkinson. 


AKE  ERIE 

Directomat 


^  ^  i 

1 

K 

r  i  ' 

i 

f 

i  ■ 

M.  T.  PARKINSON,  Composing  and  Stereotype  Superintendent  looks  on  as  Jack  Ferguson,  Stereotype 
Foreman  prepares  to  mold  a  direct  pressure  mat.  "Directomat  helps  us  look  our  best  for  the  600,000 
people  with  their  $750  million  buying  income  in  London’s  seven-county  market,  located  in  the 
Southwestern  part  of  Ontario,  the  greatest  industrial  province  in  Canada,”  points  out  Mr.  Parkinson. 


R.  O.  P.  COLOR  MATS  produced  with  a  Directomat  are  inherently  in  register.  It’s  as 
simple  as  that.  That’s  why  so  many  newspapers — large  and  small,  including  nearly  75'^i  of  the  leaders  _ 
in  R.  O.  P.  color  lineage — use  Directomat.  j 


Send  for  Bulletin 


LAKE  ERIE 

HYDRAULIC 

PRESSES 


LAKE  ERIE  MACHINERY  CORPORATION 

successor  to  LAKE  ERIE  ENGINEERING  CORPORATION 

506  Woodward  Avenue,  Buffalo  17,  New  York 

Manufacturers  of  the  Most  Complete  Line  of  Hydraulic  Presses  for  All  Industry 
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PROMOTION 


Kids’  Bicycle  Derby 
Successful  Promotion 


for  TV :  noted  by  26  per  cent  fy  r-x  •  | 
of  the  men,  and  28  per  cent  of  J  JJQ.1110S  IjIIY 
the  women. 

The  sixth  “Iowa  Brand  In- 

ventory”  has  been  released  by  J/  11111  O01  10S 

the  Des  Moines  (Iowa)  Register 
and  Tribune.  As  in  the  past, 

this  provides  U.  S.  business  with  1/  Ol  ODllvJUlo 
a  useful  measure  of  the  impor¬ 
tance  of  brand  names  in  the  Three  newspapers  are  among 
Iowa  market.  charter  subscribers  to  a  new 

the  20  counties,  it  was  promoted  ‘educational  film  series,  “The 

during  the  10-day  run  of  the  Telegraph-News  calls  a  Screen  News  Digest,”  which  is 

fair  by  daily  bicycle  givaways  simple  folder  it  puts  out  to  tell  being  produced  by  Mearst 
at  drawings  held  at  the  Dis-  simple  facts  about  the  Macon  Metrotone  News,  Inc. 
natch-Pioneer  Press  buildine-  at  market.  This  reports  what  the  The  papers,  which  will  makf 
the  fair.^Ul  awSds  -  Lnds,  in  Middle  Georgia  earn  the  films  available  for  school 

scholarships,  bicycles  _  were  —  ®nd  how  they  spend  their  use  in  their  areas,  are  the  Ba/ti- 

made  by  the  Dispatch-Pioneer  money.  It  is  an  effective  and  more  Sun  (for  Maryland),  Dtn- 

useful  promotion.  ver  Post  (for  Colorado)  and 

♦  *  ♦  I'rom  the  Telegraph-News  Detroit  News  (for  Michigan). 

Market  Stuff  comes  also  a  folder  telling  “what  The  film  series  will  bring  liv- 

The  Indianapolis  (Ind.)  Star  they  are  saying  about  the  Macon  ing  history  into  the  classroom, 
and  News  contributes  useful  market.”  The  “they”  are  vari-  according  to  Caleb  B.  Stratton, 
market  information  to  U.  S.  ous  local  business  executives,  executive  vicepresident  of 
business  through  publication  of  What  they  say  about  the  Macon  Hearst  Metrotone  News,  which 
its  “Facts”  brochure,  which  ex-  market  is  that  “business  is  good  is  jointly  owned  by  Loew  .s,  Inc. 
tracts  significant  data  from  the  m  Macon,  Georgia.”  They  say  and  the  Hearst  Corporation, 
papers’  annual  “Consumer  this  in  an  excellent  series  of  The  Screen  News  Digest, 
Analysis.”  small  ads,  reprinted  and  put  Mr.  Stratton  explained,  “is  de- 

This  simnle  device  should  ex-  together  in  this  folder  to  make  signed  to  help  teachers  and  stu- 
pand  thT  usSL  of  t^  another  useful  and  effective  dents  relate  and  interpret  cur- 
Analysis.  More  executives  will  promotion.  rent  events, 

find  more  use  for  the  facts  in  And  from  Florida,  where  “The  Scieen  News  Diges 
the  extract  than  for  the  mass  everything  seems  to  grow  good,  appears  as  a  series  of  lb  mm 
of  facts  in  the  Analysis.  comes  a  fact  folder  put  out  by  sound  motion  pictures,  released 

One  of  the  significant  findings  the  St.  Petersburg  (Fla.)  Times  black  and  whit^  with  specia 
in  this  “Facts”  brochure  is  the  which  says  that  in  St.  Pete  stories  in  color.  There  aie  1 
report  that  62.8  per  cent  of  the  things  are  growing  better  than  monthly  issues,  20  minutes  in 
men  and  61.7  per  cent  of  the  ju.st  good.  The  facts  put  to-  length,  distributed  during  tie 
women  find  newspaper  advertis-  gether  here  show  that  .St.  Pete  school  year, 
ing  “most  helpful.”  The  figures  is  “Florida’s  largest  growth  • 

compare  with  the  next  highest,  city.” _  Faster  Aeeouillillg 

*1 — \  *1*  T  Oklaho.ma  CiTt 

^  /I  I  I  IqiIioCI  I  I  Q  T^t^AT’  all-electronic  IBM  604 

tJ  I  \J  A_^CHl.XvvO  A  vA  ^  JCAL  A  y  calculator  has  gone  to  work  to 

handle  the  payroll  and  other 

Largest  Ad  Effort  ro”“pubi£s(5.«mL“i 

machine  does  in  50  minutes  a 

The  largest  newspaper  adver-  the  power  of  newspapers  to  monthly  accounting 
tising  campaign  in  the  20-year  reach  the  vast  majority  of  life  ^5^  le^ire  ive  o 

history  of  the  Institute  of  Life  insurance  policyholders  and  manual  woi  . 

Insurance  will  begin  in  Octo-  their  families  effectively  and  • 

ber  and  carry  through  May,  economically,”  Mr.  Barnes  said,  Manager 

1959,  according  to  Donald  F.  “It  is  especially  fitting  that  thus 

Barnes,  vicepresident  of  the  In-  largest  of  all  our  newspaper  ^  WiiiT'fiBK,  Cali  - 

stitute.  efforts  comes  at  a  time  when  the  Arthur  Schack  Jr.,  fonner.' 

Advertisements  will  appear  in  Institute  of  Life  Insurance  is  assistant  advertising  director  o 
570  daily  newspapers  with  a  celebrating  its  20th  anniversary  the.S'a/em  (Ore.)  Oregon  States- 
total  circulation  of  over  60  mil-  as  the  public  relations  instru-  the  Capital  Jourm, 

lion.  Every  state  including  mentality  of  the  life  insurance  assumed  new  duties  as  ad  niM- 
Alaska,  as  well  as  Hawaii,  will  business.  During  these  past  two  ager  of  the  Whittier  News. 
be  represented  in  this  extensive  decades,  we  have  never  wavered  succeeds  William  M.  Cathrmeri 
list,  with  a  maximum  of  15  in-  in  our  \ise  of  newspapers  as  the  who  retired  after  4.^>  years  wi 
sertions  planned.  primary  carriers  of  our  mes-  the  News. 

The  advertising  deals  with  sages  to  the  American  people.”  • 

the  role  of  life  insurance  in  In  addition  to  its  major  ef- 


By  T.  S.  Irvin 

A  new  “derby”  has  been  added 
to  competitive  sports  through 
newspaper  promotion.  Reports 
of  its  success  in  Minnesota  this 
Summer  indicate  that  it  may 
well  spread  as  a  newspaper  pro¬ 
motion  aimed  at  youngsters  to 
other  parts  of  the  country. 

The  derby  is  the  Kids’  Bicycle 
Derby,  dreamed  up  by  Earl  R. 
Truax  Jr.,  promotion  manager 
of  the  St.  Paul  (Minn.)  Dis¬ 
patch-Pioneer  Press. 

Preliminaries  in  the  derby, 
which  reached  its  climax  at  the 
Minnesota  State  Fair  a  couple 
of  weeks  ago,  were  started  in 
July  in  20  counties  of  Minnesota 
and  Western  Wisconsin  re¬ 
garded  as  being  in  the  St.  Paul 
area. 

In  each  of  these  counties,  the 
preliminary  elimination  races 
were  sponsored  by  local  civic 
groups  and  local  daily  and  week¬ 
ly  newspapers. 

Entries  in  the  derby  were 
solicited  through  newspaper  ads, 
all  of  which  were  prepared  and 
matted  for  local  use  by  the  Dis¬ 
patch-Pioneer  Press  promotion 
department.  Boys  and  girls  of 
the  ages  of  10  to  12  years  were 
eligible. 

Scholarship  Priates 

Each  county  winner  won  a 
U.  S.  Savings  Bond,  a  new  bi¬ 
cycle,  and  the  right  to  compete 
for  the  grand  prize,  a  $1,001) 
college  scholarship.  The  runner- 
up  in  the  grand  championship 
race  won  a  $500  scholarship. 

The  20  finalists  got  their  prize 
bicycles  the  morning  of  their 
race.  They  had  them  just  long 
enough  to  make  individual  seat 
and  handlebar  adjustments.  The 
bikes  were  then  tagged  with 
their  names,  and  moved  to  the 
ti-ack  to  await  the  race.  The 
race  was  a  three-eighths-mile 
sprint. 

The  winner,  12-year-old  Mi¬ 
chael  Schmidt,  is  a  St.  Paul  boy 
who  prepared  himself  for  his 
victory  with  two  months  of  rvm- 
ning,  push-ups,  other  exercises 
and,  he  said,  prayer.  His  schol¬ 
arship  is  being  held  in  trust 
for  him  until  he  gets  out  of 
high  school. 

The  success  of  the  Kids’  Bi¬ 
cycle  Derby  is  a  tribute  to  the 
hai-d  work  and  persistent  effort 
of  Earl  Truax,  who  devoted 
many  months  to  its  preparation 
and  promotion.  In  addition  to 
the  promotion  the  derby  got  in 


the  20  counties,  it  was  promoted 
during  the  10-day  run  of  the 
fair  by  daily  bicycle  givaways 
at  drawings  held  at  the  Dis¬ 
patch-Pioneer  Press  building  at 
the  fair.  All  awards  —  bonds, 
scholarships,  bicycles  —  were 
made  by  the  Dispatch-Pioneer 
Press. 

*  *  ^ 

Market  Stuff 

The  Indianapolis  (Ind.)  Star 
and  News  contributes  useful 
market  information  to  U.  S. 
business  through  publication  of 
its  “Facts”  brochure,  which  ex¬ 
tracts  sigrnificant  data  from  the 
papers’  annual  “Consumer 
Analysis.” 

This  simple  device  should  ex¬ 
pand  the  usefulness  of  the 
Analysis.  More  executives  will 
find  more  use  for  the  facts  in 
the  extract  than  for  the  mass 
of  facts  in  the  Analysis. 

One  of  the  significant  findings 
in  this  “Facts”  brochure  is  the 
leport  that  62.8  per  cent  of  the 
men  and  61.7  per  cent  of  the 
women  find  newspaper  advertis¬ 
ing  “most  helpful.”  The  figures 
compare  with  the  next  highest. 


570  Dailies  To  (^arry 
‘Largest’  Ad  Effort 


1959,  according  to  Donald  F 
Barnes,  vicepresident  of  the  In¬ 
stitute. 


New  All  Manager 

WmrriBK,  Calif 
Arthur  Schack  Jr.,  fonneri) 
assistant  advertising  director  of 


tne  roie  oi  me  insurance  m  in  aauiuon  to  its  major  ei-  lo  Warsaw 

family  life,  and  pays  tribute  to  forts  in  newspapers,  the  Insti- 

life  insurance  policyholders  as  tute  plans  to  use  three  national  Stanley  Johnson  of  the  Par>' 
“good  providers.”  Copy  suggests  magazines  of  news  and  opinion  staff  has  been  appointed  Asso- 
that  owners  of  life  insurance  on  a  sustained  basis  for  the  ciated  Press  correspondent  « 
take  the  initiative  in  determin-  first  time  in  its  history,  to  sup-  Warsaw.  He  succeeds  CoM 
ing  whether  their  families  are  plement  its  other  informational  Frost,  who  returns  to  London 
adequately  protected.  activities  in  furthering  public  Mr.  Johnson  has  been  an  AP 

‘“The  scope  of  this  program  is  knowledge  of  the  operation  of  staffer  since  1946  and  did  a  turn 
the  best  indication  of  the  belief  the  life  insurance  business  in  of  duty  in  Moscow  and  at  the 
of  the  life  insurance  business  in  the  public  interest.  United  Nations. 
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LIVE  TV-FROM  OVER  THE  SEA-IS  HERE 


Yes-here  today!  Live  TV  is  being 
“beamed”  far  over  the  horizon  between 
Florida  and  Cuba— a  clean,  sharp  pic¬ 
ture  with  clear,  faithful  sound— tele¬ 
vision  at  its  best,  and  at  unheard-of 
long  range. 

This  Miami-Havana  link— using  ra¬ 
dio  equipment  designed  by  ITT  — is 
regarded  as  the  outstanding  radio 
achievement  of  the  year.  It  is  a  mirac¬ 
ulous  new  method  of  communication 
-transmitting  not  only  the  TV  “sig¬ 
nal”  but  hundreds  of  telephone  con¬ 
versations  at  once.  It  means  that  world- 
« ide  live  TV  is  fast  on  the  way. 

A  revolutionary  new  system 

Some  day  youll  be  tuning  in  London 
-or  Tokyo— or  Rome— or  Rio.  Not  on 
film,  not  on  tape— but  live.  It’s  all  pos¬ 
sible  now— thanks  to  a  revolutionarv- 
new  transmission  system  called  “broad¬ 
band”  over-the-horizon  microwave,  de¬ 


veloped  by  ITT  engineers. 

It  recalls  another  important  “first” 
for  I'TT  in  microwave  radio.  27  years 
ago,  ITT  engineers  beamed  the  first 
microwave  signal  across  the  English 
Channel— by  line  of  sight -and  ush¬ 
ered  in  a  new  age  in  communications. 
But  broadband  over-the-horizon  micro- 
wave  is  something  different  —  some¬ 
thing  new.  A  powerful  signal  is  beamed 
far  into  outer  spate.  Some  of  it  is  re¬ 
flected  by  the  troposphere.  This  part 
bounces  back  to  earth,  and  is  gathered 
in  by  huge,  sensitive  antennas. 

One  of  many  ITT  contributions 

Thus  I'TT  makes  another  far-reaching 
contribution  to  television.  There  are 
many  more.  High-gain  antenna  sys¬ 
tems  to  increase  coverage.  Special  co¬ 
axial  lead-in  cable.  Studio- to- trans¬ 
mitter  and  inter-city  links.  And,  at  the 
heart  of  aU  modern  tele\’ision  lies  a 


group  of  important  basic  inventions 
by  outstanding  members  of  the  ITT 
technical  staff  here  and  abroad.  Of 
importance  in  every  phase  of  televi¬ 
sion,  these  inventions  benefit  the  whole 
industry. 

Watch  your  TV  screen  ,  .  .  for  over- 
the-sea  entertainment  .  .  .  news  .  ,  . 
history  .  .  .  live. 


.  .  .  the  largest  American-oamed  world-wide 
electronic  and  telecommunication  enterprise, 
with  80  research  and  manufacturing  units,  14 
operating  companies  and  128,000  employees. 


INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION  ST  Broad  Straat.  Naw  York  4,  N.  Y. 

FARNawORTH  ELECTRONICS  COMPANY  •  FEDERAL  ELECTRIC  CORPORATION  •  FEDERAL  TELEPHONE  AND  RADIO  COMPANY  •  ITT  COMPONENTS  DIVISION 
■  TT  industrial  products  division  •  ITT  LABORATORIES  •  INTELEX  SYSTEMS.  INC.  •  INTERNATIONAL  STANDARD  ELECTRIC  CORPORATION 
KELLOCG  switchboard  and  supply  company  •  ROYAL  ELECTRIC  CORPORATION  •  AMERICAN  CABLE  B  RADIO  CORPORATION  •  LABORATORIES 

AND  MANUFACTURING  PLANTS  IN  20  FREE-WORLD  COUNTRIES 
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Intertype  Hi-Speed  Machines  Put . . . 
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.  .  .  more  slugs  on  the  bank.  Why?  They  are 
fast . . .  some  publishers  run  them  at  12  lines 
per  minute.  And  in  dependability  and  overall 
efficiency  Intertype  has  the  edge.  Look  to  pro¬ 
gressive  Intertype  for  more  slugs  on  the  bank. 


iJjljjH  Intertype  Company 

A  Di«ui«D  of  Uorrit^lalertype  Corporotton 

360  Furman  Street,  Brooklyn  1,  N.  Y. 

CHICAGO,  a.EVEUIND.  SAN  FRANaSCO.  LOS  ANGELES.  NEV’  ORLFJiNS,  BOSTON 
la  CaKmdmi  Toronlo  Type  FoimAry  Ca.  Lld^  Taranto,  Montreal.  Winniprn.  Vanraurrr.  Halifax 


Intcrtyp*  Is  a  registered  tradenurk 


Text  If)  Imperial 


7  EASY  STEPS 
for  Prinfing 
Color  Direct 


if'i 


5.  The  first  engraving  put  into  place 
is  inked.  A  light-colored  offset  ink 
has  been  found  to  be  the  most  suc¬ 
cessful  for  the  proofing  process  which 
is  now  under  way. 


2.  In  the  first  step  of  mounting  the 
three  engravings,  Stereotype  Superin- 
Tucson  Newspapers.  Inc.  recently  innovated  use  of  locally-produced  process  fendent  Kenneth  Walker  bends  the 
color  engravings  for  both  advertising  and  editorial  copy.  They  run  their  engraving  on  a  tinsmith's  former. 

color  by  direct  impression  on  Goss  Headliner  presses.  Engravings  are  85-line,  _ 

powderless  etched  on  thin  metal  (.032).  TNI  had  a  Tucson  machinist  build  a 
special  registration  rig.  The  drum  is  a  standard  Sta-Hi  routing  cylinder.  To  it 
kas  been  added  ( I )  a  rod  by  which  the  drum  can  be  rotated  within  an  arc 
of  about  180  degrees.  The  drum  can  be  locked  by  the  level  (2)  shown  directly 
below  the  arm.  Being  held  away  from  the  drum  is  a  cross-arm  (3)  which 
provides  a  precise  90-degree  angle  with  the  vertical  axis  of  the  saddle  when 
the  saddle  is  locked  to  the  drum.  In  a  slotted  track  of  the  cross-arm  is  a 
fO  degree  cornering  device  (4)  which  can  be  slid  to  any  position  on  the 
koriiontal  axis  of  the  saddle  and  locked.  Thus,  when  the  drum  is  rotated  to 
Hie  desired  vertical  position  and  locked;  and  when  the  cornering  device  on 
Hw  cross-arm  is  positioned  at  the  desired  horiiontal  point  and  locked — ^then 
a  constant  corner  point  has  been  set  for  any  number  of  consistently  sized 
saddles  which  can  be  locked  onto  the  drum  in  sequence. 


f  A 


6.  An  acetate  apron  (attached  to  a 
locking  bar  on  the  back  of  the  drum 
— not  shown  in  the  photograph)  is 
drawn  tightly  over  the  saddle  and 
rubbed  against  the  engraving  to  taka 
the  proof.  Here  Walker  examines  the 
proof  and  appears  satisfied  with  the 
detail  of  it. 


Diaco  Printer 
In  Darkroom 

The  Diaco  Printer,  developed 
by  Vnitronics,  Inc.,  St.  Louis,  is 
designed  to  make  the  darkroom 
technician  independent  of  all 
other  shop  facilities  and  perform 
any  type  of  darkroom  contact 
printing.  It  will,  also,  do  every¬ 
thing  a  camera  will  do  except 
change  size  of  copy  opaque 
mate  rials. 

The  Diaco  Printer  is  designed 
for  the  platemaker  in  Photoen¬ 
graving,  Lithography  and  Grav- 
nre  who: 

L  Does  color  separations  by 
contact  with  either  point  or 
diffused  light. 

2.  Makes  multiples  and  gangs 
Kodachromes. 

3.  Makes  sharp  or  unsharp 
masks. 

d.  Makes  halftones  up  to  300 
hnes  for  deep  etch  plates. 

5.  Proofs  with  COLOMAT 
^■wtype  film;  uses  EK  auto- 
Poahive  film;  or  perhaps  ex- 
presensitized  plates. 

editor  8C  publisher 


The  DIACO  Printer  is  adapt¬ 
able  to  any  photographic  proc¬ 
ess  because  it  contains  a  suit¬ 
able  light  source  for  emulsions 
as  slow  as  EK  autopositives  or 
as  fast  a  Tri-X-Pan  film.  It  in¬ 
cludes  an  especially  designed 
ESSARTTE  Light  Integrator  to 
control  and  measure  light  and 
enables  one  to  set  up  production 
procedures  and  duplicate  or 
change  predetermined  amounts 
of  light. 

The  Diaco  uses  a  special  opti¬ 
cally  ground  flat,  first  surface 
mirror  with  a  special  coating 
that  reflects  85%  of  all  light 
and  all  colors  from  the  point 
light  with  theoretical  fall-off  of 
a  negligible  6%.  From  the  cen¬ 
ter  of  the  frame  to  its  extrem¬ 
ity,  exposure  is  as  perfectly 
even  as  anyone  requires  it. 

With  a  twist  of  the  wrist  the 
operator  transforms  the  point 
light  source  into  a  diffused  light. 
With  equal  ease,  he  can  dial  any 
one  of  eight  color  filters  in  front 
of  either  the  point  or  diffused 
light. 

The  DIACO  Printer  offers  a 
full  22”  X  26'  surface. 

for  September  13,  1938 


3.  William  Kelt,  of  the  advertising 
agency  of  Kelt  &  Lauver,  discusses 
with  Walker  the  positioning  of  the 
process-color  art  in  the  Consumers 
Market  layout. 


4.  The  position  having  been  deter¬ 
mined  by  Walker  and  Kalt,  the  drum 
aitd  cornering  device  are  positioned 
and  locked.  The  first  ef  the  three 
engravings  is  taped,  fitted  squarely 
into  the  corner  and  pressed  to  the 
saddle.  A  standard  two-way  adhesive 
tape  is  used  (Permacel). 


7.  The  first  saddle  and  engraving  have 
now  been  removed.  The  cross-arm  has 
been  lifted  to  allow  the  second  sad¬ 
dle  to  be  locked  on  the  drum.  The 
cornering  device,  locked  as  it  is  on 
the  cross-arm,  will  return  to  the  same 
point  when  the  cross-arm  is  lowered 
back  over  the  second  saddle.  The 
second  engraving — like  the  first — hes 
been  fitted  against  the  cornering  de¬ 
vice.  Here  Walker  has  drawn  the 
acetate  proof  back  into  position 
simply  as  a  check  to  see  tnat  the 
detail  on  the  acetate  falls  into  sharp 
register  with  the  second  engraving. 
The  rig  kas  reduced  plate  mounting 
and  registering  time  from  90  to  20 
minutes.  Succeu  ef  registration  per- 
tieularfy  in  the  elimination  ef  twist — 
kas  brought  smiles  back  to  the  press- 
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Plant  •  Equipment 

3  Operators,  Wire  Tape  and  Cuts 
Fill  Daily’s  lOO-Column  News  Hole 

By  Harold  Hoots 

Director  of  Production,  Decatur  (III.)  Herald  and  Review 


Lindsay-Schaub  operates  four 
newspapers  in  Illinois  with 
circulations  ranging  from  20,000 
to  35,000.  Use  of  Teletypesetter 
in  these  papers  dates  back  to 
1935.  It  has  become  a  way  of 
life  for  us. 

We  adopted  a  type  face  which 
is  nonconforming  in  its  counting 
aspects  as  compared  to  normal 
teletypesetter  faces.  This  face 
is  Fairfield.  It  is  a  Linotype  face 
developed  by  Rudolph  Ruzicka 
originally  as  a  book  face.  Be¬ 
cause  each  character  does  not 
conform  to  the  proportional 
width  of  characters  in  a  normal 
Teletypesetter  face,  we  had  to 
work  out  an  entirely  new  sched¬ 
ule  for  the  coxmt  code  bars  in 
the  perforators.  Thus  our  per¬ 
forators  are  the  so  called  stand¬ 
ard  machines,  not  multi-face 
perforators.  They  have  been 


modified  so  that  they  can  be 
used  to  set  our  Fairfield  face 
only  and  cannot  be  used  to  set 
a  normal  teletypesetter  face. 

We  had  Linotjrpe  duplex  a 
Gothic  with  this  news  face  so 
we  could  set  small  heads  on  the 
Teletypesetter.  Our  Fairfield 
face  is  9  pts.  We  wanted  to  set 
this  on  a  10  pt.  slug  with  a  full 
10  pt.  Gothic  in  the  bold  face 
position.  Since  it  was  a  com¬ 
panion  face  for  our  Fairfield 
news  type,  and  our  papers  are 
situated  in  the  heart  of  the  com 
raising  country,  we  tagged  it 
Cornfield  and  that  name  has 
remained.  We  even  order  sorts 
as  9  pt.  Fairfield  with  10  pt. 
Cornfield. 

Dashes  and  Cutoffs 

In  our  use  of  Teletypesetter 
we  have  tried  to  do  as  much  at 


A  Rhino-sized  press  —  or  an  entire  plant 
—  is  just  our  meat.  If  it  has  to  be  moved, 
dismantled,  erected,  installed  or  stored, 

C.N.I.  is  the  one  to  lead  your  safari. 

Have  our  field  engineer  give  you  a  free  estimate. 


CENTRAL  NEWSPAPER 
INSTALLATIONS,  INC. 

subsidiary  of:  Central  Rigging  &  Contracting  Corp. 


St.  Petersburg,  Florida  Office: 
Ist  Federal  Bank  Blda-. 

P.O.  Box  670 

St.  Petersburg  6-7404 


N.r.C.  Home  Office; 
676  Washington  St. 
New  York  14,  N.  Y. 
ORegon  6-6100 


DISMANTLING  • 


MOVING  •  ERECTING 

From  Coast  to  Coast 


INSTALLING 


the  perforator  without  addition¬ 
al  work  being  needed  on  the 
makeup  as  we  possible  can. 
Therefore  we  set  all  the  30 
dashes  at  the  end  of  stories  so 
the  makeup  men  will  not  have 
to  insert  them  later  on. 

Since  we  also  set  a  gnreat 
amount  of  our  classified  by  Tele¬ 
typesetter  it  was  only  a  step 
farther  to  set  the  cutoffs  in  the 
classified  ads  and  to  add  to  that 
a  coding  that  tells  us  the  classi¬ 
fication  of  the  ad  and  the  kill 
out  date.  Also  the  dash  that  is 
left  out  in  this  cutoff  tells  us 
the  day  of  the  week  it  is  to  be 
killed. 

Basketball  box  scores  and 
some  other  sports  box  scores, 
together  with  lists  of  names  in 
the  news  columns  are  sometimes 
more  conveniently  fitted  in  half 
column  composition.  We  do  this 
directly  on  the  Teletypesetter. 
During  the  basketball  season, 
there  maybe  50  or  60  box  scores 
handled  in  the  course  of  a  single 
night  in  Decatur. 

Mechanical  Waste  Basket 

Decatur  is  the  only  combina¬ 
tion  paper  of  the  group,  where¬ 
as  all  the  rest  of  the  papers  are 
afternoon  editions.  An  editorial 
page  is  produced  for  the  morn¬ 
ing  paper  in  Decatur  during  the 
previous  night.  A  part  of  that 
page  is  retransmitted  on  the 
wire  the  next  morning  to  give 
the  other  papers  the  advantage 
of  a  regular  editorial  feature 
page  each  afternoon.  This  tape 
is  inserted  on  the  wire  at  the 
very  beginning  of  the  next 
morning’s  shift  and  serves  to 
keep  the  wire  busy  while  some 
back  log  of  tape  is  being  pro¬ 
duced  by  the  wire  operator. 
Consequently,  the  total  amount 
of  tape  on  the  transmitted  wire 
is  increased  for  use  by  the  other 
papers.  This  helps  to  produce 
a  more  efficient  use  of  our  wire 
lime  and  increases  the  amount 
of  type  available  to  each  of  the 
papers. 


Copy  goes  to  the  headletter 
operator,  who  is  in  each  cast, 
the  copy  cutter  and  also  sets 
corrections.  Our  method  of  Tele¬ 
typesetter  operation  does  not 
have  the  operators  set  their 
own  corrections  imless  it  is 
necessary  to  show  them  how 
many  errors  they  are  making. 
We  make  spot  checks  on  the 
number  of  errors  from  the  Tele¬ 
typesetter  operators  and  find 
that  the  error  count  is  usually 
between  3  and  5  per  cent.  This 
error  count  usually  includes  all 
errors,  even  those  made  by  the 
machines.  This  is  average. 

Used  tape  gathering  on  the 
floor  is  a  nuisance  and  a  fire 
hazard.  Some  years  ago,  one  of 
our  men  built  a  rewinder  which 
I  like  to  refer  to  as  a  “mechani¬ 
cal  waste  basket”.  It  has  a 
unique  clutch  on  it  that  will 
keep  the  right  tension  for  re¬ 
winding  regardless  of  wether  the 
reel  has  just  started  or  is  full. 

We  use  these  both  on  per¬ 
forators  and  operating  units. 

We  expect  to  get  an  average 
of  350  lines  per  hour  from  each 
of  the  Teletypesetter  operators. 
Records  kept  over  a  period  of 
several  years  show  that  we 
average  just  about  this  amount 
In  10  pt.  type  and  an  8  hour 
day,  on  which  we  still  have  two 
plants  operating,  we  can  get 
something  over  19  columns  in 
a  shift.  We  have  felt  that  we 
should  expect  no  less  than  an 
average  of  16  columns  of  type 
per  operator  for  editorial  use 
during  any  shift.  This  contem¬ 
plates  type  to  be  set  after  press 
time  for  the  next  day’s  paper.  By 
the  use  of  the  fixed  news  budget 
we  then  can  determine  just  what 
we  need.  For  instance  a  75 
column  news  hole  which  is  in 
use  in  some  of  our  papers  will 
necessitate  the  use  of  three 
Teletypesetter  operators  through 
the  day.  These  operators  can 
furnish  us  between  48  and  50 
columns  of  type.  The  heads  in 
the  paper  w’ill  fill  another  10 
(Continued  on  page  101) 


ROP  Color  Rollers 

The  nation's  finest  ROP  Color  Editions  ore  being  run  daily 
with  Ideal  DX  Newspaper  Rollers. 

qiwiHy  Four  large  Ideal  plants  — one  in 
your  vicinity  — and  sales  repre¬ 
sentatives  everywhere,  eager  to 
give  you  service  and  assistance. 
Fast  regrinding  facilities  avail¬ 
able  whenever  needed. 


*IDEAL  ROLLER  & 

MANUFACTURING  COMPANY 
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types,  outfitted  with  new  mat- 
pices,  were  installed  in  that 
plant  just  18  months  ago.  Also 
equipped  with  new  matrices  at 
that  time  were  two  completely 
rebuilt  Linotyi>es,  a  Model  14 
and  an  8.  The  new  ones  are  33 
and  35  Rangemasters,  a  Model 
32  and  two  Linotype  work¬ 
horses,  31s.  Now  they  are  sport¬ 
ing  all-new  type  again. 

The  newly-outfitted  Linotypes 
and  the  new  press  were  major 
installations  in  a  $500,000  ex¬ 
pansion  and  renovation  pro¬ 
gram. 

A  specially  designed  brick 
building  with  white  trim,  grace¬ 
ful  white  Colonial  cupola  and 
many-paned  wide  windows,  in 
keeping  with  the  Cape  Cod 
atmosphere,  houses  the  up-to- 
the-minute  publishing  equip¬ 
ment. 


and  supervision.  This  money  is  CSaIaii  DaiuIPS 
translated  into  the  number  of 

hours  which  we  could  have  VAAnSnAr  in  QHlIo 
bought  at  straight  time  for  l^C«|lin5  in  OlflO 

regular  productive  work.  This  Brewer’s  New  Bedford 

equivalent  hour  figure  can  be  (Mass.)  Standard-Times  was 
compared  to  the  number  of  completely  outfitted  two  months 
pages  produced.  On  this  basis,  ^ypg  matrices  — 

our  equivalent  hours  per  page  Linotype’s  8  point  Corona  for 
in  1957  ran  from  5.61  hours  news  columns,  and  5%  point 
on  our  best  paper  to  8.79  hours  Spartan  Book,  a  sans  serif,  for 
on  our  worst  paper.  If  we  use  y^^nt  ads,  sports  scores,  and 
the  raw  productive  hours  per  quotations, 

page  produced,  we  get  a  range  Standard- 

rom  .  ours  per  page  o  sister  paper,  has  now 

7.8  houi^  per  page.  These  fig^s  similarly  equipped,  its  new 

do  not  include  proofreading  Corona  and  Spartan  Book  mat- 
since  in  three  of  our  four  papers  ^ 


the  head  machine  will  make  42 
columns.  You  can  see  then  that 
only  about  13  columns  of  cuts 
will  be  needed  to  fill. 

Man-Hour  Figures 

One  of  our  papers  has  a  100 
column  news  hole.  In  this  case, 
there  are  three  operators  plus 
the  wire  which  will  give  them 
about  70  columns  of  type  and 
with  10  columns  from  the  head- 
letter  machine  and  20  columns 
from  cuts  they  can  fill  100 
columns  regularly.  We  are 
equipped  in  each  of  the  towns 
with  four  linecasting  machines, 
all  Linotype  Comets,  with  the 
understanding  that  three  will 
be  regularly  used  for  type  pro¬ 
duction,  one  on  the  wire  and 
two  with  local  operators.  The 
fourth  is  regarded  as  a  spare. 
All  Teletypesetter  equipped  line 
casting  machines  are  also 
equipped  with  tape-operated 
quadders. 

Our  comparative  man-hour 
figures  are  over-all  figures  in 
the  composing  room.  Our  idea 
of  man  hours  are  referred  to 
as  “equivalent”  man  hours.  This 
takes  into  consideration  not  only 
Ae  total  hours  worked,  but  also 
includes  the  money  paid  out  for 
fringes,  non-productive  work, 


llluitiating  ease  of  Ludlow 
spacing.  Justified  line  in  stick 
ready  for  casting  shown  above 


is  easily  and  readily  accomplished 


With  the  Ludlow,  the  printer  obtains  all  the  values  of  hand  spac¬ 
ing  that  go  to  make  a  good  job  of  composition.  Ludlow  spaces 
are  the  easiest  units  to  get  at  and  to  handle,  as  the  "ears"  of  the 
flat,  ample-sized  space  matrices  extend  beyond  those  of  letter 
matrices.  The  line  is  quickly  and  easily  spaced  out,  and  the  com¬ 
positor  can  readily  determine  visually  if  the  spacing  is  correct 
between  words  and  letters.  Even  thin  spaces  are  quickly  inserted 
or  removed,  and  letterspacing  is  an  easy  operation.  There  is  also 
no  "spacing  tight  to  lift,"  as  a  turn  of  the  screw  tightens  the  line 
for  casting.  Efficiency  in  spacing  is  one  of  the  reasons  why  Ludlow 
composition  goes  up  so  readily,  without  lost  motion. 
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IW  MAMUC  Atn 


CarmK 


J^son  hmo  newspaper  chase' 

aJ'^^ISON  SHEU  PIATE  RNISHER  ; 

is  top  coior,.separat)ons  J 


Ludlow  XypO^rOph  Oompony  2032  Clyboum  Avenue,  Chicago  14 


I  I"  mewiben  of  the  Ludlow  Tompe  famfly 

Editor  &  publisher  for  September  13,  1958 


get  on  tlie  wrong  truck  is  when  pers  go  on  their  way  around  the 
the  last  bundle  is  left  in  the  Mailing  Room,  and  are  takra  off 
chute  and  loaded  into  the  next  wherever  needed.  This  system 
truck.  This  seldom  happens,  works  to  great  advantage,  espe- 
however.  daily  in  the  event  a  press  ii 

Each  chute  has  two  delivery  down  for  a  paper  break  or  for 
points.  When  one  truck  is  any  other  reason.  If  one  section 
loaded,  the  switch  is  pulled  to  of  the  room  is  not  getting  p». 
the  other  delivery  point  and  no  pers  from  the  press,  they  may 
time  is  lost  between  trucks.  take  them  from  the  carrier. 

We  use  belts  which  lead  from  Papers  can  be  put  on  or  taken 
each  press  to  the  tying  machine,  off  the  carriers  as  needed  or  not 
We  believe  in  direct  loading  and  needed, 
have  used  this  method  for  many  ^  , 

years.  On  all  editions,  morning,  ‘Blank  Bundle 

evening  or  Sunday,  we  load  one  Where  there  are  several  bun- 
truck  from  one  tying  machine,  jigs  to  be  delivered  to  one  stop, 
We  have  an  over-head  carrier  use  the  ‘  Blank  Bundle”  sys- 
system  in  our  Mailing  Room.  tg^.  Bundles  are  tied  with  the 
These  carriers  are  routed  in  a  game  number  of  papers  to  each 
circle  around  the  room.  The  bundle.  They  are  not  addressed, 
Mailers  who  work  on  the  “take-  but  the  driver  has  a  list  of  how 
•off  com’ng  from  the  press,  put  many  to  leave  at  each  stop.  All 
-  -  .  papers  tying  machines  have  counters 

not  needed  for  direct  tying,  on  showing  the  number  of  bundles 
The  only  way  a  bundle  can  these  carriers.  The  surplus  pa-  tied. 

_  We  use  power  lift  tnicks  for 

long 

M  moving 

I  papers,  which  are  stacked  on 
U  skids,  through  tight  places.  We 
B  use  narrow  trucks  with  ends  for 
I  live  papers  when  not  able  to 
handle  them  on  belts  or  carriers. 
I  ;  We  service  and  maintain  all 
of  the  Mailing  Room  equipment 
j  j  unless  the  work  has  to  be  done 
H  I  in  the  machine  shop, 
pl  j  We  have  seven  Signode  Ma- 
M  chines,  one  Wallastar,  two  Auto- 
A  matic  Gerards  and  two  Bunn  ty- 
ing  machines. 

On  the 

have  the  low-bundle  attachment 
If  the  bundles  are  coming  faster 
than  the  machine  can  handle 
them,  the  operator  uses  a  stop- 
switch  near  his  elbow  to  stop  the 
flow  on  the  belt  until  he  pushes 
the  bundle  into  the  machine.  As 
soon  as  the  bundle  is  pushed  off, 
the  belt  starts  in  motion.  The 
low-bundle  attachment  allows 
all  bundles  to  be  tied,  regardles 
of  size.  The  advantage  of  this 
is  that  it  permits  a  direct  load¬ 
ing  of  all  bundles  to  the  truck 
from  one  machine  in  the  order 
in  which  the  driver  wants  th®’ 
It  also  does  away  with  sorting 
and  the  need  of  a  loading  dodt- 
This  also  makes  it  impossible 
for  a  bundle  to  get  onto  d* 
wrong  truck.  These  tying  m»' 
chines  make  24  ties  per  minute 

With  the  Wallastar,  we  use  a 
bottom  wrapper  attachmeut 
The  objection  we  have  to  the 


After  35  years  of  working  The  last  bundle  the  driver  gets 
with  a  mailing  room  system,  is  the  fii*st  one  to  be  put  off.  The 
William  Dorriss,  mechanical  su-  driver  does  not  look  at  the  bun- 
perintendent  of  the  Des  Moines  dies  as  he  loads  them  but  checks 
(Iowa)  Register  and  Tribune,  is  them  as  he  throws  them  off. 
satisfied  that  it  has  many  ad-  Bundles  that  are  blank  bundles 
vantages.  He  described  the  Des  or  bundles  of  equal  size  with- 
Moines  system  to  the  ANPA  out  labels  are  counted  on  the 
Mechanical  Conference,  as  fol-  machine  as  they  are  tied  and 
tows:  also  loaded  in  order.  This  gives 

Each  truck  is  backed  into  a  a  correct  count  of  bundles  of 
chute  that  is  fed  from  one  tying  kind  to  each  chute. 

machine.  The  bundles  go  down  Seldom  a  Wrong  Bundle  surplus  papers, 

TrlA  /»hnTft  1T>  rn£»  ir»  ^ 


New  England  Newspaper  Supply  blankets  have  constantly  proved  their  outstanding  qualities 
of  endurance  and  long  life  for  more  than  fifty  years. 

Typical  is  the  blanket  pictured  above  with  John  J.  Bulman,  Press  Foreman  at  Worcester 
Telegram  &  Gazette.  For  well  over  19,255,642  impressions,  this  combination  blanket  has  retained 
its  shape  and  resiliency  under  constant,  day  after  day  pounding. 

All  New  England  Newspaper  Supply  Company  produas  are  backed  by  this  high  standard 
of  quality  and  long  life.  Send  for  our  Catalog  #51,  or  call  any  of  our  branch  offices  and  our 
representatives  will  be  glad  to  help  you  with  any  of  your  press  room  and  stereo  supply  problems. 


•  Regal  Monocork  and  Mastercork  blankets. for  various  combinations. 

•  Graylock  top  blanket,  a  new,  improved  advancement  to  newspaper  printing. 

•  Red  Rubber  &  Utility  Foundation  blankets  assure  the  finest  in  print  results. 

•  Plus  Plain  Felt.  Coated  Felt.  Bay  State  and  New  Englander  Blankets. 

•  Also  equipment  and  supplies  for  Stereotype,  Composing  and  Press  Rooms. 


NEW  ENGLAND  NEWSPAPER  SUPPLY  CO.  164  FREMONT  STREET, 

DIVISION  OF  NEW  ENGLAND  FIBRE  BLANKET  COMPANY  WORCESTER,  MASS. 


GARDENER  G.  DcMALLIE.  General  Manager 


and  are  easy  to  operate.  We  » 
these  machines  behind  the  r* 
lard  Ailing  Mailing  MachiiN*> 
and  as  helpers  on  SandH 
papers  for  trucks. 
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The  Bunn  Machines  we  use 
mostly  for  small  bundles  and 
rolls  behind  the  Pollard  Ailing 
Addressing  Machines. 

We  have  five  Pollard  Ailing 
Addressing  Machines.  We  usual¬ 
ly  use  two  at  a  time.  The  last 
edition  of  the  Tribune  is  mailed 
out  late  as  a  predate  and  usual¬ 
ly  has  more  pages  than  the 
morning  paper.  Two  machines 
tre  set  and  run  on  the  predate 
and  two  are  set  and  ready  to 
go  on  the  morning  paper.  One 
machine  is  a  spare  and  used 
«ily  when  needed.  The  Pollard 
Ailing  is  the  fastest  mailing  ma¬ 
chine  we  know  of  and  does  good 
work.  We  run  ours  at  a  speed 
of  almost  300  per  minute. 

3  Inserting  Machines 

The  Mailers  make  all  changes 
on  the  plates  and  address  all 
eipiration  notices,  etc.  We  use 
one  man  to  feed,  up  to  and  in¬ 
cluding  24  pages;  for  over  that, 
we  use  two  men.  We  have  one 
man  taking  off.  The  number  of 
men  wrapping  and  sacking  de¬ 
pends  on  the  size  of  mail  being 
run  and  the  size  of  the  paper. 
Usually,  four  men  handle  this 
end  of  the  job.  For  direct  sacks, 
we  throw  all  papers  in  the  sack 
loose,  with  just  an  old  paper  on 
the  bottom.  We  do  not  tie  them 
with  cord,  wire  or  rope,  unless 
when  specially  requested  on  ac¬ 
count  of  throw-off  of  train  that 
does  not  stop.  Sack  labels  are 
printed  and  cut  on  an  addresso- 
Sraph  machine  in  the  order  in 
which  the  “mail  papers”  come 
off  of  the  machine  and  in  the 
correct  size  for  the  mail  sack 
label-holder.  Sack  labels  carry 
a  number  which  corresponds 
with  the  number  that  has  been 
placed  on  the  top  paper  of  the 
bunch  which  is  to  go  into  that 
particular  sack. 

We  have  three  Sheridan  In¬ 
serting  Machines.  Two  are 
seven-head  machines  and  one  is 
a  five-head  machine.  The  two 
seven-head  machines  have  five 
vertical  heads  and  two  horizon¬ 


tal  heads  that  feed  into  every 
other  bucket,  (each  running 
half -speed).  The  advantage  of 
this  half-speed  is  that  it  allows 
large  sections  or  pre-inserted 
sections  of  several  sections  to  be 
fed  back  into  the  rest  of  the 
paper  where  the  size  makes  it 
impossible  for  one  man  to  feed. 
This  allows  two  men  to  feed  the 
same  section  or  sections,  as  the 
case  may  be,  into  two  different 
heads,  each  feeding  into  differ¬ 
ent  buckets.  These  machines 
have  48  buckets.  We  run  them 
at  a  15,000  per  hour  running 
speed  and  get  a  production  of 
about  97%  on  three  sections  or 
14,500  per  hour,  and  drop  back 
to  about  90%  if  running  six  sec¬ 
tions  with  four  and  six  page 
sections  to  contend  with.  We 
use  metal  suckers,  which  one  of 
our  mailers  made,  on  all  verti¬ 
cal  heads. 

Our  five-head  machine  has  24 
buckets  and  all  horizontal  heads. 
The  best  we  get  out  of  it  is 
around  12,000  per  hour  and  we 
do  not  have  good  luck  with  it 
when  trying  to  run  four  or  six 
page  papers.  We  have  made 
some  changes  on  the  machines, 
to  give  us  less  stops. 

99%  Stuffing  Job 

We  stuff,  on  the  three  Sheri¬ 
dans,  about  99%  of  our  comics. 
Picture  Magazine  and  This 
Week  Magazine.  The  other  1V< 
are  sections  that  are  damaged 
in  shipment  to  the  extent  that 
they  will  not  feed  into  the  Sheri¬ 
dans.  These  we  stuff  by  hand. 
On  our  Saturday  night  opera¬ 
tion,  when  the  completed  paper 
is  assembled  and  sent  out  as 
complete  papers,  we  use  about 
120  hand  inserters  along  with 
the  three  Sheridans. 

We  have  no  need  of  a  loading 
dock  or  anyone  working  between 
the  tying  machine  and  the 
truck.  On  Saturday  night  we 
load  seven  trucks  at  a  time  and 
better  than  100,000  complete 
papers  an  hour  with  this  system. 


Pereira  Firm  Designs  | 
Newspaper  Plants 

CHICAGO  (UD)  — Pereira  & 
Associates,  architects  and  engi¬ 
neers,  has  specialized  for  years 
in  the  design  and  planning  of 
newspaper,  publishing  and 
printing  plants  —  including  ad¬ 
ditions,  modernizations  and 
production  analyses. 
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12  More  Type  Discs 
For  ATF  Typesetter 

Twelve  new  type  discs  are 
now  available  for  use  on  the 
ATF  Typesetter,  a  two-unit 
system  for  the  photomechanical 
composition  of  text  matter.  Each 
disc  consists  of  two  fonts  of  t3rpe 
in  one  type  size.  The  Type  Disc, 
which  contains  168  type  char¬ 
acters,  with  one  and  three-unit 
blank  spaces,  is  hand-size  and 
can  be  inserted  or  removed  from 
the  Photographic  Unit  in  a  mo¬ 
ment  as  one  would  change  a 
record  disc.  The  speed  of  the 
Photographic  Unit  is  200  char¬ 
acters  per  minute,  while  the 
speed  of  the  Keyboard  Unit  is 
about  215  per  minute,  depend¬ 
ing  upon  normal  typing  skills. 

• 

92-Year-Old  Daily 
Doubles  Facilities 

The  Lakewood  (N.  J.)  Daily 
Times  is  doubling  the  size  of  its 
facilities.  The  newspaper  will 
have  more  than  4,700  square 
feet  of  plant,  office  and  storage 
.space.  A  two-story  office  build¬ 
ing  is  being  added  to  the  front 
of  the  newspaper  plant,  and  the 
present  offices  will  be  converted 
into  space  for  the  mechanical 
department.  A  one  story  garage- 


warehouse  is  being  added  to  the 
rear  of  the  building. 

The  exterior  of  the  front  addi¬ 
tion  will  be  finished  in  buff 
brick  veneer.  The  interior  finish 
will  include  rubber  tile  floors, 
wood  paneling,  acoustical  tile 
ceilings  and  fluorescent  lighting. 

The  newspaper,  which  is  92 
years  old,  was  purchased  in 
May,  1956  by  George  J.  Peter¬ 
son  and  Sam  A.  Christopher. 
Mr.  Peterson  is  president  of 
the  Ocean  County  Publishing 
Co.,  Inc.,  and  Mr.  Christopher 
is  vicepresident  and  managing 
editor. 

• 

Baker  Announces 
$3,500,000  Expansion 

Lisle  Baker,  Jr.,  vicepresi¬ 
dent  of  the  Courier-Journal  and 
the  Louisville  Times,  announced 
plans  for  a  $3,500,000  expansion 
of  the  newspapers’  subsidiary. 
Standard  Gravure  Corporation. 

The  expansion,  which  would 
include  a  new  building  and  ad¬ 
ditional  four-color  gravure 
pi'esses,  would  enable  Standard 
Gravure  to  print  additional 
copies  of  Parade.  About  1,000,- 
UOO  copies  are  now  printed 
weekly  in  Louisville.  Parade  has 
offered  Standard  Gravure  an¬ 
other  2,000,000  copies,  Mr. 
Baker  .said. 


We're 
Keeping 
Tabs 
on  your 
Metal 


Keeping  laboratory  tab  on  type  metal  is  our  first  considera¬ 
tion.  Our  records  must  continuously  show  what  metal  you 
have,  how  much  and  when  it  needs  attention.  Through 
periodic  analysis  Imperial  servicemen  must  call  at  regular 
intervals  to  give  you  the  type  of  service  and  performance 
you  deserve.  May  we  prove  this  to  you? 
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Perry  Appoints 
Plant  Executives 


PROGRESS  is  being  made  on  the  new  plant  of  the  Boston  (Mass.)  Iflallllit  HojlHIinOI’ 
Herald  and  Traveler  in  the  South  End  of  the  city.  The  press  room  is  in  Wllll  nCaUIIIICI 

the  center;  paper  storage  (at  right)  has  roofing  on  it.  For  Hartford  Times 


John  H.  Perry  Jr.,  president 
of  the  Perry  Printing  Process, 
has  announced  the  appointment 
of  Victor  Leavengood  and  Ralph 
Sanders  as  manager  and  pro¬ 
duction  superintendent,  respec¬ 
tively,  of  the  corporation,  which 
is  located  in  Ocala,  Fla. 

The  Perry  Printing  Process 
produces  the  All  Florida  Maga¬ 
zine,  a  weekend  supplement  dis¬ 


tributed  with  21  Florida  news¬ 
papers  throughout  the  state, 
and  employs  a  refined  letter- 
press  procedure  of  printing  di¬ 
rect  from  a  magnesium  cylinder 
on  which  text,  artwork  and 
photographs  have  been  en¬ 
graved. 

For  the  past  10  years  the 
company  has  been  doing  exten¬ 
sive  research  and  experimenta- 
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tion  in  the  use  of  phototypeset¬ 
ting,  magnesium  plates,  rapid 
etching,  and  direct  plate  print¬ 
ing. 

Prior  to  his  appointment,  Mr. 
Sanders  was  press-i-oom  fore¬ 
man  of  the  same  company,  and 
formerly  with  the  Dothan  Eagle 
and  the  Atlanta  Constitution. 

Mr.  Leavengood  has  been 
business  manager  of  the  Ocala 
Star-Banner,  a  Perry  daily,  and 
continues  in  that  capacity  in 
addition  to  his  new  duties. 


Goss  Appoints 
Sales  Engineer 

With  10  years  experience  as 
sales  specialist  in  the  gi-aphic 
arts  division  of  Cutler-Hammer 
Company,  Jesse  M.  Strong  has 
been  appointed  sales  engineer 
for  the  Goss  Company,  He  will 
work  in  the  New  York  sales 
office  of  Goss  under  the  direction 
of  Frank  A.  Kopp,  manager. 
East  Coast  Sales. 


Haktforp,  Com. 

David  R.  Daniel,  publisher  of 
the  Hartford  Times,  has  an¬ 
nounced  that  an  order  has  been 
placed  for  a  new  Goss  Headline 
press  consisting  of  10  Units,  two 
folders,  and  associated  equip¬ 
ment.  The  press  is  scheduled 
for  delivery  and  installation 
early  in  1960. 

The  Times,  which  is  one  of 
the  Gannett  Papers,  has  already 
begun  a  $360,000  building  ex¬ 
pansion  project  which  will  pro¬ 
vide  a  three-story  addition  in 
the  rear  of  the  present  building. 
This  addition  will  house  the  new 
Goss  press  on  the  basement  level 


Robbins  Goes  Wesf 

Transfer  of  L.  Jack  Robbins, 
sales  engineer,  from  New  Yorit 
to  the  San  Francisco  office  of  the 
Goss  Company,  has  been  an¬ 
nounced  by  C.  S.  Reilly,  Vice 
President-Sales.  Mr.  Robbins 
has  been  associated  with  Goss 
since  1946  when  he  started  as  i 
mechanical  engineer. 


CAPCO  REWINDER 
SAVES  NEWSPRINT 

S«v*  ap  t*  4  ralli  af  Mwtprlat 
■  day. 

Other  Copco  Produeti 

*  PORTABLE  INK 
FOUNTAIN 

*  CORE  STRIPPER 

*  PLATE  GAUGE 

*  "FACE-O-TYPE" 

MACHINE 

Maehoalully  roprodaeat  oogravad 
typo,  tlog,  bordor.  terooB  pottora. 


For  complete  details  on  any  CAPCO  Products  write 


CAPITAL  TOOL  &  MANUFACTURING  CO. 


BOM  CALmT  ROAO.  COIUM  PARK.  MD.  •  HMao  4-7An 
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Typical  of  the  program  fea¬ 
tures  will  be  the  first  live  public 
demonstration  of  the  making 
and  running  of  the  Du  Pont 
photopolymer  printing  plate. 

For  the  first  time  in  the 
Western  Hemisphere,  there  will 
be  demonstrated  the  Consoli¬ 
dated  Vario-Klischograph  elec¬ 
tronic  engraving  machine  which 
will  produce  4-color  engravings 
of  enlarged  or  reduced  dimen¬ 
sions. 

The  forum  will  proceed  step- 
by-step  through  a  series  of 
demonstrations  highlighting  the 
ticipate  in  the  Forum  by  pre-  part  electronics  and  film  will 
senting  demonstrations  of  their  ^  letterpress  of  the  future, 
most  modern  and  most  import-  .  ^  ^  j 

ant  letter-press  developments.  Arrangements  for  attendance 
Some  of  the  new  products  and  ^  made  through  Paul  M. 

processes  to  be  shown  at  the  O’Brien,  Letterpress  Forum 
forum  have  never  before  been  Committee,  461  Eighth  Avenue, 
publicly  demonstrated.  New  York  1. 


New  Printing 
Techniques 
To  Be  Shown 


HEAD  MAN  —  Machinist  L  L 
(Jack)  Wagoner  has  been  pro¬ 
moted  to  the  position  of  mechan¬ 
ical  superintendent  of  the  Omaha 
(Nebr.)  World-Herald.  He  has 
worked  for  the  paper  18  years. 


Devices  for  the  automatic  inter¬ 
ruption  of  an  electrical  circuit 
are  commonplace.  Washing 
machines  and  clothes  dryers  turn 
them.selve3  off  after  a  particular 
interval.  Clock  radios  not  only 
automatically  turn  on  but  can 
also  start  heating  the  morning 
coffee. 

The  Selectro-Matic  Quadder 
Short  Line  Device  is  simpler 
than  any  of  these  and  is  just  as 
efficient.  It  automatically  inter¬ 
rupts  the  circuit  between  the 
quadder  controls  and  the  quad- 
ding  mechanism  whenever  a  line 
is  full  enough  to  justify.  It  does 
this  by  means  of  a  trip  finger 
which  closes  a  Microswitch,  can¬ 
celling  out  the  quadding  function 
for  the  casting  cycle.  This  allows 
the  line  to  justify  and  cast  on  full 
measure. 

The  Selectro-Matic  Short  Line 
Device  causes  all  lines  short  of 
full  measure  to  quad  automati¬ 
cally,  also  without  operator 
attention. 

This  is  another  example  of  Star 
Quadder  simplicity  through  the 
use  of  24-volt  electricity.  For 
simplicity  you  just  cannot  beat 
the  Star  Selectro-Matic  Quadder. 
Write  for  full  details  and  illus¬ 
trated  brochure. 


Buffalo  News 
Adopts  New  Face 

In  conjunction  with  the  open¬ 
ing  of  its  new  plant,  the  Buffalo 
(N.  Y.)  Evening  News,  has 
reduced  its  column  measure  to 
11  picas  and  adopted  Intertype’s 
Imperial  for  news  text.  The 
paper  formerly  used  an  8  point 
type  face  on  an  8  point  slug  in 
11% -pica  columns. 


CHASES 

the  best  and  most  economical 

MONEY  CAN  BUYI 
tUctrically  welded  steel  chasci, 
•w  the  smeethijf  ground  joints  ore  world 

'Mdwned. 

*■*<•  Aluminum  Chases  are  specifically 
lor  operations  wherein  lightness  is 
^desired  factor.  Steel  insert  supports  re- 
•w  wear  te  a  minimum  at  the  contKt 
J**t*  of  the  foot  stick  and  side  wedge 
MffVS. 

jj^d  and  true  Amsco  Chases  are  pat- 
fy*  ■  template  or  a  hlue  print, 
supplies  a  “complete  chase  lino", 
****>*P«rs,  commercial  printers,  ster- 
••vHrs  and  electretypers.  Standards  or 
are  available. 


Additional  Registration  For  ROP  Color  Conference 


(This  Listing  Supplements  The  One  On  Pages  19,  70,  72,  74  and  76.  These  Names  Were  Received  Too  Late  To 


Include  In  Original  List) 


A 

R.  A.  Ahlstrom 
New  York  Daily  News 

Joseph  V.  Ambrose 

St.  Louis  Post-Dispatch,  X.  Y. 

B 

Robert  J.  Bowerman 
Lansing;  (Mich.)  State  Journal 

Warren  E.  BragTK 

Bureau  of  Advertising,  ANP.V 

Arthur  Brooks 

U.S.  Printing  Ink  Coip. 

Roy  A.  Brown 

San  Rafael  (Calif.)  Independent- 
Journal 

Austin  Brew 
BBD&O,  New  York 

Herbert  W.  Beyea 
Hearst  Advertising  Sei  vice 

Oscar  Bondy 
Hearst  NewspaiHu  s 

Carleton  A.  Braga 
W(X>nsocket  (R.I.)  Call 

laiuis  M.  Brownell  Jr. 

Reilly  Electrotype  Co.,  X'.Y. 

C 

Charles  C.  Carroll 
Sinclair  &  Carroll  Co..  N.Y. 

J.  F.  Carroll 

Sinclair  &  Carroll  Co..  Cliica.eo 

Thos.  P.  Carroll 

Sinclair  &  Carroll  Co.,  Cliicago 

William  F.  Carroll 
Sinclair  &  Carroil  Co..  N.Y. 

.A.  Jack  Cusick 

Standard  Rate  &  Data  Service 

diaries  fk>le 

John  Budd  Co.,  N.Y. 

Joseph  J.  Coupe 
-A.sbury  Park  (N.J.)  Press 

James  A.  Crouse 
John  Bndd  Co.,  N.Y. 

C.  R.  Cunningham 
Waukegan  (III.)  News-Sun 

Robert  L.  Curran 

Sault  Ste.  Marie  (Mich.)  Star 

Thomas  S.  Curtis 

Cui-tis  Laboratories,  Los  .Angeles 

D 

.Albert  E.  Dix 

Martins  Ferry  (Ohio)  Times-Leader 

J.  Rufus  Doig 
O'Mara  &  Ormsbee,  N.Y. 

Robert  K.  Drew 
Milwaukee  (Wis.)  Journal 

Bruce  De  Young 
Chicago  (Ill.)  Tribune 

William  A.  Dyer,  Jr. 

Indianapolis  Newiipapers 

William  V.  D’Allesandro 
Electrographic  CJorp.,  N.Y. 

E 

John  W.  Eggers 
O’Mara  &  Ormsbee,  N.Y. 

John  Eggers 

Prismatic  Engraving  Co.,  N.Y. 

Hai-ry  Evans 
Conde  Nast  Engravers 
Greenwich,  Conn. 

James  F,  Eaates 

Rapid  Grip  and  Batten  Ltd. 

Toronto 

Richmond  W.  Earnes 
Woonsocket  (R.I.)  Call 

Edward  Elliott 

Flower  Steel  Electrotype  Co.,  N.Y. 
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F 

Harold  C.  Fildey 

Lansing  (Mich.)  State  Journal 

Joseph  F.  Foltz 
Lansing  State  Journal 

Hobart  T.  Franks 

.Atlanta  (Ga.)  Journal  &  Constitution 

Clinton  H.  Faille 
N'ew  York  Daily  News 

Richard  Flower 

Flower  Steel  Electrotyiie  Co..  N.Y. 

G 

George  C.  Graff  Jr. 

Omaha  (Neb.)  World-Herald 

N'orman  J.  Greer 
Bureau  of  Advertising 

II.  F’.  Grumhau.s 
Cliicago  Tribune 

.1 .  F.  Garrett  _ 

Hearst  Advertising  Service 

H.  .lames  Gediman 
Hearst  Advertising  Service 

Natt  S.  Getlin 
Philadelphia  (Pa.)  News 

H 

William  F.  Harmeyer 
Lansing  (Mich.)  State  Journal 

Wayne  Henly 

Lubbock  (Tex.)  Avalanche-Journal 

(■"  arles  M.  Hildner 
Bureau  of  Advertising 

' .  G.  Hodgins 
Toronto  Telegram 

John  Holzapfel 
Bureau  of  Adverti.sing 

Robert  J.  Hooper 
Geyer  Advertising,  N.Y. 

Paul  Houle 

Montreal  (Que.)  Gazette 

Richard  Hertz 

NYC  Community  College 

Joseph  Heyer 

New  York  Daily  News 

.Alexander  J.  Haviand 
Boston  Globe 

John  C.  Henderson 
Filectrographic  Corji..  N.Y. 

K 

W.  C.  Kurz 
Chicago  Tribune 

L 

Owen  E.  Landon  Jr. 

Julius  Mathews  Special  Agency 

Bernard  W.  Landy 
Washington  Photo  Engraving  Co. 

Charles  T.  Lipscomb  Jr. 

Bureau  of  Advertising 

.Albert  G.  Loomis 
McCann-Erickson,  N.Y. 

Joe  A.  Lubben 
Dallas  (Tex.)  News 

George  Lowe 
Buffalo  (N.Y.)  News 

MC 

Richard  McLean 
O’Mara  &  Ormsbee,  N.Y. 

Joseph  E.  McMullen 
Milwaukee  (Wis.)  Journal 

Elwin  E.  McCray 
Michigan  State  University 

M 

(George  F.  Marshall 

Portland  (Me.)  Prees-Herald-Express 

Leonard  L.  Msuahall 
Creamer  &  Woodward.  N.Y. 


Anthony  J.  Math  Jr. 

Sinclair  &  Valentine.  N.Y. 

A.  Mauro 

Emil  Cogul  Co.,  N.Y. 

William  D.  Megahee 
Savannah  (Ga.)  News-Press 

Roliert  L.  Moore 
Bureau  of  Advertising 

Helen  Mayer 

Hearst  Advertising  Service 

James  Minogue 
New  York  News 

Gil  Mott 

Hearst  Advertlang  Service 

JoKcph  R.  Maceda 

National  Paper  &  Type  Co..  N.Y. 

N 

Paul  Neville 

Buffalo  (N.Y.)  Evening  News 

L.  F.  Newmyer 
Toledo  (Ohio)  Blade 

Hollis  J.  Nordyke 

.Ames  (Iowa)  Daily  Tribune 

.Alfred  -A.  Neuwald 
F'ragrance  Process  Co.,  N.Y. 

O 

E.  J.  O’Connor 
Cleveland  Plain  Dealer 

John  J.  O’Rourke 
Electrographic  Corp..  N.Y. 

P 

V.  E.  Palmer 
New  York  News 

Donald  H.  Patterson 
Baltimore  (Md.)  Sun 

Leonard  Pike 

Washington  Photo  Engraving  Co. 
Chicago 

R 

Harold  Rathbun 
McCann-Erickson,  N.Y. 

John  D.  Raymond 
Bureau  of  Advertising 

Ingraham  Read 

Moloney,  Regan  &  Schmitt,  N.Y. 

Robert  D.  Rooeen 

•Sinclair  &  Valentine  Co..  N.Y. 

Edward  H.  Reilly 
Electrographic  Corp.,  N.Y. 

Timothy  Ryan 
J.  Walter  Thompson  Go. 

Detroit. 


S 

Norman  Saukerson 
Milwaukee  (Wis.)  Journal 

R.  E.  Scofield 

Lexington  (Ky.)  Herald-Leader 

Scripps-Howard  Newspapers 
New  York 

Donald  H.  Seixas 
U.S.  Printing  Ink  Corp. 

Steven  T.  Soulos 
Hartford  (Conn.)  Courant 

W.  W.  Southam 
Southam  Newspapers 
Toronto. 

Vernon  R.  Spitaleri 
Sta-Hi  Corporation 
Whittier,  C^if. 

Donald  L.  Stevens  ' 

Bureau  of  Advertising 

A.  W.  Stuck 

Gilman,  NIcoll  &  Ruthman 
Now  York 

O.  O.  Summers 
Peoria  (Ill.)  Journal  Star 

EDITOR  Be  PU 


William  J.  Schmitt 
Moloney,  Regan  &  Schmitt 

Adolph  Schuetz 
Sterling  Engraving  Co. 

New  York 

(Jharles  E.  Sevigny 

F'all  River  (Mass.)  Herald  News 

T 

Leonard  D.  Taylor 
J.  Walter  Thompson  Co. 

John  G.  Trezevant 
Chicago  Sun-’Times 

Eugene  A.  Trombley 
Campbell-Ewald  Co. 

Detroit. 

Jack  Turner 
Prismatic  Engraving  Co. 

New  York 

W 

Ralph  Watt., 

Stokely-Van  Camp  Inc. 
Indianapolis 

William  G.  Weinrich 
Worcester  (Mass.)  Telegram  and 
( lazette 

Sid  Weiskittcl 
Toledo  (Ohio)  Blade 

Clifford  Wenthur 
Milwaukee  (Wis.)  Journal 

William  Westerman 
Milwaukee  (Wis.)  Journal 

Henry  White 
Conde  Nast  Engravers 
Greenwich,  Conn. 

John  G.  Williams 
Standard  Rate  &  Data  Service 
Evanston.  III. 

Frederick  J.  Winter 
Northern  Electrotype  Co. 
Detroit 

James  Wood 
Montreal  Gazette 

John  Wolter 

King  Features  Syndicate 

New  York 

Z 

Donald  H.  Zarle 

Akron  (Ohio)  Beacon  Journal 


Keller  Promoted 


To  Publisher 

Henry  H.  Keller,  business 
manager  of  the  morning  Syro- 
ciise  Post-Standard  since  1948. 
has  been  appointed  publisher  by 
S.  I.  Newhouse,  owner  of  the 
Syracuse  newspapers. 

He  succeeds  Stephen  Rogers, 
who  was  made  publisher  of  the 
evening  Herald- Journal  ano 
Sunday  Herald- American  ^ 
July  10.  Mr.  Rogers  succeeded 
E.  A.  O’Hara,  who  retired. 

Mr.  Keller  was  bom  in  Ne» 
York  state  56  years  ago  aiK* 
was  graduated  from  the  Univer¬ 
sity  of  Pennsylvania’s  Whartw 
School  of  Business.  He  worked 
for  Nation’s  business  magaziw 
two  years  before  joining  ^e 
Post-Standard  ad  staff  in  192»’ 
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CHEMCO  OLYMPIAN  ROLL  FILM  CAMERA-  this  unique  and  ver- 
satile  camera  combines  the  speed  and  economy  of  roll  him  operation 
with  the  precision  and  accuracy  necessary  for  hne  newspaper  ROP 


color  work.  The  Chemco  Olympian  camera  holds  four  rolls  of  him 


up  to  30"  wide  and  features  a  3H4"  circular  screen,  horizontal  and 
vertical  lens  board  movement  and  an  oscillating  transparency  holder. 
A  new  three  point  register  system  assures  perfect  register  of  the  most 
delicate  color  work. 

DOW-CHEMCO  POWDERLESS  ETCHING  MACHINE-  Chemco 
is  the  original  manufacturer  of  powderless  etching  machines  under 
license  by  the  Dow  Chemical  Company.  The  Dow-Chemco  powder¬ 
less  etching  machine  has  proven  ideal  for  producing  newspaper  line, 
halftone  and  combination  engravings  on  zinc  and  magnesium  by  fast, 
high  quality  powderless  etching  methods.  Backed  by  Chemco’s  help¬ 
ful  service,  the  Dow-Chemco  is  the  hnest  etcher  developed  for  the 
powderless  etching  process. 


Chemco  is  the  ideal  source  for  all  your  ROP  color  platemaking  require¬ 
ments.  Our  34  years  of  experience,  devoted  solely  to  the  needs  of  photo¬ 
mechanical  reproduction,  provides  a  unique  background  covering  all 
phases — equipment,  film  and  chemicals.  You  can  rely  on  Chemco  for  the 
establishment  and  maintenance  of  a  practical  and  efficient  ROP  color 
platemaking  operation. 


CHEMCO  PHOTOPRODUCTS  CO.,  INC. 

Main  Office  and  Plant — Glen  Cove,  N.  Y. 

Atlanta  Boston  Chicago  Dallas 

Detroit  New  Orleans  New  York 
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‘Miss  America’  Neatly 
Wrapped  in  Protocol 

By  Qaire  Cox 

United  Press  International 

Writun  specially  for  E  &  P  many,  including  a  ban  on  candid 

Atlantic  City  N.  J.  The  meeting  lasted  for 

Miss  America  received  cover-  ^oyrs.  Finally,  they  emerged 
age  fit  for  a  queen  last  week.  triumphant. 

A  eomQ  nf  300  in  400  An  interview  had  been  set  up 


age  fit  for  a  queen  last  week.  tnumpnani. 

A  press  corps  of  300  to  400  ^  An  interview  had  been  set  up 
covered  the  31st  Miss  America  a  few  hours  later  with  the 
Pageant.  There  were  times  -  ii.  • 


when  the  number  of  reporters, 
photographers  and  others  as- 


When  it  came  time  for  the  in¬ 
terview,  the  head  hostess,  Mrs. 


signed  to  the  event  outnumbered  M.  Alton,  was  on  hand, 

the  contestants  by  at  least  six  escorted  this  reporter  and 

Qjjg  the  two  girls  to  a  comer  in  the 

And  it  was  a  tossup  which  hotel  room  where  all  the  con- 
worked  harder  —  the  press  or  testants  were^  assembling  and 


the  52  contestants.  The  girls  fol- 


surprisingly,  withdrew. 


lowed  a  back-breaking  schedule  leaving  the  girls  to  speak  freely 
that  had  their  mothers  worried  ^  ^  reporter  without  any  super- 


and  left  reporters  panting.  vision  by  a  hostess. 

^ng  after  the  girls  had  gone  Hostesses  Always  There 
to  bed,  the  press  corps  still  was 

turning  out  stories.  Because  the  girls  are  required 

A  number  of  papers  sent  their  to  work  hard  during  the  pag- 
own  correspondents  and  some  eant,  as  well  as  to  compete  for 
doubled  as  chaperones  and  re-  the  Miss  America  Crown  and 
porters.  the  approximately  $100,000  in 


Up  to  High  Command 


the  approximately  $100,000  in 
cash  and  prizes  that  goes  with 
it,  pageant  officials  protected 


As  an  example  of  what  was  re-  them  with  a  list  of  strict  ground 
quired  to  get  a  story,  it  took  one  rules. 

entire  day  to  set  up  an  inter-  Under  the  basic  rules  of  the 
view  with  Miss  Iowa,  Joanne  pageant  each  year,  the  Atlantic 


Lucille  Mac  Donald,  and  Miss 


committee 


California,  Sandra  Lee  Jen-  complete  charge  of  all  activities, 
nings,  about  a  report  that  they  interviews,  pictures,  recordings, 
both  had  the  same  Air  Force  etc.,  of  all  the  contestants.  Each 


cadet  for  a  boy  friend. 


hostess  is  in  charge  of  two  con- 


It  all  started  in  the  morning,  testants,  and  she  is  with  them  reporter,  the  photogr, 

when  all  the  girls  were  being  all  the  time  when  they  are  not  BUTTERED  UP— John  D.  Badwey  ag’jde  for  30  minub 

photographed  on  the  beach,  with  the  chaperones  that  ac-  l^j**P*d**  Times-Herald  reporters  intervif 

First  Miss  Iowa’s  hostess  was  company  them  from  home.  holds  f he  Burnt  Toast  plaque  given  Miss  America  befo 

asked  to  bring  her  girl  to  one  NO  interviews  or  pictures  are  ment^wLS  cllb^fT  cameras  started  clicking. 


PRESS  AWARD  WINNER— Governor  Goodwin  J.  Knight  {lahl  r 
California  presents  the  State  Fair  award  to  Harry  Lawton  of  the  RiW' 
side  Press-Enterprise  for  a  series  on  "Tijuana,  Sodom  of  the  Sovtli.' 


lems.  The  girls  stayed  at  a  totil 
of  18  different  hotels.  Not  be¬ 
ing  able  to  talk  to  them  by  tele¬ 
phone  often  meant  long  treks 
up  and  down  the  Boardwalk  to 
visit  them  in  person  in  their 
rooms. 

Otherwise,  reporters  were  re¬ 
quired  to  take  a  chance  on  Ulk- 
ing  to  the  girls  at  conventi  r, 
hall  when  they  were  not  05 
stage.  Sometimes  it  was  nece.- 
sary  to  wait  around  for  an  hoar 
or  more  just  to  ask  a  girl  whil 
her  father  did  for  a  living* 
whether  she  was  having  a  gtw 
time. 

There  was  much  coopratia 
all  through  the  week  betwsi 
reporters  and  photographed 

and  the  contest  ended  on  » 

unique  note. 

For  the  first  time  in  tb? 
memory  of  the  most  sea®:?: 
.  J  reporter,  the  photographers 

“UTTERED  UP-^ohn  D.  Badwey  30  ^^inutes  ani 

of  the  Dallas  (TeK.)  Times-Herald  i  .  _i.  •  tVn: 

hold*  Ihe  Burnt  Toaif  plaque  given  ^^t  the  reporters  inter^ew  U 
him  by  the  Industrial  Manage-  new  Miss  America  More  tS. 


side  for  a  question  or  two.  Some  permitted  unless  a  local  hostess 
30  minutes  later.  Miss  Iowa  was  is  present.  No  telephone  inter- 
produced.  She  would  not  confirm  views  are  allowed  at  any  time, 
the  report,  but  she  would  not  whether  a  hostess  is  present  or 


"down-to-earth  style  of  writing  . , 


A  few  of  the  reporters  coo. 


deny  it  either. 


not.  No  interviews  or  pictures 


Then  the  same  protocol  was  are  allowed  if  they  conflict  with 
followed  with  Miss  California’s  the  working  schedule  of  the  con- 
hostess.  When  Miss  California  testants. 

was  asked  the  key  question,  she  Accredited  publicity  men  and 
was  on  the  verge  of  replying  photographers  covering  contest- 
when  her  hostess  cut  the  con-  ants  from  their  home  states  may 
versation  short  and  took  her  girl  interview  and  photograph  their 
back  to  the  picture-taking  ses-  contestants  any  time  they 
sion,  accompanied  by  an  At-  choose,  as  long  as  the  hostesses 


lantic  City  policeman. 

This  reporter  then  went  to 


are  present. 

Girls  may  be  photographed 


the  publicity  man.  Mall  Dodson,  and  interviewed  in  convention 
and  told  him  of  the  situation,  hall  during  rehearsal  breaks,  at 
He  agreed  that  it  was  a  good  their  hotels  or  anywhere  by  ap- 
story,  if  true,  particularly  since  pointment  with  hostesses. 


the  girls  had  become  quite 
friendly  as  a  result  of  discover- 


But  under  NO  condition  may 
a  man  —  a  relative  or  newspa- 


ing  they  had  the  same  boy  per  man  —  enter  a  girl’s  hotel 
friend.  room.  That  makes  it  much  easier 

Mr.  Dodson  went  to  a  meeting  for  a  woman  to  cover  the  con- 
of  pageant  officials  to  discuss  test,  for  a  woman  reporter  may 
some  of  the  photographers’  cov-  go  to  a  girl’s  room  for  a  story, 
erage  problems — and  there  were  as  long  as  the  hostess  is  there. 


and  ability  to  probe  each  new*  not  refrain,  however,  from  SJ- 
story  to  the  core."  jng  “just  one  more  questiWi 

.  “just  one  more  question," 

,  ,  way  photographers  ask  for 

The  rules  bar  reporters  or  picture,”  when 

photographers  from  the  stage, 
from  the  back  stage  area  and  ‘  , 

even  from  the  corridor  leading 

to  the  dressing  room,  until  a  Diners’  Club  Sets 
performance  is  over  Only  host-  Newspaper  Campaign 
esses  are  supposed  to  enter  the  r  r 

dressing  room.  The  Diners’  Club  will 

Questions  for  recording  by  a  full-page  nationwide 
long  distance  telephone  or  live  paper  advertising 
broacast  must  be  submitted  to  built  around  the  theme  0: 
a  girl’s  hostess  in  advance  for  The  Diners’  Club.”  ^ 

clearance.  Hostesses  discontinue  The  ad  will  appear  in 
any  interview  that  appears  to  cities  on  the  back  page  and 
distress  a  contestant  or  “reflects  cover  key  markets  all  over  - 
upon  her  family,  her  personal  U.S.  . 

integrity,  or  moral  conduct.”  Most  imimrtant  feature  m 

NO  members  of  the  press  are  ad  via  Cole,  Fisher  &  Rogow 
allowed  to  attend  the  coronation  be  the  emphasizing  of  the 
ball  after  the  finale  on  Satur-  billing  feature  which  means 
day  night.  a  member  gets  one  monthly  ‘ 

Coverage  of  the  contestants  for  all  his  charges,  no 
therefore  posed  certain  prob-  how  many  charges  he  maM*- 
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"Across  a  narrow 


neck  of  water 
stand  the  big  Red 
guns  now  bombard* 
ing  the 

Quemoy  Islands 
for  the  12th 
consecutive  day..." 


UPI  correspondent  Charles  Smith,  in  dugout,  swaps  trop¬ 


ical  headgear  for  helmet  during  Red  artillery  barrage. 


(VPl  Radiotelephoto  from  Manshan,  Quemoy) 
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So  cabled  UPI’s  Charles 
Smith  in  his  vivid  eyewitness 
dispatch  from  Big  Quemoy  on 
Sept.  3  as  Chinese  Communist 
artillery  pounded  the  Nation¬ 
alist-held  island. 

He  was  the  only  American 
press  association  reporter  at 
the  scene. 

When  the  “hot  war”  erupted 
in  the  Formosa  Strait,  UPI 
moved  big  by-liners  into  the 
action. 

The  result:  dramatic,  exclu¬ 
sive  reporting  from  the  scene 
-a  big  one  covered  as  only 
UPI  covers  them. 


nited 
P  ress 

T  ntemationa,! 


A  UPI  MAN  IS  AT  THE  SCENE 


BoA  Unveils 
Food-Geared 
Sales  Pitch 

Chicago 

“Better  Meals  Make  Better 
Families”  is  the  theme  of  the 
Bureau,  of  Advertising’s  Pro¬ 
jected  “total  selling”  of  the 
newspaper  as  a  food  advertising 
medium  in  1959,  it  was  revealed 
here  by  Bureau  officials. 

The  food  presentation  was 
made  by  Charles  T.  Lipscomb, 
Jr.,  President,  and  Edward  A, 
Falasca,  creative  vicepresident, 
at  the  National  Food  Conference 
meeting  here  this  week.  The 
Bureau’s  program  is  geared  to 
provide  the  proper  selling  tools 
for  newspapers  at  both  the  na¬ 
tional  and  local  levels,  covering 
food  manufacturers  and  retail 
food  outlets. 

A  preview  of  the  food  presen¬ 
tation  given  on  Tuesday  (Sept. 
9)  to  the  National  Food  con¬ 
ference,  comprising  such  groups 
as  American  Meat  Institute. 
American  Dairy  Association  and 
Super  Market  Institute,  was 
presented  to  a  record  attend¬ 
ance  of  more  than  150  members 
of  the  Chicago  Chapter,  Ameri¬ 
can  Association  of  Newspaper 
Representatives  by  Messers 
Lipscomb  and  Falasca. 

Pegged  around  the  successful 
“You  Auto  Buy  Now”  newspaper 
promotion  last  spring  by  324 
dailies  in  274  markets,  the  food 
presentation  is  designed  to  show 
how  newspapers  can  be  of 
greater  service  to  the  food  in¬ 
dustry,  make  food  front-page 
news,  present  a  multi-prc^uct 
story,  show  benefits  for  the  con¬ 
sumer,  reflect  attitudes  of  the 
local  community,  offer  “better 
meals”  contests,  and  dramatize 
to  the  entire  food  industry  that 
“the  newspaper  is  the  one  true 
national  advertising  medium.” 

Food  is  one  of  the  initial  tar¬ 
gets  of  the  Bureau’s  “total  sell¬ 
ing”  attack  in  1959,  Mr.  Lips¬ 
comb  told  AANR  members. 
Others  will  be  automotive  and 
appliance  classifications.  He  out¬ 
lined  the  unity  behind  the  “total 
selling”  program,  which  will 
embrace  all  newspaper  selling 
organizations  in  one  unified 
effort. 


Kings  Men  in  ROP 

Kings  Men  toiletries  will  be 
splashed  across  the  country  this 
Christmas  in  ROP  color  ads.  In 
addition  to  Parade  magazine, 
the  ad  will  appear  in  newspapers 
in  49  key  cities. 


CHALLENGING — Ingraham  Read,  former  publisher,  now  vicepresidenf 
of  Moloney,  Regan  &  Schmitt,  Inc.,  gives  the  Pacific  Newspaper 
Mechanical  Conference  the  representatives'  view  of  the  new  challenges 
(such  as  ROP  color)  facing  the  business  today.  (See  story  on  Page  20). 


Murder  Suspect 
Scoop  On  a  Tip 

Acting  on  a  tip  supplied  by 
its  TV  columnist  Jack  O’Brian, 
the  New  York  Journal- Ameri¬ 
can  had  a  beat  for  a  couple  of 
editions  Wednesday  on  the  re¬ 
port  that  8-year-old  Melvin 
Nimer  was  a  suspect  in  the 
murder  of  his  parents. 

Mr.  O’Brian  advised  the  city 
desk  that  the  boy  had  been  sub¬ 
jected  to  psychiatric  examina¬ 
tion  and  that  this  indicated  he 
was  capable  of  an  act  of  vio¬ 
lence.  Journal-American  report¬ 
ers  obtained  corroboration  from 
the  Staten  Island  prosecutor  in 
time  for  a  first  (9  a.m.)  edition 
story. 

A  Joumal-American  spokes¬ 
man  denied  that  it  was  guilty, 
as  charged  by  another  news¬ 
paper,  of  violating  a  confidence 
with  police  officials.  He  said 
there  had  not  been  any  under¬ 
standing  or  agreement  with 
newspapers  to  withhold  a  story 
that  the  boy  had  undergone 
psychiatric  examination. 

District  Attorney  John  N. 
Braisted  credited  the  J-A  with 
being  the  first  newspaper  to  ask 
him  if  the  boy  was  a  suspect. 

• 

Hunter’s  Guide 

Chicago 

The  Chicago  American  will 
publish  its  first  annual  Hunter’s 


Joumal'American 
Issues  Jersey  Section 

With  eight  column  top-of-page 
play  to  ‘An  Exclusive  Peek  At 
Jersey’s  Future,”  written  by 
Governor  Robert  B.  Meyner  for 
the  occasion,  the  New  York 
Journal  American  inaugurated 
a  New  Jersey  section  on  Sun¬ 
day,  Sept.  7. 


Store  Fails 
In  Suit  Over 
Unprinted  Ad 

Deniq 

A  local  department  storeV 
damage  suit  against  the  Roekf 
Mountain  News  for  failure  to 
publish  an  advertisement  was 
dismissed  in  District  Court  Sept 
4  by  a  directed  verdict. 

The  unusual  case,  believed  b 
be  the  first  attempet  by  a  ston 
to  set  a  monetary  value  on  i 
newspaper  advertisement,  m 
slated  to  establish  a  precedent 

In  a  suit  filed  Dec.  27,  19Si, 
the  operator  of  Smith’s  Depart¬ 
ment  Store  charged  the  Ne?! 
with  “negligence”  in  failing  te 
publish  the  store’s  advertis- 
ment  for  Dec.  9. 

In  the  suit  the  store  operator, 
Louis  E.  Smith,  stated  that  he 
had  been  advertising  rt-julirly 
elsewhere  when  a  Rocky  Mona-j 
tain  News  salesman  solicited 
advertising  “on  several 
sions”  and  “maintained  the 
plaintiff  would  be  wise  to  adver¬ 
tise  in  the  News.” 

As  a  result  of  the  solicit3tlfl8,| 
the  suit  went  on.  Smith  madel 
arrangements  to  use  space  al 
Dec.  9  stating  that  the  stosj 
would  be  open  on  that  day-4 
Sunday. 

The  store’s  suit  said  “the  sd- 


The  section  will  be  distributed 

.  —  .X  lie  oiA/xe  o  ouiu  oc»a\x  V4«v 

vertising  proofs  were  ap  proud 
by  the  plaintiff  and  defendat 


addition  to  the  regular  Sunday 
newspaper.  For  the  debut,  there 
were  12  pages  devoted  exclu¬ 
sively  to  news,  photos,  feature 
columns  and  advertising  of  in¬ 
terest  to  residents  of  the  Garden 
State’s  14  counties  and  adjoin¬ 
ing  Rockland  County,  N.Y. 

The  Sunday  Journal- Ameri-  place  «f| 

can  has  had  a  circulation  of 
more  than  200,000  in  New 
Jersey. 


(News)  and  extra  sale-speopte 
were  hired  for  Dec.  9  by  the 
plaintiff.” 

“The  public  had  no  way 
knowing  that  plaintiff’s  place  d 
business  was  to  be  open  on  Det- 
9,  and  consequently,  no  custofi- 


Voler  Editor 

Hartford,  Conn. 

E.  Malcolm  Stannard,  on  the 
city  staff  of  the  Hartford  Times, 
has  been  named  the  Gannett 
daily’s  Informed  Voter  Editor 
and  will  supervise  preparation 
of  upwards  of  two  to  four  col¬ 
umns  daily  concerned  with  elec¬ 
tion  highlights  until  Nov.  4. 

• 

Press  Dean  Retires 


business  on  that  day. 

“As  the  sole  and  proximito 
result  of  defendant’s  negligence, 
plaintiff  suffered  pecuniary  lo* 
of  business,  profits  and  addi¬ 
tional  expenses  in  the  amount  ol 
$3,925  and  was  further  dam¬ 
aged  in  the  amount  of  $2,000  for 
mental  anguish  and  nervous 
anxiety. 

Attorneys  for  the  store 
claimed  a  breach  of  contnd 
when  the  suit  came  before  tin 
court.  The  Rocky  Mountain 
News  attorneys  pointed  out  tha 
this  advertisement  along  witl 
several  others  had  been  forcec 
out  of  that  issue  by  lack  of 
space. 

After  the  store’s  attorney* 


Cleveland 

The  dean  of  pressmen  at  the  _  _  _ 

Guide  on  Sunday,  Sept.  28.  The  Cleveland  Press,  Al  Reimer,  is  rested  their  case.  District  Jodg* 
supplement  will  carry  advice  for  retiring  after  48  years  with  the  H.  Joe  Rawlinson  directed  tht 


sportsmen,  including  Midwestern 
hunting  regulations,  game  limits, 
license  requirements,  legal  fowl 
and  game  haunts  and  shooting 
preserve  limits. 


paper.  Recently,  he  was  honored 
for  his  work  by  his  sons,  Al 
Reimer,  Jr.,  and  Wayne  Reimer, 
who  also  work,  side  by  side,  with 
their  father  in  the  pressroom. 


dismissal.  He  ruled  that  the 
store  had  failed  to  prove  th^ 
was  either  a  contract  in  cs®' 
ance  or  that  it  had  suffered 
damage. 
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MORE  AND  MORE  DAILIES  ARE 
TURNING  TO  BINGHAM  ROP 


Find  NEW  Bingham-developed  roll  assures  revenue-building  R.O.P.  color  results 


Chicago  •  Atlanta  •  Cincinnati  •  Cleveland  •  Dee  Moines  •  Detroit  •  Houston  •  Indianapolis  •  Kalamazoo  •  Kansas  City  •  Milwaukee  •  Minneapolis  •  Nashville 

Oklahoma  City  •  Pittsburgh  «  St.  Louis  •  Searcy.  Ark.  •  Springfield,  O. 
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PROVING  BY  PERFORMANCE 


THAT  IT  PRODUCES  THE  FINEST 


IN  R.  O.  P.  COLOR  PRINTING! 


CHECK  THESE  BINGHAM  FEATURES 

Specially  designed  to  handle  today’s  heavier-pigmented  inks  • 
Double  tensile  strength  •  Five  times  greater  heat,  oil,  abrasion  resis¬ 
tance  •  Finer  texture  •  Flame-resistant  •  Easier  grinding  •  Improved 
compression-setting  stability  •  Finer  No-Pak  mat  printing 


BINGHAM  ROLLERS 
ARE  ON  MORE  PRESSES 
THAN  ANY  OTHER  KINO 
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Whitney  Pays 
Visit  to  HT; 
Trio  Named 


A  three-man  executive  com- 
mitte  was  named  by  the  board 
of  directors  of  the  New  York 
Herald  Tribune  on  Sept.  10  to 
represent  John  Hay  Whitney, 
the  new  majority  stockholder, 
while  he  continues  as  ambassa¬ 
dor  to  Great  Britain. 

The  three  members  are:  Og¬ 
den  R.  Reid,  president  and  edi¬ 
tor,  who  will  be  chief  executive 
officer;  Samuel  C.  Park,  presi¬ 
dent  of  Plymouth  Rock  Publica¬ 
tions;  and  Howard  Brundage, 
vicepresident,  secretary  -  trea¬ 
surer  of  Plymouth  Rock,  who 
will  be  chairman. 

Plymouth  Rock  Publications 
is  a  holding  company  created  by 
Mr.  Whitney  for  his  interests  in 
the  Herald  Tribune,  Parade 
magazine  and  other  journalistic 
enterprises  which  he  may  ac¬ 
quire. 

The  ambassador  spent  seven 
hours  in  a  visit  to  the  Herald 
Tribune  plant  on  Monday.  Ear¬ 
lier  he  went  to  the  headquarters 
office  of  Parade  and  had  lunch 
at  the  Canadian  Club  with 
Arthur  H.  (Red)  Motley,  presi¬ 
dent  of  Parade.  During  their 
session  he  received  word  from  a 
newspaper  publisher  that  he 
had  decided  to  add  Parade,  mak¬ 
ing  him  No.  62  on  the  list  of 
distributing  newspapers.  The 
name  of  the  paper  will  be  an¬ 
nounced  later. 

Mr.  Whitney  came  to  New 
York  last  week  to  confer  with 
his  associates  and  some  people 
in  the  newspaper  business  who 
might  help  him  to  evaluate  the 
Herald  Tribune’s  course.  He 
went  to  Newport,  R.I.  with  Wil¬ 
liam  E.  Robinson,  president  of 
Coca  Cola  Company,  a  former 
executive  vicepresident  of  the 
Herald  Tribune,  and  there  they 
played  golf  with  President 
Eisenhower. 

The  Ambassador  left  by  pri¬ 
vate  airplane  for  Washington, 
where  he  spent  Wednesday  and 
Thursday.  He  was  planning 
to  return  to  London  Saturday. 

Mr.  Reid  was  host  at  a  lunch¬ 
eon  Monday  in  the  executive 
dining  room  at  the  Herald  Trib¬ 
une  plant.  Attending  were  six 
executives  of  the  daily,  Mr.  Park 
and  Mr.  Brundage. 

From  2  to  4  P.M.,  the  Ambas¬ 
sador  visited  with  department 
heads  and  personnel.  After  din¬ 
ner  he  returned  to  the  plant  to 
see  the  paper  put  to  bed.  He 
left  at  9:45  P.M.,  after  the  first 
edition  had  been  printed. 

The  54  year  old  Ambassador, 


kitchens  and  the  Home  Institute 
where  he  met  Clementine  Pad- 
delford  and  Eugenia  Sheppard 
were  taken  in  stride. 

There  was  no  need  to  intro¬ 
duce  Bob  Cooke,  sports  editor. 
Mr.  Cooke,  then  Lt.  Cooke  and 
a  B-26  bomber  pilot,  had  served 
13  months  in  the  Mediterranean 
Theatre  with  the  then  Col.  Whit¬ 
ney  at  Casserta,  Italy.  Some 
pleasantries  passed  about  jock¬ 
eys  riding  at  Belmont  that  after¬ 
noon.  Mr.  Whitney  owns  Green- 
tree  Stables. 

In  the  composing  room  Tony 
Murphy  recalled  an  amusing  in¬ 
cident  connected  with  the  Whit¬ 
ney  family,  and  the  race  tracks. 

“I  knew  your  father  and 
mother,”  Tony  said,  when  intro¬ 
duced.  ‘‘Your  mother  especially," 
he  added.  “She  dropped  her  bi¬ 
noculars  on  my  head  and  raised 
quite  a  knob  there  at  a  race  s 
long  time  ago.” 

Autographed  Book 

Nat  Fein  autographed  a  copy 
of  his  book  of  animal  pictures 
“Nat  Fein’s  Animals,”  whid 
Mr.  Whitney  carried  with  him 
as  he  continued  the  tour.  Other 
staff  photographers  introduced 
to  the  Ambassador  by  Ben  Price, 
department  head,  were  Ira  Ros- 
.  . .  .  .  ,  enberg,  James  Kavallines,  Jo- 

HEREDITARY  INTERp-Ogden  R  Reid.  left,  pres.dent-^rfor  of  the  Engles,  Ted  Kell,  Don  Rice, 

New  York  Herald  Tribune,  inifiafes  Ambassador  John  Hay  Whitney,  who  , 

now  owns  controlling  interest  in  the  paper,  in  the  Mystic  Order  of  a  v,  .r  >  t  u  "wvf  1 
Makeup  on  Page  One.  Both  Reid  and  Whitney  families  have  historic  ^  ^s  head  of  J.  H.  Whitney  * 
association  with  the  Herald  Tribune.  Ambassador  was  quite 

at  home  in  the  financial  depart¬ 
ment,  where  Don  Rogers,  finan- 

who  stands  6  feet  tall  and  dent;  A.  V.  Miller,  secretary-  cial  editor,  introduced  him  to 
weighs  about  175  pounds,  ap-  treasurer;  Barney  G.  Cameron,  staff  writers, 
peared  keenly  interested  in  the  vicepresident;  George  Cornish,  Visiting  William  J.  Miller, 
operation  of  the  paper.  He  asked  executive  editor;  Lester  Zwick,  chief  editorial  writer,  he  was 
many  questions  and  pored  over  circulation  director;  and  John  shown  the  office  of  the  late 
business  records.  D.  Thees,  advertising  director.  Ogden  R.  Reid,  Sr. 

John  Reagan  “Tex”  McCrary,  Mr.  Cornish  made  the  intro-  “I’ve  just  come  from  the  city 


business  records. 

John  Reagan  “Tex”  McCrary, 


Ogden  R.  Reid,  Sr. 

“I’ve  just  come  from  the  city 


Jr.,  president  of  Tex  McCrary  ductions  of  the  visitor  in  the  room,”  Mr.  Whitney  commen^, 
&  Associates,  public  relations  city  room,  where  Mr.  Whitney  “where  Khruschchev  is  causing 
counsel,  one  of  whose  clients  is  spent  more  than  half  an  hour,  a  lot  of  excitement  for  editorial 
the  Herald  Tribune,  was  not  At  the  desk  of  Luke  Carroll,  rationalization.” 
among  those  in  the  party  mak-  who  is  national  news  editor,  for-  Mr.  Miller  introduced  him  to 
ing  the  plant  tour.  Efforts  were  eign  editor  and  city  editor,  Mr.  L.  L.  Engelking,  Herbert  Kup 
made  to  keep  the  visit  quiet.  Mr.  Whitney  a.sked  about  news  from  ferberg,  and  William  K.  Zinsser, 
McCrary  told  E  &  P  his  main  Quemoy.  Mr.  Carroll  handed  editorial  writers, 

role  had  been  bringing  the  Am-  him  a  sheet  hot  from  the  wire  The  classified  ad  department 
bassador  and  Mr.  ^id  together  with  news  from  the  H-T  corre-  under  Daniel  L.  Lionel,  was 
some  time  ago.  spondent,  Walter  Briggs,  stating  humming  with  activity  as  the 

“The  preacher  does  not  cus-  bombing  had  resumed-  Ambassador  entered.  Switch- 

tomarily  live  with  the  bride  and  When  Jack  W.  Johnstone,  board  lights  were  coming  on 
groom,”  he  said.  “Or  to  put  it  garden  editor,  asked  if  he  was  and  ads  were  being  taken  by  the 
another  way,  I  might  be  de-  interested  in  gardening,  Mr.  30  girls,  who  were  thrilled  with 
scribed  as  a  catalytic  agent,  and  Whitney  said  he  used  to  be,  but  the  brief  interruption  by  a  VIP- 
nothing  happens  to  the  catalyst  was  so  busy  now  he  had  to  leave  Mr.  Whitney  examined  with 
after  bringing  two  properties  all  that  pleasure  to  his  wife.  interest  the  sales  performanc* 
together.”  Mr.  Whitney  had  a  smile  for  charts  and  expressed  surpri* 

A  .  .  ,  rr  Emma  Bugbee,  staff  writer,  who  that  80%  of  New  York  advertis- 

s  or  8  our  covered  many  of  his  philan-  ing  of  this  kind  is  in  the  com- 

The  Ambassador  shook  hands  thropic  enterprises.  The  library,  mercial  category, 
with  about  400  Herald  Tribune  which  he  was  shown  by  Bob  After  seeing  the  paper  go  to 
employees  and  exchange  pleas-  Grayson,  librarian,  interested  press  and  reading  the  front  pag* 
antries  with  many  of  them.  At  and  he  took  some  time  look-  ©f  the  first  copy  to  roll  out,  Mr- 
Mr.  Reid’s  luncheon  he  spent  inST  over  the  collection  of  clip-  Whitney  visited  the  loading 
considerable  time  discussing  the  pings.  dock,  and  then  returned  to  th« 

newspaper  business  with  Frank  The  change  from  the  dty  city  room  for  a  final  check  of 
L.  Taylor,  executive  vicepresi-  room  to  the  Herald  Tribune  late  news. 
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Harte-Hanks 
Anti-Trust 
Charges  Made 

Dallas,  Tex. 

Federal  grand  jurors  have 
indicted  three  companies  and 
three  individuals  engaged  in 
publication  of  the  Greenville 
Benld-Banner  on  charges  (rf 
violating  the  Sheimian  anti¬ 
trust  act. 

Those  indicted  include: 

Harte  -  Hanks  Newspapers, 
Inc.,  of  Abilene;  the  Herald- 
Batmer  Publishing  Company  of 
Greenville;  Harte,  Hanks  & 
Company,  a  partnership  of 
Abilene;  Houston  Harte  of  San 
Angelo;  Millard  Cope  of  Mar¬ 
shall,  and  Bruce  Meador  of 
Abilene. 


107  Times-Star 
Workers  Placed 

Cincinnati 

Dickson  Baldridge,  acting 
chairman  of  the  now  disbanded 
Times-Star  Employment  Coun¬ 
cil,  reported  that  in  the  last  six 
weeks  it  helped  107  former  em¬ 
ployees  of  that  paper  to  find 
work. 

Among  the  latest  to  leave  the 
“at  liberty”  class  is  James  P. 
Rosemond,  assistant  to  the 
Times-Star  publisher.  Mr.  Rose¬ 
mond  is  handling  promotion  for 
the  proposed  Ohio  Right-to- 
Work  law.  Mike  Nauer,  out¬ 
doors  editor,  has  been  hired  by 
the  local  Teamsters  Union  to 
write  publicity  opposing  the 
statute. 

George  P.  Stimson,  T-S  as¬ 


sociate  editor,  is  doing  public 
relations  and  helping  get  out 
the  Union  Central  Life  Insur¬ 
ance  Co.  house  organ.  Bernard 
Boer,  financial  editor,  is  with 
the  Western  Hills  Press  which 
publishes  several  weeklies. 

Wilmer  (Bill)  Carmichael, 
“Dean”  of  the  police  press  room, 
48  years  a  reporter,  has  joined 
the  Poat-TimesStar  staff.  He  is 
Mayor  of  Silverton. 

Joseph  H.  Dressman,  assist¬ 
ant  T-S  managing  editor,  is  the 
new  city  manager  of  Covington, 
Ky.  He  is  a  native  of  that  town. 
• 

Barnes  Quits  BoA 

Frant  T.  Barnes  has  resigned 
as  business  manager  of  the 
Bureau  of  Advertising,  ANPA, 
to  join  the  New  York  sales  of¬ 
fice  of  St.  Croix  Paper  Co.  He 
joined  the  Bureau  in  March, 
1953. 


Houston  Chronicle 
Sets  Discounted  Rate 

Houston,  Texas 

The  Houston  Chronicle  has 
established  a  discounted  rate 
structure  based  on  volume  of 
advertising  for  its  national  ad¬ 
vertisers. 

M.  J.  Butler,  Chronicle  busi¬ 
ness  manager,  pointed  out  that 
the  Chronicle  is  “the  first  Texas 
riewspapei*  to  provide  its  adver¬ 
tisers  with  the  opportunity  to 
sign  a  contract  based  on  an 
anticipated  linage  schedule  for 
the  year.” 

Mr.  Butler  said  that  just  as 
significant  was  the  Chronicle’s 
revision  of  its  color  premium 
charges.  With  this  change,  the 
Chronicle  goes  from  a  fiexible 
color  rate,  depending  on  the  size 
of  the  color  ad,  to  a  one-rate 
color  charge.  This  represents  a 
savings  to  advertisers. 
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Two  Newspapers  | 

The  indictment  alleged  that  ^ 
prior  to  October,  1956,  two  ' 
newspapers — the  morning  Her-  i 
aid  and  the  Greenville  Banner  ; 
(afternoon)  —  had  been  pub¬ 
lished  and  distributed  in  the  ' 
Greenville  area.  The  indictment  i 
charged  that  the  defendants  I 
who  have  controlled  and  oper-  | 
ated  the  Banner  since  1954,  con-  ! 
spired  to  eliminate  the  Herald,  j 
Elimination  of  Herald  compe¬ 
tition  came  about,  the  indict¬ 
ment  said,  by: 

1.  Intentionally  opei-ating  the 
Banner  at  a  loss,  utilizing 
revenues  from  other  Harte- 
Hanks  newspapers  to  finance 
such  losses. 

2.  Lowering  subscription  rates 
for  homes  and  mail  delivery  of 
the  Banner. 

3.  Distributing  copies  of  the 
Banner  free  of  charge. 

4.  Reducing  the  display  and 
classified  advertising  rates  of 
the  Banner. 

5.  Increasing  the  Banner’s 
advertising  staff  and  the  num- 
ber  of  pages  published. 

6-  Endeavoring  to  purchase 
»nd  actually  purchasing  the 
Herald. 

7.  Seeking  to  curtail  credit 
■purees  available  to  the  Her¬ 
ald. 

The  companies  and  individu- 
.  *  ^^^■lier  fought  against  the 
. 'ctment,  claiming  they  per- 
®itted  federal  investigators  to 
***  records  only  if  the  records 
y®uld  not  be  used  for  prosecu- 

A  district  judge  upheld  this 
ntention  but  an  appellate 
“rt  reversed  him  and  the  su- 
Prtme  court  declined  to  hear  an 
appeal. 

"Ole  department  of  justice  in¬ 
quiry  began  in  August,  1957. 

Editor  ec  publisher  £« 


for  100%  impact 
with  100%  coverage— 

ILLINOIS  STATE  JOURNAL  AND  REGISTER 

R.O.P.  COLOR! 

The  Illinois  State  Journal  and  Register  offer  you 
maximum  coverage:  100%  in  Sangamon  County 
(Springfield)  and  61.6%  in  the  entire  11-county 
Springfield  market.  What’s  more,  the  Illinois  State 
Journal  and  Register  offer  you  maximum  color 
impact  for  your  advertising:  black  and  1,  2,  or 
3  colors,  brilliantly  reproduced  on  the  Goss 
Headline  Press.  Join  the  many  national 
advertisers  who  have  proved  that  color 
and  coverage  assure  sure-fire  sales  in 
the  capital  and  heart  of  Illinois. 


tale  f  ountal  atth  J^gtsler 

“The  Ring  of  Truth" 

15  “Hometown”  Newspapers  covering  Springfield,  Illinois  —  Northern 
Illinois  —  Greater  Los  Angeles  —  and  San  Diego,  California  ...  Served 
by  the  COPLEY  Washington  Bureau  and  the  COPLEY  News  Service. 

REPRESENTED  NATIONALLY  BY  WEST-HOLLIDAY  CO.,  INC. 
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Gazette  Asks 
Court  to  Help 
School  Board 

Little  Rock,  Ark. 

An  editorial  urging  the  Su¬ 
preme  Court  to  modify  its  de- 
segregration  order  is  consistent 
with  the  stand  the  Arkansas 
Gazette  has  taken  in  the  past, 
Editor  Harry  S.  Ashmore  said 
this  week. 

“Like  all  Southerners  caught 
now  in  the  rising  conflict  be¬ 
tween  the  state  and  federal  au¬ 
thority,”  the  Gazette  said,  “we 
hope  the  court  will  find  a  way 
to  take  into  account  the  realities 
of  Southern  public  opinion.” 

The  Gazette  reminded  that  in 
1954  it  had  called  for  a  way 
to  prevent  serious  damage  to 
the  public  school  system. 

“We  have  bent  our  efforts  to 
that  task,”  the  editorial  con¬ 
tinued.  “We  and  those  who  share 
our  view  across  the  South  have 
failed.” 

Present  public  opinion  in  ts 
area,  the  Gazette  said,  favors 
a  ruling  which  would  halt  de¬ 
segregation  in  the  resisting 
states  for  the  foreseeable  future. 

(On  inquiry  from  some  edi¬ 
tors  as  to  whether  the  Gazette’s 
policy  represents  any  deviation 
from  its  stand  last  Fall,  for 
which  it  received  a  Pulitzer 
Prize  and  suffered  loss  of  busi¬ 
ness  in  a  boycott,  E&P  asked 
Mr.  Ashmore  to  comment.) 

Ashmore  Comments 

This  week’s  editorial,  Mr. 
Ashmore  said,  represents  no 
change  in  the  Gazette’s  posi¬ 
tion.  He  elaborated: 

“We  have  consistently  sup¬ 
ported  the  Little  Rock  School 
Board  in  (1)  its  effort  to  volun¬ 
tarily  work  out  a  plan  of  de¬ 
segregation  acceptable  to  the 
community  (2)  its  successful 
defense  of  that  gradual  plan 
in  Federal  Court  against  attack 
by  the  NAACP  (3)  its  effort  to 
put  that  plan  into  effect  last 
Fall  in  compliance  with  federal 
court  orders  (4)  its  request  to 
Judge  Lemley  last  Spring  for 
a  delay  on  the  ground  that  con¬ 
ditions  here  had  become  intoler¬ 
able. 

“It  follows  that  we  would 
support  the  school  board  in  its 
present  pleading  before  the  Su¬ 
preme  Court,  which  is  the  bur¬ 
den  of  our  editoriaL  Our  opposi¬ 
tion  to  Faubus  was  and  is  based 
on  his  effort  to  go  outside  the 
law  to  halt  integration  which 
we  believe  to  have  been  the  pri¬ 
mary  cause  of  disruption  here. 
We  will  continue  to  call  for 
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compliance  with  the  orders  of 
the  court  whatever  the  Supreme 
Court  may  do,  and  continue  to 
urge  all  parties  to  seek  an  or¬ 
derly  solution  within  the  law 
whether  this  involves  continued 
desegregation  or  a  halt  to  it. 

“As  we  said  in  the  editorial 
our  first  purpose  is  and  has 
been  to  protect  the  system  of 
public  education  against  further 
damage;  in  view  of  deterioration 
in  public  opinion  here  over  the 
past  twelve  months  we  can  only 
conclude  that  such  damage  will 
result  from  a  final  showdown 
between  state  and  federal  force.” 
• 

Wire  Increases 
Fought  by  Press 

Several  briefs  expressing 
strong  opposition  to  proposed 
increased  rates  of  American 
Telephone  &  Telegraph  and 
Western  Union  Teleprinter  sei*v- 
ice  and  equipment  rates  will  be 
filed  by  representatives  of  the 
press  with  the  Federal  Com¬ 
munications  Commission  next 
week. 

The  American  Newspaper 
Publishers  Association,  United 
Press  Intel-national,  New  York 
Stock  Exchange,  Commodity 
News  Sei-vice,  Inc.,  and  the  As¬ 
sociation  of  Stock  Exchange 
Firms  are  preparing  briefs 
against  the  proposed  new  rates. 

ATT  and  WU  officials  on  Aug. 
15  filed  with  the  FCC  a  request 
for  new  rates  to  become  effective 
Oct.  1.  The  new  rates  leave  basic 
line  charges  virtually  unchanged 
but  other  revisions  offered  would 
hit  the  press  especially  hard.  It 
is  estimated  the  new  rates,  if 
allowed  to  go  into  effect,  would 
cost  the  press  several  millions 
of  dollars  annually. 

• 

NLRB  Orders  ITU 
To  Cancel  Demand 

Worcester,  Mass. 

The  National  Labor  Relations 
Board  has  ordered  the  Inter¬ 
national  Typographical  Union 
to  withdraw  its  demand  for 
jurisdiction  over  composing 
room  paste-makeup  jobs  on  the 
Worcester  Telegram  and  Ga¬ 
zette.  The  ITU  has  been  on 
strike  since  Nov.  29,  1957. 

The  board  ruled  that  the 
union  had  struck  with  the  ob¬ 
ject  of  forcing  the  publisher  to 
assign  to  it  work  which  was 
being  perfoi-med  by  artists  not 
members  of  ITU.  Whether  com¬ 
pliance  with  the  demand  would 
have  cost  the  artists  their  jobs 
is  not  relevant,  the  decision 
holds;  nor  is  the  fact  that  few, 
if  any,  employees  would  be  ad¬ 
versely  affected  by  the  switch. 


Stern  Places 
Blame  for 
Item’s  Death 

New  Orleans 

David  Stern  rang  down  the 
curtain  on  his  decade  of  owner¬ 
ship  of  the  New  Orleans  Item 
on  Sept.  13,  blaming  the  end 
of  newspaper  competition  here 
on  rising  costs,  labor  union  de¬ 
mands,  local  merchants  and  the 
supreme  court. 

On  Monday,  Sept.  15,  the 
Item  will  be  combined  with  the 
New  Orleans  States,  evening 
companion  of  the  Times-Pica- 
yune.  Under  an  agi-eement  with 
the  Department  of  Justice, 
the  Times-Picayune  Publishing 
Company  offered  to  re-sell  the 
assets  of  the  Item  to  anyone 
who  would  make  a  firm  offer  of 
$3,400,000  before  Sept.  15. 

Mr.  Stei-n  said  he  and  his 
associates  had  come  to  New 
Orleans  10  years  ago  with  the 
full  intention  of  developing  the 
Item  into  a  stronger,  better 
newspaper  and  of  remaining 
hei-e  permanently.  But  in  the 
past  few  years,  he  said,  it  was 
apparent  that  the  Item  faced  a 
slow  but  sure  economic  strangu¬ 
lation. 

The  major  factors  working 
against  success  of  the  venture, 
Mr.  Stern  enumerated,  were  the 
rising  cost  of  publishing — fi-om 
$50,000  a  week  in  1949  to 
$100,000  a  week  in  1958;  the 
cumulative  effect  of  the  de¬ 
mands  of  the  nine  unions;  the 
fact  that  some  of  the  larger 
merchants  had  not  felt  that 
their  stake  in  competitive  jour¬ 
nalism  was  sufficient  to  warrant 
fair  support  of  the  Item;  and 
the  supreme  court’s  approval  of 
the  unit  rates  of  advertising 
charged  by  the  Times-Picayune 
and  States. 

“I  personally  happen  to  dis¬ 
agree  with  the  supreme  court’s 
decision  in  terms  of  American 
joui-nalism,”  Mr.  Stern  said. 
“But  there  is  no  question  that 
t’ne  Times-Picayune  Company 
conducted  itself  in  a  completely 
proper  manner.” 

With  the  elimination  of  the 
Item,  the  Times-Picayune  Com¬ 
pany  is  committed  to  discontinu¬ 
ance  of  the  compulsory  combi¬ 
nation  rate. 

Mr.  Stern,  who  has  been  asso¬ 
ciated  with  the  Philadelphia 
Record,  Camden  Courier-Post, 
Philadelphia  Daily  News  and 
the  Item  here,  said  he  had  hoped 
he  would  have  the  privilege  of 
joining  some  of  the  Item  staff 
“on  some  other  journalistic 
battlefield  to  carry  on  the  good 
fight.” 
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BoA  Device 
Speeds  Cost, 
Coverage  Data 

Two  new  mechanical  devices, 
less  complicated  than  electnmic 
computers  but  almost  as  light¬ 
ning-fast,  have  been  produced 
by  the  Bureau  of  Advertising, 
ANPA,  to  help  speed  up  adver¬ 
tising  men’s  calculations  of  cost 
and  coverage  of  typical  news¬ 
paper  campaigns. 

■The  “Data  Dialer”,  by  means 
of  two  concentric  wheels  and  a 
die-cut  window,  makes  it  possi¬ 
ble  to  determine  in  a  matter  of 
seconds  the  approximate  cost  of 
any  one  of  dozens  of  combina¬ 
tions  of  ad  sizes,  ad  frequencies 
and  market  sizes. 

For  example,  a  campaign  of 
26  ads  of  600  lines  each,  running 
in  all  daily  newspapers  in  the 
U.S.,  would  cost  $4,028,000,  the 
“Data  Dialer”  shows,  and  would 
deliver  almost  a  billion  and  a 
half  ad  impressions. 

The  equally  speedy  “Value 
Viewer”,  which  resembles  a 
slide-rule,  indicates  what  $1,- 
000,000  or  $5,000,000  will  buy  in 
U.S.  weekday  newspapers  at 
various  coverage  levels. 

An  advertiser  with  a  $1,000,- 
000  budget  for  newspapers,  for 
instance,  can  get  39  ads  of  ap¬ 
proximately  100  lines  each  in 
newspapers  affording  88%  cov¬ 
erage  of  U.S.  families.  Or,  a 
$5,000,000  advertiser  can  get  26 
ads  of  1,100  lines  each  in  news¬ 
papers  giving  75%  of  total 
family  coverage. 

The  calculators  have  been 
placed  in  the  hands  of  the  Bu¬ 
reau’s  sales  staff  and  news¬ 
paper  publishers’  representa¬ 
tives. 

• 

Platt  Will  Head 
Dept.  Store  Division 

Philadelphia 

Charles  W.  Detweiler,  adver¬ 
tising  director  of  the  Philadel¬ 
phia  Bulletin,  this  week  an¬ 
nounced  the  creation  of  a  de 
paitment  store  advertising  di¬ 
vision  with  Maurice  L.  Platt  as 
manager. 

Mr.  Platt  has  been  advertis¬ 
ing  director  of  the  Camden 
(N.J.)  Courier-Post  for  seven 
years.  He  was  active  in  the  New 
Jersey  Press  Association  and  is 
a  member  of  the  NAEA  Retail 
Committee.  Much  of  his  exten¬ 
sive  newspaper  career  was  in  the 
department  store  field  on  several 
Philadelphia  newspapers,  in' 
eluding  the  Bulletin. 

He  started  on  the  advertising 
staff  of  the  Albany  (N.Y.) 
Times-Union. 
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THE  TRADING  STAMP 


Where  stamp  use 
is  greatest,  food  priees 
have  risen  the  least 

INFLATIONARY  TRENDS.  growing  despite  a  business 

recession,  continue  to  make  rising  food  prices  a  cause  for  concern 
among  consumers.  Recent  broadened  studies  continue  to  give 
assurance  that  the  trading  stamp  plays  no  part  in  this  trend. 

IN  FACT,  these  new  studies  strengthen  the  con¬ 
clusions  reached  bv’^  university  marketing 
experts  a  year  ago.  As  in  previous  studies,  no  evi¬ 
dence  was  found  that  stamp  stores,  as  a  class, 
charge  higher  prices  than  non-stamp  stores.  Fur¬ 
thermore,  from  the  U.S.  Government  Bureau 
of  Labor  Statistics  Index,  augmented  by  reports 
of  the  National  Industrial  Conference  Board,  it 
was  found  that  food  prices  have  risen  least  in  cities 
where  stamp  use  is  greatest. 

Between  1953  and  1957,  food  prices  rose 
for  all  U.S.  cities;  the  same  prices  rose 
i-6^7o  in  the  cities  where  less  than  50?^  of  the 
supermarkets  had  adopted  trading  stamps. 

During  the  same  period,  in  the  cities  where 
more  than  50^^  of  the  supermarkets  had  adopted 
stamps,  food  prices  rose  only  0.75 

This  message  is  one  of  a  series  presented  for  your  mfonvation  by 
THE  SPERRY  and  HUTCHINSON  COMPANY  inhich  pioneered  62  years  ago  in  the  movement 
to  give  trading  stamps  to  consumers  as  a  disconnt  for  paymg  cash.  S&H  GREEN  STAMPS 
are  currently  being  saved  by  over  22  million  families. 


These  comparisons  are  additional,  and  the  most' 
recent,  evidence  that  trading  stamps,  by  increas¬ 
ing  competitive  pressures,  have  operated  to  hold 
food  price  levels  down.  It  would  seem,  therefore, 
that  families  living  in  “stamp  cities”  can  thank 
trading  stamps  for  playing  a  part  in  the  lower  cost 
of  living  they’  cnjov^ 

references:  “Who  Profits  from  Trading  Stamps?”, 
Dr.  Eugene  R.  Beem,  Harvard  Business  Revievc,  Nov.- 
Dee.,  1957. 

“Trading  Stamp  Practice  and  Pricing  Policy.”  Dr. 
Albert  Haring  and  Dr.  Wallace  O.  ^bder,  Marketing 
Department,  School  of  Business,  Indiana  University. 

A  copy  of  "Food  Price  Trends  In  Cities  of  Varying  Trading 
Stamp  Activity"  will  be  sent  upon  request.  Write  The  Sperry 
and  Hutchinson  Company,  Department  ”N’\  114  Fifth  Avenue, 
Sew  York  II,  Sew  York. 
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Benefit  front  Our  Vast  NowsfKsper  Audience 


ANNOUNCEMENTS 


Newspaper  Brokers 


MAY  BROTHERS,  Binghamton,  N.  Y. 
Established  1914.  Newspapers  bought 

_ and  sold  without  publicity. _ 

SEVERAL  CHOICE  Southern  newspa¬ 
pers  available  now.  Full  details  to 
qualified  buyers.  Newspaper  Service 
Co.,  601  Ga.  Savings  Bank  Bldg.,  At¬ 
lanta,  Ga. 

WESTERN  NEWSPAPERS 
Joseph  A.  Snyder,  12163  W.  Wash¬ 
ington  Boulevard,  Los  Angeles  66, 
&lif.  Day  or  Nite  Phone;  EX  1-5238. 
♦★the  "Golden  Rule"  is  our  yard¬ 
stick.  Stypes,  Rountree  &  Co.,  625 
Market  St.,  San  Francisco  5,  Cal. 

CONFIDENTIAL  INFORM.\TION 

Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura,  Calif. 


SALES-PURCHASES  handled  with  dis¬ 
cretion.  Write  Publishers  Service,  P.O. 
Box  3132,  Greensboro,  N.  C. 

THE  DIAL  AGENCY 
“America’s  No.  1  Newspaper  Broker” 
15  Waverly,  Detroit.  Mich.  TO.  5-5864. 


ANNOUNCEMENTS 


Publications  For  Sale 


LISTINGS 


LOCA’nON 

PRICE 

CASH 

Chart  Area  3* 

$  6,000 

$  3,000 

Chart  Area  4 

10,000 

6,000 

Chart  Area  3 

30,000 

16,000 

Chart  Area  2* 

30,000 

15,000 

Chart  Area  4 

60,000 

20,000 

Chart  Area  3** 

40,000 

Chart  Area  4 

185,000 

185,000 

*No  plants 
•♦Partnership 

Write  us  what  specifically  interests 
you  and  how  much  you  can  invest. 

PUBLISHERS  SERVICE 

P.  O.  Box  3132,  Greensboro,  N.  C. 


IT’S  NOT  the  down  payment  that 
buys  the  newspaper — it’s  the  person¬ 
ality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant,  Mich. 


BROKERS  who  know  newspapers 
Can  Help  vou  best 
T.  E.  JOHNSON  JOS.  H.  LYNOT 
Newfield,  N.  Y.  Penn  Yan,  N.  Y. 


WE  SELL  only  newspaper  properties 
capable  of  development,  ranging  from 
small  weeklies  to  large  dailies  in  fields 
of  potential  growth.  GABBBIR'r  & 
HANCOCK,  3709B  Arlington  Ave., 
Riverside,  California. 


WE  HANDLE  only  proven  properties 
in  flourishing  mid-west.  Herman  Koch, 
2923  Virginia  St.,  Sioux  City,  Iowa. 


Newspaper  Appraisers 


NEWSPAPER  VALUATIONS 
Tax  and  all  other  purposes. 

Over  145  valuations  to  date. 
Dailies  from  coast  to  coast. 
Experienced  court  witness. 
Comprehensive  reports  made. 
Many  have  been  made  by  mail. 

A.  S.  VAN  BEN'INUYSEN 
446  Ocean  Avenue,  Brooklyn,  N.  Y. 


Publications  For  Sale 


A.B.C.  WEEKLY :  controlling  interest 
(51%)  in  fast-growing  Northern  New 
Jersey  paper,  over  6,000  circulation, 
over  $100,000  gross;  asking  $40,000. 
Box  3945,  Editor  &  Publisher. 


IOWA  EXCLUSIVE  WEEKLY  IN 
town  of  1200  population,  gross  $20,000, 
net  $7,000,  price  $18,500  all  cash  or 
$20,000  with  $8,000  down.  Bailey-l^eh- 
biel.  Box  88,  Norton,  Ks. 


Publications  Wanted 


WANT  TO  SELL? 
BUYERS  ARE  WAITING 


ANNOUNCEMENTS 


Business  Opportunities 


MACHINERY  and  SUPPUES 


LEBANON 

Information  and  Advice  on  Advertising 
in  the  Middle  East  and  especially 
LEBANON 
can  be  obtained  from 
Publishing  &  Distributing  Co.  Ltd., 
177  Regent  Street,  London,  W.I. 
Specialists  in  Export  Advertising. 


AVAILABLE  IMMEDIATELY 
and  priced  for  quick  dispositior. 


Radio  Station  for  Sale 


7  UNIT  GOSS— 22%" 

High  Speed-Low  Constructed  Aid 
Type  Units.  Double  Folder  with 
loon  Formers  and  C-H  Conveyor.  Qiai 
3  Arm  Reels  and  Tensions,  Trackiit 
and  Turntables. 

Located:  DETROIT  FREE  PRESS. 


FOR  SALE  very  good  6,000  watt  day¬ 
time  Radio  Station  in  large  Florida 
Market  Area,  located  in  city  with  over 
250,000  population.  TTie  station  is 
priced  at  only  $300,000.  Qualifled  Prin¬ 
cipals  only,  write  to  P.  O.  Box  1396, 
Sanford,  Florida. 


LOUISIANA  SEMI-WEEKLY.  Net  in¬ 
come  $25,000,  or  10%  on  a  valuation 
of  $250,000.  No  jobwork.  no  office  sup¬ 
plies.  'Two  linos,  2  cylinders,  modern 
plant,  beautiful  new  building  complete¬ 
ly  air-conditioned,  with  hot  and  cold 
water,  coffee  shop,  complete  offset  de¬ 
partment,  dark  room,  fluorescent  light¬ 
ing.  Paper  unopposed  in  town  of  6,000, 
county  of  90,000.  Circulation  2,415  at 
$4.00  year,  ^th  town  and  plant  ready 
for  daily.  Free  and  clear.  Price  $150,- 
000,  only  $20,000  down  and  10  to  15 
years  on  balance.  Our  No.  0302.  May 
Brothers,  Binghamton,  N.  Y. 


OHIO  WEEKLY  unopposed  in  three- 
town  area.  In  pleasant  1200  village, 
prosperous  farm-resort.  Focal  point  of 
new  highway  programs,  in  St.  Law¬ 
rence  Waterway  area.  Modem  plant, 
commercial  printing.  Downtown  brick 
building  with  apartment,  $24,000  di¬ 
rect  from  owner.  Write  ^x  3929.  Edi¬ 
tor  &  Publisher. 


SOUTHEAST  MONOPOLY  MARKET 
Newspapers  and  56%  interest  Radio 
Station.  $150,000,  29%  down  payment. 
CHAPMAN  COMPANY.  1182  West 
Peachtree,  Atlanta.  Georgia:  33  West 
Micheltorena,  Santa  Barbara,  Califor¬ 
nia  ;  1270  Avenue  of  Americas,  New 
York,  N.  Y. 


TWO  CHART  AREA  3  weeklies  20 
miles  apart,  each  unopposed  in  2,000 
towns,  doing  $12,000  each  with  little 
elicitation.  No  plant.  Good  National, 
job  printing  unlimited.  Immediate  po¬ 
tential  $25,000  each.  Ideal  for  one 
plant.  Towns  growing  Agricultural,  in- 
du.strial.  $25,000  with  third  down. 
^0,000  cash.  Box  3928,  Editor  &  PulL 
lisher. 


IF  you  have  been  considering  the  pur¬ 
chase  of  a  western  weekly  or  daily 
anywhere  In  the  United  States  see  us 
first  1  We  offer  an  outstanding  list  of 
profitable  properties  in  every  price  and 
gross  class. 

JACK  L.  STOLL  &  ASSOCIATES 
Newspaper  Brokers 
6381  Hollywood  Blvd. 

Hollywood  28,  California 


SAVE  your  own  time — avoid  "lookers” 
and  distracting  visits — get  quick  action. 


DISPLAY  RATES 


Agate 

1 

6 

13 

26 

52 

Lines 

Time 

Times 

Times 

Times 

Times 

564 

$510 

$430 

$405 

$370 

$330 

282 

290 

240 

228 

210 

190 

141 

165 

140 

128 

123 

110 

70 

105 

95 

84 

72 

66 

35 

62 

54 

48 

45 

40 

ALLEN  KANDER 
AND  COMPANY 
1625  Eye  Street  N.W. 
Washington  6,  D.C. 


Business  Opportun ities 


NEWSPAPER  SERVICES 


Press  Engineers 


6  UNIT  scon— 23-9/1 6" 

2  Double  Folders  with  C-H  Conveyon, 
2  AC  Drives,  Portable  Color  Fountain, 
on  Substructure  with  Roll  Atm  Btack. 
eta. 

Located:  KNOXVILLE  (TEN^.) 

JOURNAL. 


Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Expert  Service — World  Wide 
SKIDMORE  AND  MASON,  INC. 
55-59  Frankfort  Street 
New  York  38,  N.  Y. 

BArclay  7-9776 


6  UNIT  SCOTT— 22y4" 

Double  Folder  with  C-H  Conveyor,  &• 
tra  Color  Fountain,  3  Arm  Reels  ui 
Automatic  Tensions.  Trackage  ul 
Tumtabl.'S. 

COMPLETE  STEREO-7  ton  Kemp  Pot 
Double  Junior  Vacuum  Aotoplata, 
Auto-shaver,  Houter,  Stahi  Master, 
Located:  DETROIT. 


UPECO,  INC. 


SPECIALIZING  IN  DUPLEX 
AND  OTHER  FLATBED  WEBS. 
WE  MOVE  AND  ERECT  ANYWHERE 
Box  355.  Lyndhurst,  N.  J. 
PHONE  GENEVA  8-3744 


MACHINERY  and  SUPPLIES 


Complete  Plants 


SEVERAL  COMPLBTE  Newspaper 
Plants,  suitable  for  weeklies  or  small 
dailies.  Also  individual  pieces.  Write 
us  about  your  requirements.  Financing 
available.  MIDWEST  MATRIX  A 
MACHINERY  MART,  Inc.,  633  Ply¬ 
mouth  Ct.,  Chicago  5,  Illinois. 


Composing  Room 


LIKE-NEW  MATCHED  TURTLES: 
Late  model  Amscos  and  Hamiltons  with 
large  casters.  Six  each  at  only  one- 
half  manufacturers’  list  price.  Recon¬ 
ditioned  and  guaranteed  top  quality. 
Jack  Moore.  NEWSPAPER  PRODUC- 
"nON  OimriTER,  660  Eastland. 
Berea,  Ohio. 


THE  NATION’S  NEWSPAPER  FORMS 
roll  on  L.  &  B.  Heaw  Duty  Newspaper 
Turtles— $84.50  to  $97.60,  fob  Elkin. 
Write  for  literature.  L.  A  B.  Sales 
Company,  113  West  Market  Street, 
Elkin,  North  Carolina. 


IF  YOU  really  want  to  sell  your  weekly 
newspaper,  and  your  gross  is  in  the 
$50,000  to  $80,000  area,  the  chances  are 
that  we  have  a  buyer  now  who  would 
be  interested. 


Press  Room 


SCOTT  PRESSES 


(These  are  in  Operation) 


3  UNIT  HOE— 22y4" 

Steel  Cylinder-Roller  Bearing  Unitt 
Double  Folder,  End  Feed  with  Jow 
Automatic  Tensions,  AC  Drive 
Located:  PERTH  AMBOY  (N.  J.| 
NEWS. 


3  UNIT  scon— 23-9/16" 

1  Unit  Reversible  with  2  extra  Cote 
Couples,  Double  Folder,  End  Feed,  AC 
Drive. 

Located:  PORTSMOUTH  (Va.)  STAI 

Goss  Quad  Straiqhtlino— 2iy2 
16/82  page  4  Deck-Single  Width,  AC 
Drive.  Compensators  for  Color.  Stsno. 
Located:  NEWPORT  NEWS.  VA 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St.  N.Y.  17— OX  7-«H 


Newsprint 


NEWSPRINT 

BUYING  — SELLING 

BUNGE  PULP  A  PAPER  CO. 

45  W.  45  St.,  N.Y.  36.  JU  2-4830 :  2-5178 


NEWSPRINT  —  All  Sizes. 
BEHRENS  PULP  A  PAPER  CO. 
70  E.  45  St.,  N.  Y..  N.  Y. 


GOSS  PRBSS  FOR  SA^_. 
MODERN,  COMPLETELY  RBBUIU 
OPERATING,  8  units  straightllM  wilt 
reverses;  chain-driven  ink  mottau,  l 
folders.  Dispatch  conveyors,  it«r* 
plate  conveyor,  reel  room  track  syiUn- 
Partially  equipped  with  Hurlstron  "t 
inter  controls,  compensators. 
other  deluxe  features,  extras.  Osn  *• 
liver  80  pages  collect,  64  strsi^ 
Optimum  spe^  88.900  stralght-rnn  P* 
hour.  Available  Feb.  1.  1969.  IllLW 
as  is,  where  is,  $100,000  without  Hnne 
tron  coptrols.  Wili  finance.  John  #• 
Olson.  Business  Merr.,  St.  PetenbOT' 
Fla.,  Times. 


NEW  COLE 
QUARTERFOLDER 

PORTABLE,  adaptable  all  types  rourj 
presses.  Time  and  money  saver. 


OKLAHOMA  CI’TY  MACHINE  WORE 
1683  West  Main.  Oklahoma  City,  OW- 
Re  6-8841 


WRI’TE  us  your  situation — in  confi¬ 
dence.  We  can  bring  shout  the  desired 
transfer  of  your  holdings. 


Editor  &  Publisher 

1700  Times  Tower  N.  Y.  36,  N.  T. 
Phone  BRyont  9-3052 


WANTED  —  AGENTS  to  represent 
unique  and  profitable  artists'  service. 
Box  3815.  Editor  A  Publisher. 


WANTED:  experienced  advertising 

manager,  able  to  invest  appreciable 
capital  in  well-established  suburban 
weekly  newspaper.  Sound  opportunity 
for  right  man.  All  replies  acknowledged. 
Box  3819  Editor  A  Publisher. 


INSPECTION  of  these  unit  type 
presses  is  urged  if  you  are  in  the 
market  for  a  really  fine  used  press  at 
a  most  reasonable  price.  The  record  of 
I)erfonnance  is  excellent,  but  we’d  pre¬ 
fer  you  to  be  the  judge  based  upon 
your  own  observation  of  them  on  our 
regular  runs. 

’THESE  presses  will  be  well  main¬ 
tained  until  ready  for  release  about 
March  1.  19,')9. 

’THE  EQUIPMENT  involves  18  units, 
three  96-page  folders  and  two  64-page 
folders,  4-group  drives  and  controls. 
Jones  tensions,  spider-reels  for  rolls 
up  to  40"  diameter,  conveyors,  spare 
parts,  etc.  Cutoff  is  23-9/16",  Web 
width  60"  to  72"  with  fractional  sizes 
in  proportion.  Web  break  detectors. 


48-P  GOSS  —  3  units,  folder,  baii^ 

22%"  cut-off,  AC  drive,  good  cona¬ 
tion.  Citizen-News,  Hollywood.  ^ 

$15,000  BUYS 
48  Pg,  Hoe  Press  ^  I  'i?- M 

DRIVE  and  starting  motors,  oo^  |  C.  Oj 

panel,  pair  of  folders,  conveyor.  Ave 
able  Immediately.  Ctmtact  Philip  “• 
Young.  Dispatch,  York.  PS; _ _ 


32  PAGE 

DUPLEX  TUBULAR  PRESS 


2  to  1  Model  4  Piste  Wdc 
Double  Folder  for  Double  IWivcvT 
or  2  Srction  Paper  AC  Drive 


’THE  EVENING  STAR  NEWSPAPER 
CO.,  1101  PA.  AVE..  N.W..  WASH¬ 
INGTON  4.  D.C.  (PHONE  STerling 
3-5000  OR  WIRE  MR.  RUTH) 


60  East  42nd  Street 

Oxford  7-4590 


BEN  SHULMAN  ASSOCIMK 

60  East  42nd  Street  Y«« 
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Press  Room 


AVAILABLE  NOW 


4  UNIT  GOSS 

2294”  CUT-OFF 


3144  PAGE,  Arch  Type  Units,  Double 
fddtf,  Balloon  P'ormers,  Color  Hump 
Tith  Angle  Bars,  Reverse  Unit,  S 
Portable  Color  Fountains,  AC  Drive, 
Eld  Feed  with  Semi-Automatio  Ten- 
Motorized  Hoists,  C-H  Con- 


lioeated:  SAN 
CAUF.)  SUN. 


BERNARDINO 


DUPLEX  TUBULARS 


:-PAGE.  2  to  1,  No.  226,  22%"  cut- 
i,  SO  B.P.  GE  drive,  portable  ink 
jj&tain,  metal  pot  and  pump,  com- 
.eu  stereo. 


l-PAGE,  2  to  1.  No.  254.  22%”  cut- 
iS,  SO  H.P.  GE  drive,  balloon  former, 
;  portable  ink  fountains,  metal  i>ot  and 
ump,  complete  stereo. 


crated:  POMONA  (CALIF.)  PROG- 
lESS  BULIJMIN. 


nU,  dismantle,  truck  with  our  own 
Kinipment  and  erect  complete  in  your 
/lut 


UIYAL  S.  DIXON  CO.  NEWSPAPER 
IIH  SaUcoy  St  PRESS 

:im  Valley,  Calif.  ERECTORS 

POplar  5-0610 


Available  late  September 


I  or  5  UNITS  HOB— 23  9/16”  cutoff. 


.^UR  UNITS  “Condensed  Pattern” 
uth  type,  roller  bearings  on  cylinders, 
3oe  spray  fountains,  double  folders 
ihilt  driven,  subway  delivery  from  off 
ude  to  single  C-H  conveyor,  substruc- 
ara  two-roll  positions  for  M  inch  di- 
uaeter  rolls.  Hoe  automatic  tensions, 
w»  Oitler-Hammer  75-5  HP  two  mo- 
'■»  drives  ball  bearing  220  T  3  ph  60 
A€,  presently  geared  32,800. 
uAss  good  64-32  page  press. 


>0W  with  or  without  Hoe  Z  pattern 
uit  on  similar  substruoture,  giving 
kl-M  pages. 


TOW  IN  operation.  Must  be  sold  and 
“jwd  late  September.  Unit  transpor- 
anon  ba^  available.  Press-room  has 
Mae  rail  for  easy  handling.  Price 
aast  moderate. 


B.  Pape — Waterbnry  Republican 
md  American — Waterbury  20,  Conn 
PL  4-0141 


BOSTON  GLOBE 
HOE  PRESSES 


MACHINERY  and  SUPPUES 

Press  Room  _ 


2-OCnrPLE  Presses  (1937-1932) 
f^PQlTBLR  Sextuple  Presses 
Press 

Cylinder.  Roller  Bearing 
Patent  Ink  Pumps 
!»  *  Conveyors 

*  Automatic  Tensions 
“rtable  Color  Fountoins. 


FMCED  for  QXnCK  SALE 
ONE  YEAR  FOR  REMOVAL 


JN  SHULMAN  ASSOCIATES 

«  St.  N.  Y.  17— OX  7-4590 


MOTOR  DRIVES  of  25,  40, 
C«5v!S’  15®  H.P.  A.C.  George 

Oxford,  Box  903,  Boise,  Idaho. 


available  immediately 


atraight  line  Hoe  press  with 
12  pages  straight,  24 
^  collect.  Set  for  32  inch  rolls, 
blankets  and  rollers.  Extra  rollers. 
Ifu*r  metal  pot 

page  flat  casting  box. 
-.u,,  aaating  box,  curved  plate  tail 
)lii»  ktl'l.  'HT''®*!  plate  shaver.  Clip- 
m®*  scorcher.  Mat 
IW:  I>"rt8.  Contact  W.  Paul 

,  “•  Business  Manager,  Clearwater 

**•  Clearwater,  Florida. 


8  PAGE  FLATBED  PRESSES 


DUPLEX,  Model  E 
Located;  MONONGAHELA,  PA. 


3  DUPLEX.  Model  AB 
Located:  SANFORD,  N,  C. 

SUFFERN,  N.  Y. 
WOODLAND,  CALIF. 


GOSS  COMBF 
Located:  DONORA.  PA. 


BEN  SHULMAN  ASSOCIATES 

60  E.  42  St.  N.  Y,  17— OX  7-4590 


GOSS  3  unit  press  folder  22-)4",  end 
roll  brackets  AC  drive,  SCOTT  6  unit 
press  folder  23  9/16”  substructure  Jonu 
tensions  AC  motor  drive.  GOSS  4  unit 
press  folder  22%  ”  ROP  color  AC  motor 
drive.  John  Griffiths  Co.,  Inc.,  415  Lex¬ 
ington  Ave.,  New  York  17.  N.  Y. 

HOE  24-PAGE  PRESS 

STRAIGHTLINE  3  deck,  2  Plato  wide. 
Singlewidth  22%  ”  cut-off.  Complete 
stereotype  including  Mat  Roller  and 
Sta-Hi  mat  former.  Available  now. 

GEORGE  C.  OXFORD 

Box  903  Boise,  Idaho 

Stereotype 

WOOD 

COLOR  PLATE 
PRE-REGISTER  MACHINE 

22%” — AC — Lika  new. 

BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St.,  New  York,  N.  Y. 

CURVED  ROUTERS,  curved  casting 
equipment,  metal  pots,  Sta-Hi  ma¬ 
chines.  Gmrge  C.  Oxford,  Box  903, 
Boise,  Idaho. 

Wanted  to  Buy 

NEWSPAPB31  PRESSES 
COMPLETE  PLANTS 

MAT  ROLLERS 

STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St.  N.Y.  17— OX  7-4690 

GOSS  or  DUPLEX  flatbed,  Ludlows, 
Linos,  Plants.  Tompkins  Equipment 
Co.,  712  S.  Clark,  Chicago  5,  III. 

NEWSPAPER  EQUIPMENT 
COMPLETE  PLANTS 

Plat  Bed  Web  and  Rotary  Presses 
Typesetting  Machines 

Ludlows — Elrods — Stereotype  Piquip. 
Mat  Rollers 

INLAND  NEWSPAPER 
SUPPLY  COMPANY 

422  West  8th  Kansas  City,  Mo. 

WANTPD;  8-page  Duplex  or  Goes 
flat-bed.  Advise  serial  no.  and  when 
available.  Northern  Machine  Works, 
323  N.  4th  St..  Phila.  6.  Pa. 

WILL  Buy  for  Cash.  Complete  Plants 
also  Individual  Machines  and  Piquii>- 
ment — anywhere  in  U.S.A. 
PRINTCRAFT  REPRESirNTATTVES 
277  Broadway,  New  York  7.  N.  Y. 

TOP  PRICES  for  Plants  Anywhere! 
GENERAL  PRINTING  EQUIPMENT 
5708  N.  W.  2nd  Ave.,  Miami  37,  Fla. 

SUBSTRUCTURE  for  4  or  6  doable 
width  units,  also  reels.  Purchaser  has 
lneiliti«e  to  modify  or  rebuild.  News¬ 
paper  Production  Cb.,  Ine.,  P.O.  Box 
790,  Macon,  Gs. 

OLD  STYLE 

SINGLE  KNIFE 

CURVED  PLATE  SHAVPHl 
13.684  DIAMETER. 

BOX  3803 

EDITOR  &  PUBLISHER 

MACHINERY  and  SUPPLIES 

_ IP anted  to  Buy 


PRESS — Chart  Area  6  daily  needs 
mi^ern  press  good  condition.  Cash.  Re¬ 
quire  four  units,  desire  five  for  maxi¬ 
mum  of  64  or  80  pages.  Box  3943, 
Editor  &  Publisher. 


HELP  WANTED 


Administrative 


SOUTHWESTERN  WEEKLY,  commer¬ 
cial  printers  want  business  manager. 
Know  ail  phases  operations.  Consider 
former  weekly  or  small  daily  publisher. 
Personal  interview  after  correspond¬ 
ence.  Write  Box  3622,  Editor  A  Pub¬ 
lisher. 


ESTABLISHED  PUBUSHERS.  law 
enforcement  magazines  want  experi¬ 
enced  office  manager,  direct  staff,  han¬ 
dle  detail.  Former  newspaper,  maga- 
line  publisher  or  adman.  Ability  com¬ 
pensated.  Personal  interview,  COLO¬ 
RADO  LAW,  Box  2366,  Denver  1, 
Colorado. 


BUSINESS  MANAGER  for  Florida 
newspaper  in  one  of  America's  most 
beautiful  cities.  Group  ownership  ex¬ 
panding  organization  and  needs  Busi¬ 
ness  Manager  with  accounting-adminis¬ 
trative  experience  and  close  acquaint¬ 
ance  with  mechanical  operation.  Circu¬ 
lation  over  25.000  and  growing  rapidly. 
Excellent  irassibilities  for  advancement. 
Write  full  background  information  to 
Box  3949,  Editor  &  Publisher. 


MANAGING  DIRECTOR 


for  THE  MERCHANDISE  MART 
semi-annual  DIRECTORY 

•  SPACE  sales  background  a  must 

•  EDITING  and  writing  aptitude 
helpful 

•  WILL  supervise  and  edit  publication 

•  POSITION  to  be  filled  immediately 
Call  Edward  Pazdur,  WHitehall  4-4141 
or  write  "Directory,”  315  Merchandise 
Mart,  Chicago  54,  Illinois. 


PERSONNEL  MANAGER 


OPPORTUNITY  for  assistant  per¬ 
sonnel  manager  on  large  paper  or 
personnel  manager  of  smaller  one 
to  take  over  existing  vacancy  as 
head  of  6-pcrson  department  on 
large  eastern  metropolitan  news¬ 
paper.  Functions  now  include  em¬ 
ployment,  testing,  some  training, 
insurance,  employee  relations  and 
activities,  house  organ  and  sug¬ 
gestion  system.  No  labor  negotia¬ 
tions.  Box  3900,  Editor  A  Pub¬ 
lisher. 


Circulation 


CIRCULA’nON  MANAGER  for  5,000 
circulation  competitive  afternoon  paper 
which  should  be  10,000,  except  for 
neglect.  Pleasant  surroimdings.  Uni¬ 
versity  city.  Opimrtunity  for  expan¬ 
sion.  Box  8611,  Editor  A  Publisher. 


OPPORTUNITIES  IN  CALIFORNIA 


DUE  TO  expansion  and  reorganiza¬ 
tion  we  have  opening  for  experienced 
district  manager  and  an  experienced 
area  supervisor.  Excellent  starting 
■alary  plus  many  employee  benefits. 
Positions  are  permanent,  offering  ex¬ 
ceptionally  good  future  opportunities. 
We  are  In  the  50,000  to  100.000  class, 
located  in  a  highly  competitive  area. 
Write  us  in  confidence  cteut  your  ex¬ 
perience,  salary  requirements  and  how 
soon  available.  Box  8712,  Editor  A 
Publisher. 


CIRCULATION  MANAGER  wanted 
for  daily  and  Sunday  in  the  area 
100,000  circulation.  Situation  non¬ 
competitive  but  we  do  not  want  a 
non-producer.  All  replies  confidential. 
Box  3728,  Editor  A  ^blisher. 


CIRCULATOR  for  5-day  daily.  South¬ 
ern  California,  to  build  circulation. 
Hard  work,  good  pay.  pleasant  area, 
results  expected.  Must  have  good  back¬ 
ground:  references  will  be  cheeked.  Box 
3920,  Editor  A  Publisher. 


Editor  &  publisher  for  September  13,  1958 


SMALL  NICKELLING  tank  and/or  i  EVENING  DAILY,  circulation  in  ex¬ 
generator.  Generator  should  be  SCO  cess  of  12,000,  Tampa,  ihorida  bay 
amp.  46  volt  D.  C.  with  necessary  rheo-  area  needs  young,  experienced  Circu- 
stats  for  nickel  plating.  Will  purchase  lation  Manager.  Must  furnish  satis- 
elther  or  both  pieees  of  equipment,  factory  references,  etc.  Box  3910,  Nitor 
Write  Box  3824,  Editor  A  Publisher.  I  A  Publisher. 


_ HELP  WANTED _ 

Classified  Advertising 

CLASSIFIED  MANAGER 
Elvsning  newspaper  in  city  of  60,000 
population.  Chart  Area  2.  has  oiMning 
for  man  or  woman  experienced  all 
phases  of  Classified  Advertising.  Gw 
full  imrticularB,  Box  3619,  Editor  A 

Publisher^^ _ _ _ 

A^STRONG  COMBINATION  paper  in 
Chart  Area  3.  iiopulation  over  85,000, 
nc^s  a  classified  manager  to  fill  va¬ 
cancy  coming  up  quickly  due  to  promo¬ 
tion  of  present  manager.  He  must  be 
young  and  aggressive ;  able  to  take  full 
charge  of  g<^,  well  organized  de¬ 
partment.  This  is  ideal  opening  for 
man  who  is  now  an  assistant  manager, 
or  for  manager  of  a  strong  smaller 
paper  who  is  ready  for  greater  re¬ 
sponsibilities.  Must  have  a  (rood  record 
of  iierformance  and  ambition ;  char¬ 
acter  must  be  tops.  This  job  has  a 
great  future  and  ample  reward.  Write 
fully  and  in  complete  confidence,  to 
Box  3907,  Editor  A  Publisher. _ 


CLASSIFIED  SALESMAN 

Experienced  in  sales,  layout  and  lin¬ 
age  building  ideas.  Rapidly  growing 
weekly  in  exploding  area.  Good  future 
and  salary  for  self-starter  and  go- 
getter.  Chart  Area  2.  Write  full  resume 
including  telephone  number  and  refer¬ 
ences  to  Box  3921,  Editor  A  Publisher. 


OPPORTUNITY  at  well-known  medium 
size  New  England  Daily  for  experi¬ 
enced  Clessifi^  Manager  to  head  de¬ 
partment  of  six.  Must  enjoy  hard-sell 
and  have  flair  for  creating  special  pro¬ 
motions,  increased  linage  etc.  Salary 
open.  Bonus  plan  and  exceptional  bene¬ 
fits.  Submit  resume.  Replies  confiden¬ 
tial.  Box  3924,  Editor  A  Publisher. 


PROFESSIONAL  CLASSIFIED  MAN¬ 
AGER  FOR  14,000  A.B.C.  daily.  Ample 
renumeration,  opportunity  for  advance¬ 
ment,  life  insurance,  hospitalization, 
other  benefits.  Call  or  write  Donald  J 
Clifford,  Oneonta  Star,  Oneonta,  N.  Y. 


SMALL  SOUTHERN  CALIFORNIA 
daily  needs  man  not  easily  discouraged 
to  build  classified  department.  Write 
C.  O.  Voi^,  Orange  Daily  News, 
Orange,  California. 


YOUNG  MAN  for  number  two  spot  in 
Classified  Department.  Must  be  ag¬ 
gressive  with  at  least  a  years  experi¬ 
ence.  Wonderful  opportunity  with 
newspaper  group.  Write  Oren  Allen, 
Sun-Star,  Merced,  California. 


_ Display  Advertising 

ADVER'nSING  MANAGER  for  com- 
petiUve  evening  paper.  Difficult  situ¬ 
ation.  Real  opportunity.  Box  8610,  Edi¬ 
tor  A  Publiabw. 


ADVER’nSING  MANAGER  —  For  ag¬ 
gressive,  growing  five-day  afternoon 
daily  in  the  6,000-circulation  claM. 
Looking  for  man  able  to  direct  retail, 
classified  and  national  phases  involving 
three  persons.  This  man  could  be  ex¬ 
perienced  salesman  anxious  to  move 
into  greater  reeponsibility,  opportunity. 
Must  be  planner  and  account-builder 
who  will  merit  salary,  bonus  and  fringe 
beneflta  waiting  for  right  peiwn.  Con¬ 
tact  Davis  Haines,  Valley  Times-News. 
West  Point,  Geor:da. 


DISPLAY  ADVER'nSING  SALESMEN 
— I>ermanent,  opportunity-filled  position 
open  on  prize-winning  afternoon  daily. 
We  seek  a  young  hustler,  competent 
with  copy  and  layout,  experienced  in 
selling  and  servicing.  Congenial,  pro¬ 
fessional  staff,  modern  plant,  clean, 
prosperous,  one-paper  community.  We 
pay  top  wages  with  merit  raises.  Pre¬ 
fer  family  man  who  wants  to  "stay 
put”  while  getting  ahead.  Write  d<  tails 
of  training,  experience,  background  to 
Kankakee,  Illinois,  Daily  Journal. 


EXPERIENCED  ADVER'nSING  MAN- 
ACER  for  long  established  weekly. 
Chart  Area  2.  Must  be  self  starter  and 
hard  worker.  Strong  on  selling,  copy 
and  layout.  Starting  salary  3125  week 
plus  bonus.  Car  essential.  Write  back¬ 
ground  to  Box  3809,  Editor  A  Publisher. 


OUTSTANDING  OPPORTUNITY  for 
experienced  ad  man  on  growing  modern 
county  seat  daily.  Salary  open.  Write 
or  call  W.  G.  Dunker,  Skagit  Valley 
Herald,  Mt.  Vernon,  Washington. 
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HELP  WANTED 


Duplay  Advertising 


LIVE  WIEE  Display  Advertising  Sales-  ^-r  *  AkisiiiAi 

man,  experienced  in  heavy  promotional  STARTING  ANNUAL 

work  with  retail  merchants  can  make  _  .  .  nw 

top  salary  working  in  branch  office  of  SALARY 

growing  newspaper  organization.  Du-  eg  200 

ties  involve  weekly  16  page  military  , _ ,  _  1 

publication  plus  series  of  special  shop- 

I>ers.  Should  be  familiar  with  job  print-  ADVEKTlblNli 

Ing  sales.  Base  pay  $90  weekly  plus  MANAGER 

excellent  commission  plan.  With  hard  Must  have  small  town  daily  and  weekly 
work  should  make  well  over  $135  week-  experience,  know  layouts  and  promo- 
ly.  Open  immediately.  Call  Richard  tions.  Pleasant  working  conditions  in 

V.  Noble,  TAlbot  2-1500,  Easton,  Md.  beautiful  small  town  in  Conn. 

Send  full  information  in  firat  letter. 
Box  3911,  Editor  &  Publisher. 


HELP  WANTED 


Display  Advertising 


HELP  WANTED 


Editorial 


RETAIL  GROCERY 
ADVERTISING  SALESMAN 

LEADING  circulation  newspaper  in 
major  Eastern  seaboard  market 
offers  an  exceptional  opportunity  to 
advertising  salesman  with  thorough 
knowiedge  of  grocery  supermarket 
retailing.  Must  be  able  to  handle 
layout  and  copy.  Metropolitan  ex¬ 
perience  desirable  but  the  right  man 
for  this  job  may  be  one  with  a 
good  record  on  a  small  daily,  now 
ready  to  move  up.  Salary  open.  Sub¬ 
mit  resume  to  Box  3800,  I^tor  A 
Publisher.  Our  employees  know  of 
this  opening. 


SEEK  AMBITIOUS  young  newam 
supervise  state  news  coverage  ot 
county  area.  Must  have  car  ud 
able  to  report  and  do  sharp  Itj;, 
Also  seek  sportswriter.  This  U  out : 
the  southeast’s  top  small-city  dtiLc 

_  in  Chart  Area  4.  State  salary  rtQii.-, 

$300  FELLOWSHIP  for  person  quali-  menta.  Box  3925,  Editor  &  Poblk!; 
fied  in  either  reporting,  photography,  gPORTS  AND  GENERAL  rtge- 
or  advertisi^.  Do  g^uate  work  m  wanted  by  October  6.  Must  havt 
ano^er  field.  Gulf  coast.  Box  experience,  car;  send  samples; 

MANAGING  EDITOR.  Opportunity  for  3922,  Editor  A  Publisher. _  we^ly,  plus  benefits,  vacation.  Ke; 

experienced  newsman  seeking  top  spot  IMMEDIATE  OPENING  for  reporter  or  ly  town,  chance  to  learn  all  job 

on  small  afternoon  daily.  Chart  Area  reporter-photographer  with  prospe^  small  paper.  Write:  Paul  Rixon,  E 

2.  Page  make-up,  ability  to  work  with  for  advanoe;oent  to  city  editor.  Daily  tor;  Daily  Messenger :  St.  Albans,  V 

and  get  best  out  of  staff  essential.  Per-  paper  rated  first  in  genend  excellence 

manent  position  for  right  man.  Send  in  Illinois.  Send  qualifi^tions,  salary 

resume,  references  and  salary  require-  expected.  Jeiry  Moriarity,  Managing 

menta  to  ^x  3731,  Elditor  &  Publisher.  Editor,  Star-Courier,  Kewanee,  Illinois. 


Experienced  reporter 


WANTm  AD  MANAGER  by  October  faST  ACCURATE  copy  reader  wanted 
1.  Must  be  marned,  sober,  an  aggres*  by  Metropolitan  morning  newspaper, 
aive  producer,  who  ^n  kII  and  layout  C^art  Area  10.  Give  full  background, 

Abyl“tely  no  bottle  education  and  experience  in  first  letter  .  _  _ 

"“T*  to  Box  3710.  Editor  &  Publisher.  6.  Give  background  and  experience  in  nieht  side  In  city  of  more  than  1Mb 

SPORTS,  wire  editor  wanted  for  small  letter  to  Box  3933,  Editor  A  Publisher.  £1?”  ‘p" 

S^d  ou^i^HoM  ^  afternoon  daily.  Prefer  single  man,  as  NEWS  EDITOR  WANTED :  Sharp  man  ences  and  salary  requirement,  t: 

roL  D^Iv  hours  are  quite  long.  Beginner  ok.  to  edit  nows  for  county  weekly  and  3986,  Editor  A  PuMtsher, _ 

’  ■  ^  ■  ear,  camera  experience  helpful.  The  semi-monthly  poultry  trade  publication,  >JTiwqPAP1PB  RRPnr 

Bryan  Timea.  Bryan,  Ohio.  Agricultural  Imckground  prrferable  but  WANiiaD  —  NISWaPAPEK  Rmy*' 


ADVERTISING  MAN  wanted  by  ag¬ 
gressive  daily  in  New  Mexico.  Must 
be  ambitious,  experienced  in  layouts, 
selling  and  servicing  accounts,  must  be 


semi-monthly  poultry  trade  publication. 

Agricultural  background  preferable  but  VJ^N TED  —  NEWSPAPER  RBPOk;- 
AMBITIOUS.  IMAGINA-nVE  editoT  |  ".ot  necessary.  Permanent  J>ot  for 


_ _ _ _  AMBmOUS.  IMAGINATIVE  editor  en^^  Start  $65-70  pk-  weik.  Write  Cbf 

selling  and  servicing  accounU,  miUt  b^  S'k.mw  W^Gr“apWc  be  e“-  "ewsm^n  or  beginning  col^^^^^^^^^  New.  Journal,  ClovU.  k  J 

^^md^o/^^^an  Ribiti’*  WilHS  ^riS  in°  w Jwy  flSrt  aWe 'to  Job  located  in  s^theaatern  Delaware  Mexico, - 

2  man  on  5x  handle  farm  and  general  features.  Sal-  n^r  sea,  rnoderate  clinmte.  VacaLon,  WANTED :  Night  side  copyroader.  G  i 

«umt»  2  man  on  B«-maa  staff.  S^ary  v-g-j  -n  oualificaUons.  Write  fully  ^Pital  and  surgical  plans,  holidays.  and  further  idnr> 


in  line  with  ability  and  exiierienS  "y  hast  en  qualifications.  Write  fully 
after  our  investigation.  Write  Cliff 

Keim,  Advertising  Manager,  Alamo-  Editor  A  Publisher. _ _ _ 


hospital  and  surreal  plans,  hoUdays.  chance  for  slot  and  further  sdnr> 
Job  open  Nov.  15— prnent  news  editor  nient  after  probationary  period.  G- 
^  J?'"  Air  Force.  Delmarva  g  References  and  salary  reji  - 

Publishing  Co.,  Selbyville,  Delaware.  „e  MUST  in  application.  3^ 


gordo  Daily  News,  Alamogordo.  N.  M.  roi’TO^f^  6M0  six  REPORTBR-Editor  needed  in  two  or  3937,  Editor  A  Publisher,' 

ADV^'nSING  MAN,  at  least  enough  work  with  and  supervise  staff.  100  year  ^J^ly™‘JJd*iTCal"fann'^kly°"photog^  1  WIRE  DESK  —  One  of  country’i  i  • 
mc^nence  to  prove  aptitude.  Leading  old  newspaper,  modem  plant.  Write  -anhy^  helpful  Good  opportmilty  Box'  PnPets  wants  an  experienced  (i-i 
Ro^  coastal  weekly.  Permanent,  experience  and  salary  bracket,  to  Box  **  |  man.  Job  is  a  4  a.m.  to  noon  >1 ' 

Growth  requires  additional  man.  Tell  3301,  Editor  A  Publisher.  - - — - - ‘ -  Monday  through  Friday,  Hours  not  b- 


Monday  through  Friday.  Hours  not  b-' 


OPPnRTTTMrrv  fm.  Pt.W!-  Po.  reporter  for  55,000  daily.  Prefer  ]  perhaps,  but  some  men  like  Md  « 

with  one-two  years  general  exiH-  trick.  And  opportunity  ta  always  st¬ 


all  first  letter,  including  starting  pay 

required.  Box  3909,  Editor  A  Publisher.  ...  ~  man  wiin  one-rwo  years  general  exiM--  i  inca.  Ana  opportuniiy  is  aiwsj*  t. - 

AGGRESSIVE  ALASKAN  DAILY  has  "6““  small  daily  or  weekly.  Oppor-  for  people  with  imagination  and  dii'i 

excellent  job  for  experienced  display  rs.' ii  tunity  to  work  for  paper  which  does  Box  3906,  Editor  A  Publisher, 

salesman.  Salary  coiLensurate  Sito  B™  8808  Editor  A  ■'eporting  in  depth.  Pay  above  average.  wTBP  pniTOR  tor  mrtmnoliur^ 

ability.  'Hiis  is  a  real  opportunity  in  a  SilUher  ’  ®  ‘  Bowers.  Hutchinson  News,  w 

ranidlv  ornwino.  P!.-i,»  _  Hutch  nson.  Kansas.  >"K  “"‘y  to  Chart  Area  6.  Give  br 


rapidly  growing  market.  Right  man  i  - - 

will  be  No.  1  on  staff  of  seven.  Air  REPORTER  for  suburban  beat  on  Con^ 


mail  particulars  to  Mark  Paul,  Anchor¬ 
age  News,  P.  O.  Box  1660,  Anchorage, 
Alaska. 


AGGRESSIVE  DISPLAY  SALESMAN  ,  j  *  ...  v  na.  • 

for  growing  daily.  Write  fully  '**“1  ^  editorship.  Three  growing 

Morning  Sun,  Grand  Junction,  Colorado  weeklies;  new  air  conditioned  plant. 

777 — . - Nash  Newspapers,  Box  146,  Somerville. 

AROUND  advertising  man,  large  New  Jersey,  RAndolph  S-8300. _  ...  v-  _ 

neiiL°Be^r'^fcb^an'm^’^’sm«itl}^  SPORTS  EDITOR,  Society  Editor,  Pho-  ence  necessary.  I^hoto  commisslons'an'd  of*work  requU^.  .^drm  ail  conma-- 

medium  dailies  ideal  community  with  to^rapher,  and  Reporter  for  expanding  minimum  $70  weekly.  Box  cations  to  Hiram  Holdridge.  Peiwnil. 

future  I^iU  ^icuTari/1S"^^^  d^'y  operation.  Beginners  or  one  year  3927.  Editor  A  Publisher.  740  Rush  St..  Oilcago  11.  Hhnou. 

first  letter.  Box  8908,  Editor  A  Pub-  experienced  who  want  challenge  and 

lisher.  desire  to  grow  with  newspaper.  Chart 

-  — - —  Area  2.  Box  3881  Editor  A  Publisher. 

NORTHERN  ONTARIO  -  "  - 

OPPORTUNITY  FREE 

Aggressive  display  salesmen  wanted  by  JGB  MARKET  letter,  with  list  of  avail- 
one  of  Canada’s  most  rapidly  expand-  nationwide  employment 

ing  dailies.  Above  average  salary  plus  conditions.  Bill  McKee  Birch  Personnel, 

bonus  and  other  benefits.  Send  full  39  E.  Madison,  Chicago,  Illinois. _ 

I^CTlars  to  Box  8914,  Editor  A  Pub-  TEXAS  DAILY  looking  for  reporter 

with  1-8  years  experience.  Write  all  in 
first  letter.  Box  8825,  Editor  A  Pub¬ 
lisher. 


■  ■■  .  xxuLviulisuiis  xvnnBHS.  j  ^  z  - - ,  P  i 

®"  <S^":  RBPOR’TER  for  growing  daily.  Should  3932r  E^rTl»ublWie“ 

SS?riUSi"ately':“'B^0L  B^RoJ  - 1 _ _ 


*  young  man.  Plenty  editing  opportunity. 

A  Publisher. _  Daily  Mai’.,  Nevada.  Missouri. _ 

REPOR’TER  -  PHOTOGRAPHER,  Male 


WOMAN  EDITORIAL 
ASSISTANT 


or  Female,  to  run  news  bureau  in  .  «  , 

small  New  England  city  for  state  daily,  for  national  Methodist  magazine.  Wr> 
Must  be  aggressive  and  self-reliant,  ing  and  some  editing,  experience  n 
Either  B.  J.  graduate  or  some  experi-  caption  writing.  Good  salary.  SsEls 


740  Rush  St..  Chicago  II,  Illinoii. 


SMALL  DAILY  in  the  West 
looking  for  display  salesman. 
Salary,  bonus  system,  company 
life  insurance  and  hospital 
plan,  fine  community,  good 
Bcbools,  diurdiea  and  gixid  fu¬ 
ture.  Will  help  you  move  and 
get  you  out  of  a  rut  if  you  are 
in  one.  Give  age,  experience, 
and  family  obligations.  All  re¬ 
plies  confidential.  His  is  op¬ 
portunity  of  a  lifetime.  Box 
3906,  Editor  A  l^blisher. 


TWO  ACCURATE,  fast,  smart,  exiieri- 
enced,  country-trained  men— one  for 
advertising,  one  for  editing.  Large 
long-eetoblidied  central  New  York 
weekly.  Permanent.  Increments  to 
$110.  Write  fully  Box  8942,  Editor  A 
Publisher. 


WOMAN  REPOR'I'ER,  recent  college  or 
journalism  graduate  or  with  one  year 
experience  on  46,000  daily  and  Sunday 
East  Coast  paiier.  Box  Mil.  Editor  A 
Publisher. 


BUREAU  CHIEF  for  college  town. 
Must  have  ability,  ambition  and  auto. 
Write  full  detsuls  to  Evening  Observer, 
Dunkirk,  N.  Y. 


CAPABLE  DESK  MAN.  experienced 
on  wire  news  for  evening  New  Jersey 
Doily.  Box  8947,  Editor  A  Publisher. 


COMBINA’nON  MAN  to  do  general 
and  sports  reporting:  young  man  with 
some  experience  preferred:  car  neces¬ 
sary;  iffiance  to  earn  $20  extra  weekly 
as  stringer  for  Sunday  sister  paper ; 
active  Northern  New  England  city; 
send  samples,  salary  requirements  to 
Box  3934,  Editor  A  Publisher. 


Use  CHART  AREA  Number  in  Ad  copy  for  thowinc  j 
LOCATION  without  IDENTIFICATHKS  | 

EDITOR  SC  PUBLISHER  for  September  13, 


HELP  WANTED 


Editorial 


ypMKN'S  EDITOR  aousht  by  40,000- 
pha  afternoon  daily  in  Chart  Area  2. 
W*  will  pay  top  wagei  for  a  youns 
•omen  with  ideoa,  who  wants  oppor- 
tonity  to  build  a  good  women's  section 
into  a  better  one.  Must  be  experienced. 
Best  working  conditions.  Blue  Cross, 
pension  plan,  etc.  Send  full  details, 
l^erences  to  Box  3941,  Editor  &  Pub¬ 
lisher.  _ 


lOUMG  WOMAN  with  reportoriai  and 
eopy-rending  experience  to  serve  as  sec- 
Ktary  and  assistant  to  editor  of  South¬ 
ern  P-M.  Daily.  Will  be  required  to 
edit  and  write  heads  for  syndicated 
eolnmns  and  letters  to  editor,  maintain 
He  of  news  ciippings  and  edit  teenage 
ps(e  once  weekly.  Write  ail  details. 
George  Shannon,  Editor,  Shreveport 
(Louisiana)  Journal. 


SITUATIONS  WANTED 


Administrative 


EXPERIENCED  circulation  manai^ 
wants  to  advance  into  administrative 
capacity.  After  over  20  years’  news¬ 
paper  exi)erience — more  thw  18  years 
in  supervisory — have  attained  knowi¬ 
ngs  in  all  jdiases  of  newspaper  opera¬ 
tion  including  labor  negotiations.  Have 
been  employed  by  two  newspapers  in 
"over  100,000”  circulation  bracket.  Pre¬ 
fer  smaller  newspaper  In  60,000  or 
60,000  bracket  with  potential  located 
in  western  states.  Box  3708,  Editor 
&  Publisher. 


Free  Lance 


FBEE  LANCERS!  Sell  your  photos  to 
the  huge  house  organ  market.  4,000 
eompany  magazines  buy.  Payment 
from  $10  to  $100  for  single  pictures 
and  captions.  Free  information.  Gebbie 
Press  Pictures,  161  W.  48th.  N.Y.C. 


SITUATIONS  WANTED 


Correspondents 


FORMER  CORRESPONDENT 
IN  ISRAEL 

for  two  news  services.  Magazine  edi¬ 
tor,  seeks  reassignment  in  Israel  with 
news  service,  newspaper  group  or  news 
magazine,  ^x  3915,  Editor  t  Pub¬ 
lisher. 


Display  Advertising 


Salesmen 


WANTED 
SIDELINE  SALESMAN 

now  contacting  newspapers, 
to  represent 

Rubber  Band  Manufacturer. 
Attractive  commission  arrangement. 
WRITE 

BOX  8821,  Editor  &  Publisher 
living  territory  covered,  etc. 


INSTRUCTION 


Classified  Advertising 


NOW — it’s  up  to  318  newspapers  that 
have  enrolled  students  in  the  20  lesson 
Howard  Parish  Course  in  Classified 
Advertising. 

One  big  reason  it’s  a  smart  plan  for  I 
newspairers  .  .  .  their  salespeople  get 
top  notch  training  AT  HOME  and  ON 
THEIR  own  time.  The  salespeople 
10  for  it,  because  it  helps  them  do  a 
wtter  job  and  makes  them  worth  more 
to  their  newspapers. 

If  you’ve_  been  putting  off  enrolling 
JUur  Classified  people  in  this  course 
that  gets  more  linage  and  revenue  .  .  . 

a  good  time  to  quit  being  a 
Tiutter-offer’’  1  Write  or  phone  us  their 
"•raes  .  .  _ .  or  if  you’d  rather,  we’ll 
•end  descriptive  brochure  and  regular 
Mwllment  forms.  The  tab  is  just  66 
apiece,  and  when  your  people 
»  Vi  "’'‘*N*d  the  course,  if  you  don’t 
»  .V  investments 

M  Me  year — let  us  know,  ar.d  we’ll 
•end  you  a  bushel  of  fresh  Florida 
oranges  1 

Do  yourself  a  favor.  Check  this  im¬ 
portant  newspaper  executive’s  aid  to¬ 
day. 

SCHOOL  DIVISION  OF 

HOWARD  PARISH 

associates,  INCORPORATED 

flaylfie^  Advertising  Development 
For  Newspapers  Since  1938 

^  N.  W.  79th  St.,  Miami  47.  Florida 
PLaza  4-6691 


Linotype  School 


OHIO  LINOTYPE  SCHOOL 
^  LOGAN.  OHIO 
“*^^yp*o  Intertype  Instruction 
 Free  Information 


SrnJATION.S WANTED 


Administrative 


®}]BRAL  manager  of  7,000  dally 
.‘®*’  personal  reasons  only.  Com- 
r*^ive  understanding  of  coat  and 
to  reduce  them  without  sacrificing 

ajJ“J“-  Familiar  with  all  departments 
ability  to  get  the  most  out 
gr  Available  for  intei^ew.  Write 
hei^'D-P’  *f’  fare  of  Okla- 

tci  ntiT*  Association.  Biltmore  Ho- 
"<•  Oklahoma  City,  Okla. 

editor  ac  PUBLISHER  for  September  13,  1958 


FINANCIAL  AND  OPERATING 
PROBLEMS? 

Sound  analysis  and  solutions  by  expe¬ 
rienced  Business  Manager  and/or  0>n- 
troller:  know  all  phases  of  a  drily: 
age  38.  Box  3940,  Editor  ft  Publisher. 

Circulation 

NOW  AVAILABLE,  10  years  experi¬ 
ence  with  all  around  knowledge  of 
Little  Merchant  and  ABC.  Excellent 
home  delivery  increase  record.  (>an  fur¬ 
nish  best  of  references.  Age  29.  Wil¬ 
liam  Momeyer,  6  Village  Drive,  Sanger- 
tiea,  N.  Y. 

CIRfULA’nON  MANAGER  10,000  daily 
with  14  years  successful  experience, 
promotion  and  home  delivery  specialist 
desires  change.  Write  Box  3802,  Editor 
ft  Publisher. 

POSITIVE-THINKING  ClrcuIaUon 
Manager.  Aggressive  promoter.  Proven 
record  of  sound  circulation  increase  and 
revenue.  Organisation  builder.  Box 
3810,  Editor  ft  Publisher. 

CIRCULATION  MANAGER,  presently 
employed.  For  past  ten  years  1  have 
managed  metropolitan  circulation  de¬ 
partment,  morning,  evening  and  Sun¬ 
day  field.  Family  man,  early  forties, 
excellent  health  and  well  known  in  cir¬ 
culation  circles.  Can  furnish  tlie  high¬ 
est  recommendations.  I  have  an  excel¬ 
lent  record  of  circulation  development 
and  personnel  management.  Reasons 
for  seeking  change  will  be  set  forth 
fully  first  letter.  Free  to  go  anywhere 
and  financially  sound.  Box  3903,  Editor 
ft  Publisher. 

CIRCLTLATION  MANAGER  with  one 
of  tho  top  production  and  collection 
records  in  the  country  may  be  inter¬ 
ested  In  the  right  proposition.  60,000- 
100.000  class.  Prefer  Chart  Aicas  3-4 
or  5.  Write  Box  3938,  Eiditor  ft  Pub¬ 
lisher. 

DO  YOU  WANT  YOUR  CIRCTTLA- 
TION  INCREIASEID.  Circulation  Direc¬ 
tor  with  phenomenal  record  of  con¬ 
tinuous  increase.  Home  Delivery  spe¬ 
cialist.  Reputation  for  building  strong 
organization.  Ehcperience  in  both  Morn¬ 
ing,  Evening,  and  Sunday.  On  100,000 
to  200,000  class.  Desires  personal  inter¬ 
view  with  Publisher.  No  obligations  at¬ 
tached.  Box  3917,  Editor  ft  Publisher. 

I’LL  HER,P  you  grow.  7  years  experi¬ 
ence,  1  as  Assistant  Manager.  A-1 
paper.  Age  83,  married,  family.  Avail¬ 
able  now,  anywhere.  Box  3939,  Eiditor 
ft  Publisher. 

Classified  Advertising 

classified  MANAGEiR  or  Assistant. 
7  years  experience.  as  classified 

manager  31,000  drily.  Eixcellent  pro¬ 
duction  and  promotion  record.  Stall 
of  10.  Over  8^  million  net  lines  1957. 
Age  41.  West  Coast  or  Chart  Areas  8, 
4.  5.  9.  10.  Box  8703,  Editor  ft  Pub¬ 
lisher. 

CLASSIFIED  MANAGER  Or  Assistant 
Competitive  Market 

Box  3969,  Eiditor  ft  Publisher 

Correspondents 

ALGERIA,  SAHARA  eovorags  starting 
September  26.  Roporting,  copy  desk 
experience  on  biggest  Western  drily, 
U.S.  drily  in  Paris.  Photos.  Will  eover 
•tny  type  story.  Rod  Angora,  e/o  Posts 
Restante,  Algiars.  Algeria. 

ADVER'nSING  MANAGER  experi¬ 
enced  small  to  40,000  dailies,  this  ca- 
I>acity.  Good  organizer,  top  producer, 
hard  worker,  job  must  have  future  for 
advancement  as  ability  is  proven. 
Avaiiable  immediately.  Write  Box  3724, 
Editor  &  Pubiisher. 


TOP  DRAWER  Ad  Manager.  Will  con¬ 
sider  staff  position  with  good  paper. 
13  years  experience,  dependable,  loyal. 
Promotion  minded.  Box  8820,  E^tor  & 
Publiriier. 


SITUATIONS  WANTED 


Editorial 


AWARD-WINNING  newsman,  13  years 
in  business,  seeks  Managing  Edi^ 
slot  on  live  paper.  Now  assistant  wty 
Editor  IW.OOO  daily.  Boot  8916,  Editor 
&  Publisher. _ _ 


COVETED:  Career  on  a  daily  to  wU^ 
resiionsibility  is  a  correlative  of  right 
under  the  First  Amendment. 

BY :  Experienced  newsman,  B.A., 
vet,  29.  Discerning  reporter,  reviewer 
and  editorial  writer.  Box  3946,  Editor 
&  Publisher. _ _ 


DEDICATB®  NEWSMAN  who  climbed 
ladder  from  court  reporter  to  acting 
city  editor  of  21,000  p.m.  in  one  ye^ 
feels  he’s  ripe  for  jump  to  metrojtoli- 
Un  daily.  Single,  23,  J-grad.  Prefera 
general  assignment,  features,  but  will 
start  on  obits  for  right  paper.  Box 
3912,  Eiditor  &  Publisher. _ 


AMBITIOUS  YOUNG  ADMAN,  expe¬ 
rienced  in  layout  and  sales  wishes  to 
relocate.  Prefer  small  daily  (10,000  to 
16,000)  central  or  southern  Florida. 
Box  3919,  Editor  &  Publisher. 


Editorial 


EXPERIENCED  WOMAN,  wriUng. 
editing,  public  relations.  B.J.  Missouri; 
M.A.  Michigan;  avidlable  September 
any  part  of  country;  resume  available; 
$6,200  minimum.  Box  3637,  Editor  ft 
Publisher. 


FAST  OOPYREADER,  $1.  10  years 
metropolitan  experience.  Wants  job  in 
univeiWty  town.  Box  3617,  Editor  ft 
Publisher.  _ 


CRACKERJACK  feature  writer.  Can 
make  ’em  breathe.  No?  Send  for  sam¬ 
ples.  Young,  veteran,  good  background. 
Prefer  west.  Box  8706,  Editor  ft  Pub¬ 
lisher. 


FULL-TIME  Copyholder  seeks  position. 
Penn  Station-Rockefeller  Plaza  Area. 
4  years  varied  free-lance  experience. 
Walk  with  canes.  Dial  11-CO  2-1229. 
CHINESE  REFUGEE.  38,  immigrating 
November  seeks  employment  anywhere 
U.S.  English  fluent,  graduate  Ameri¬ 
can  journalism  school  Shanghai,  2  years 
AP  correspondent  Nanking,  1  year  PRO 
American  airline,  9  years  English 
writer  USIS.  Write  Martin  Chen, 
American  Consulate  Hongkong,  China. 


EX-CITY  EDITOR.  32,  J-grad.  vet. 
photographer,  married,  baby,  wants  re¬ 
turn  to  metro.  Know  all  beats.  Jack 
Magee.  Apt.  M.  2900  N.  Concord. 
Colorado  Springs,  Colorado.  ME  6-2630. 
MEDIUM  DAILY  reporting,  deskside 
spot  is  aim  of  six-year  man  intending 
permanent  stay.  Tope  with  camera. 
Now  with  Midwest  daily.  Married,  27, 
one  child.  Aggressive  management,  type 
of  community  top  consideration.  Box 
3931,  Editor  ft  Publisher. _ _ 


NEWSWOMAN,  25,  J-Grad,  4  years’ 
experience  governmental  reporting  on 
daily,  seeks  new  job.  Good  references. 
Consider  all  but  Far  West.  Box  3904, 
Editor  ft  Publisher.  _ 


OREGON  OR  WASHINGTON  is  target 
of  college  editor  seeking  second  pro¬ 
fessional  assignment  on  daily  or  ag¬ 
gressive  weekly.  Vet,  24,  BA,  Photo, 
Auto.  Salary  open.  Available  Decem¬ 
ber  1.  Box  3923,  Editor  ft  Publisher. 
REPOR’TER,  expert  writer.  6  months 
daily ;  1  year  wire  service.  Ago  27. 
Box  3948.  Editor  ft  Publisher. _ 

SPORTS  EDITOR,  experienced,  ambi¬ 
tious,  seeks  poet  with  progressive  me¬ 
dium  daily.  Box  3930,  Editor  ft  Pub¬ 
lisher. 


_ _ _ _  young  WOMAN,  23.  J  school  grad. 

FOREIGN  EHHTOR  now  with  foreign  j  now  on  metropolitan  daily,  wants  out 


affairs  journal  available  on  or  about 
September  29.  Box  3823,  Editor  ft  Pub¬ 
lisher^ _ 

NEWSMAN,  single,  ready  to  travel. 
’Three  years  experience  covering  court 
hou^e  and  tough  police  beat.  Can  han¬ 
dle  camera.  Will  relocate  anywhere  in 
U.S.  Write  Box  3817,  Editor  ft  Pub¬ 
lisher. 


NINE  YEARS  experience,  chief  photog¬ 
rapher,  top  beat  reporter,  20,000  Ohio 
daily.  Wall  full  of  photo  prizes,  top 
winner  in  OPPA  contest  Iiut  two  years. 
Strong  on  sports.  Will  consider  any  job 
in  north  with  respectable  pay  and  some 
photo.  Box  3806,  Editor  ft  Publisher. 
RECOGNIZED  writing  veteran,  sF! 
seeks  well-paying  permanency  in  raeoirt- 
travel  writing  field  with  drily,  maga¬ 
zine,  agency.  Box  3828,  Editor  ft  Pub¬ 
lisher. 


of  society  department.  Prefers  greneral 
assignment,  features,  college  news  bu¬ 
reau.  house  organ.  Box  3944,  Editor 
ft  Publisher. 


Mechanical 


PRODUCTION  MANAGER’S  position 
wsmted  preferably  in  far  want  by  fam¬ 
ily  man  with  over  20  years  axperienee 
in  Newspaper  Printing.  Box  S6M.  Edi¬ 
tor  ft  Pnblislher. 


News  paper  Representatives 


REJPORTER,  32;  wire,  desk  axperienee 
with  medium  dailies.  Contact  Allen 
Wegemer,  Alamogordo  Hotel,  Alamo¬ 
gordo,  New  Mexico. 


s.o.s. 

SOUL  ON  SALE— Prize  winning  iraiice 
reporter  now  employed  as  business  edi¬ 
tor  on  major  daily  wants  to  return  to 
investigative  reporting.  Box  3812,  Edi¬ 
tor  ft  Publisher. 


SOUTHERN  NEWSPAPER 
Graduate.  Ozarks  College,  Arlmnsas. 
Ace  Reporter — Wire  Desk 
Box  8818,  Editor  ft  ihibtisher. 


HOLLYWOOD  coverage.  Films,  TV, 
records,  entertainers.  Ten  years  on 
scene.  Box  8716,  Editor  ft  Publisher. 


♦♦EDITORS  &  REPORTERS^^ 

National  clearing  house  for  competent 
personnel  eo<ut-to-coast  at  no  ^arge 
to  employer.  Phone,  Write  or  Wire 
HEADLUfE  PERSONNEL  (Agency). 
6  E.  46  St..  New  York.  OXford  7-6728 


CX)MING  TO  CVtLIFORNIA, 
versatile  Ekistem  reporter,  features 
man  seeks  spot  on  daily  or  lively  week¬ 
ly.  Single,  80.  Seven  years  dally,  week¬ 
ly  experience.  College,  SDX.  Box  8902, 
^itor  ft  I^bllsher. 


A’TTENTION  REPRESENTATIVES: 
Newspaper  space  salesman,  29,  Adver¬ 
tising  Degree,  seeks  position  with  New 
York  Representative.  Box  3818,  Editor 
ft  ^blisher. 


Photography 


Need  a  Photographer? 

The  NaUonal  Press  Photographers  As¬ 
soc.  Job  Placement  Bureau,  as  a  serv¬ 
ice  to  its  members  and  to  prospective 
employers  maintains  a  CONFIDEN¬ 
TIAL  list  of  News  Photographers 
availriile.  StUI-TV,  Film-News  reel. 
Most  with  own  equipment.  No  Fees 
Write,  wire  or  telephone— 

Gerald  A.  Clarke 

4624  ’Towle  Avenue.  Hammond.  Indiana 
Telephone  WEstmore  1-2906 


Promotion — Public  Relations 


PHOTOGRAPHER.  28,  family  man: 
desires  permanent  employment  with 
Public  Relations  Department  of  repu¬ 
table  firm.  8  years  experience;  Public 
Relations,  newspaper,  eommerciri.  Cine¬ 
matography,  Layout.  Box  8918,  Editor 
ft  Publisher, 


PUBUC  RELATIONS  —  Young  (86) 
single  man,  9  years  work  in  eollsgs 
puhliclty,  industriri  house  orgim  editor, 
seeks  new  opportunity  in  p^llc  rela¬ 
tions.  advertising.  Chart  Areas  1  or  2. 
Bot  3918,  Editor  ft  Publisher. 


119 


Shop  Talk  at  Thirty 


THE  FOURTH  ESTATE  .  .  . 
jrVaoliiJ^  r-,  r- 


By  Trent 


By  Robert  U.  Brown 

Newspaper  color  has  captured 
the  imaginations  of  both  adver¬ 
tisers  and  newspapers.  The 
growth  of  ROP  color  linage, 
as  measured  by  Media  Records, 
shows  that  more  and  more  ad¬ 
vertisers  are  using  more  and 
more  color  in  their  newspaper 
advertising.  The  increase  in 
color  linage  for  the  first  seven 
months  of  1958  amounted  to 
over  4%  whereas  black  and 
white  linage  was  showing  losses 
from  the  1957  figure. 

Newspapers  have  been  alert 
to  this  trend  and  have  expanded 
and  improved  their  color  facili¬ 
ties.  Spokesmen  for  advertisers 
and  agencies  at  the  1957  Color 
Conference  in  Chicago  admitted 
a  great  improvement  in  the 
quality  of  newspaper  color  re¬ 
production.  Further  testimony 
of  this  nature  will  be  heard  at 
the  forthcoming  New  York  Col¬ 
or  Conference,  we  feel  sure. 

The  growth  in  the  availability 
of  newspaper  color  can  be  seen 
in  the  statistics.  More  and  more 
papers  are  revamping  their 
plants  in  order  to  offer  color 
facilities  to  local  and  national 
advertisers. 

*  •  * 

In  Jime  of  1955  only  656  daily 
newspapers  in  the  U.S.  and 
Canada  were  offering  ROP 
color,  according  to  Lake  Shore 
Electrotype. 

E&P’s  first  “ROP  Color  Is¬ 
sue”  March  30,  1957,  reported 
819  U.S.  papers  and  72  Cana¬ 
dian  papers  (a  total  of  889)  on 
the  list. 

As  of  this  week  the  number 
has  grovm  to  889  U.S.  papers 
and  72  Canadian  papers  making 
a  total  of  961. 

There  was  an  increase  of  22 
papers  in  the  U.S.  list  during 
the  first  six  months  of  1958. 

The  U.S.  list  represents  50% 
of  the  total  dailies  and  75% 
of  total  daily  circulation.  The 
Canadian  list  represents  over 
70%  of  the  total  dailies  and 
more  than  75%  of  the  total  cir¬ 
culation. 

In  a  little  over  three  years, 
the  number  of  newspapers  in 
the  U.S.  and  Canada  offering  at 
least  one  color  to  advertisers 
has  increased  by  305  or  46%. 

The  above  statistics,  of 
course,  apply  only  to  one  color 
and  black.  The  figures  are  just 
as  impressive  on  the  availability 
of  three  color  and  black. 

In  1955,  239  papers  were  of¬ 
fering  full  color.  As  of  now 
433  dailies  in  the  U.S.  and 


Canada  provide  three  color-and- 
black  reproduction.  That  is  an 
increase  of  239  dailies  or  81%. 

*  «  « 

These  figures  should  be  a 
revelation  to  advertising  agency 
executives  in  New  York  City 
who  are  not  exposed  to  news¬ 
papers  color  in  the  local  news¬ 
papers  as  it  appears  regularly 

TOTAL  ROP  COLOR 
LINAGE 

(For  all  papers  as  measured  by 
Media  Records,  Inc.) 


Year 

Linage 

1951  . 

46,817,024 

1952  . 

49,257,765 

1953  . 

60,781,949 

1954  . 

69,602,906 

1955  . 

90,171,262 

1956  . 

109,318,171 

1957  . 

114,362,040 

1958 

(First  7  months) 

66,581,518 

He  also  operates  the  stuffing  machine  in  the  mailroom. 


Color  linage  the  first  seven 
months  of  1957  totalled  63,590,- 
525  lines.  Color  linage  for  the 
first  seven  months  of  this  year 
is  2,990,993  lines  ahead  of  the 
same  period  a  year  ago. 

elsewhere  around  the  country. 
Only  two  of  the  metropolitan 
New  York  dailies  offer  one  color 
a  few  days  a  week  although 
it  is  available  in  four  dailies  in 
Staten  Island,  Brooklyn  and 
Long  Island  with  two  of  them 
offering  full  color. 

An  analysis  of  the  cost  and 
circulation  of  ROP  color  pre¬ 
pared  by  the  Bureau  of  Adver¬ 
tising,  ANPA,  for  this  issue  re¬ 
veals  that  an  advertiser  can 
place  a  one  color  and  black  ad 
in  889  U.S.  newspapers  at  a 
cost  of  $485,544  for  42,883,638 
daily  circulation.  This  amounts 
to  75%  of  the  total  daily  cir¬ 
culation  in  the  country. 

An  advertiser  can  also  place 
a  three-color  and  black  ad  in 
413  newspapers  at  a  cost 
of  $347,992  for  30,657,343  cir¬ 
culation  which  is  about  54%  of 
total  daily  circulation. 

Another  interesting  analysis 
prepared  by  the  Bureau  for  this 
issue  reveals  that  an  advertiser 
can  obtain  100%  of  the  daily 
newspaper  circulation  with  a 
one  color  and  black  ad  in  the 
states  of  Utah  and  Wyoming. 

More  than  90%  of  the  daily 
circulation  is  available  to  color 
advertisers  in  the  states  of  Ohio, 
Wisconsin,  .\labama,  Tennessee, 
Minnesota,  Missouri,  Delaware, 
Florida,  Maryland,  South  Caro¬ 


lina,  Texas,  Colorado,  Califor¬ 
nia,  Oregon,  and  Washington. 

In  addition,  there  are  15  other 
states  where  more  than  80%  of 
the  total  circulation  can  be 
reached  with  color. 

That  adds  up  to  32  states 
where  more  than  80%  of  the 
daily  circulation  can  be  reached 
with  newspaper  color. 

These  figures  will  be  expanded 
rapidly  in  the  next  couple  of 
years,  in  our  opinion. 

Newspaper  color  is  big  busi¬ 
ness  and  getting  bigger  every 
day.  It  provides  an  opportimity 
for  newspapers  to  enlarge  their 
service  to  advertisers  and  ob¬ 
tain  more  linage.  It  offers  an 
opportunity  to  advertisers  to  g^et 
more  sales  impact  into  their 
sales  messages. 

• 

TV  Editor  Quits 

Jo  Copolla  has  resig^ned  as 
television  editor  and  critic  of 
the  New  York  Poet.  She  form¬ 
erly  held  the  same  position  at 
Newsday  in  Garden  City,  L.I. 


Lake  Shore  Reprints 
E&P  ROP  Color  Data 

Lake  Shore  Electrotype  Din- 
sion  of  Electrographic  ^rpora- 
tion,  Chicago,  has  reprinted  the 
list  of  newspaper  ROP  Color 
Requirements  originally  corn- 
pi!^  and  published  by  Editok 
&  PuBUSHER  in  its  ROP  Color 
Issue  of  March  29. 

F.  E.  Reilly,  president,  said 
the  reprints  in  smaller  format 
but  larger  type  have  been  di^ 
tributed  to  advertising  execu¬ 
tives  and  mechanical  production 
people. 

In  1959,  Lake  Shore  will  com¬ 
pile  this  listing  and  make  it 
available  for  E&P’s  third  annual 
ROP  Color  Issue  in  March. 

*  •  * 

The  Asbury  Park  (N.J.)  Prtu 
has  no  minimum  requirement  of 
space  for  advertising  in  one 
color  and  black.  The  E&P 
listing  of  color  availabilitiee 
inadvertently  listed  the  mini¬ 
mum  size  as  a  full  page. 


ALLEN  KANDER 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  DAILY  NEWSPAPERS 
EVALUATIONS  •  FINANCIAL  ADVISERS 


EDITOR  &  PUBLISHER  for  September  13.  I95» 


Telephone  conversations,  like  so 
many  other  activities,  compete 
with  your  newspaper  for  your 
readers’  time.  That’s  why  it’s  so 
important  that  your  newspaper 
invite  readership,  with  “come- 
hither”  typography.  Gain  reader; 
time,  by  using  the  readable  face 
with  the  point-larger  look.  Coro¬ 
na’s  the  name.  Corona.  It  saves 
space,  it’s  easy  on  the  eyes  .  .  . 
and  it  gains  readertime!  Ask  your 
Linotype  Production  Engineer 
for  specimens,  or  write  to  Mer- 
genthaler  Linotype  Company,  29 
Ryerson  Street.  Brooklyn  5,  N.  Y. 


. . . and 

did  you  see  the  hat 
she  was  wearing? 


gain  readertime  with 


corona 


!  Divi- 
rpora- 
ed  the 
Color 
com- 
Editoi 
Color 


t,  said 
lormat 
tn  difr 
execu- 
luetion 
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SCRIPPS -  HOWARD  NEWSPAPERS 


COLUMBUS . Citiim 

ONCINNATI  .  .  .  Poll  S  Timmt  Stor 


NEW  YORK.  WorM-rWogron  t,  Tho  Sun 

CLEVELAND . Proii 

PITTSBURGH . Proii  KENTUCKY  .  .  .  Ktniucky  wlilion, 

SAN  FRANaSCO . Nowi  Cincinnati  Poll  t  Timoi  Slor 

INDIANAPOLIS . Timti  KNOXVILLE  ....  Nawt-Sanlinal 

Oonoral  Advortiiing  Ooportmont,  330  Park  Avonuo,  Now  York  City 


OntVER.  .  . 

ffocky  Movfifoin  N«wt 

EVANSVILLE  .  .  .  . 

.  Pft* 

BIRMINGHAM 

.  .  .  .  Fowt-Hfotd 

HOUSTON . 

.  frc* 

MEMPHIS  .  . 

»  ,  0 

FORT  WORTH  .  .  . 

.  Pf»« 

MEMPHIS  .  . 

•  Commfciol  Appeal 

ALBUQUERQUE  .  . 

Tribmn 

WASHINGTON 

EL  PASO  .  .  .  .  . 

.  .  H. 

oWM 

Chicago  Son  Froncisce  Ootroit 

Cincinnati  PhHadal^lite 

D«i« 
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